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CCBF Retreat | Jan 2016

Thank you so much for signing up to raise funds for CCBF! 
We rely on members of the $500 Club to raise money to get people out of  
cages and keep CCBF running.  Grassroots fundraising is organizing: your work 
with the $500 club expands awareness of the impact of monetary bond and 
pretrial incarceration, widens CCBF’s circle of supporters, and invites CCBF’s 
current supporters to become more deeply involved in this work.

This packet offers some resources to get you started on your fundraising. It 
includes ideas to get your creative juices flowing, reflections and tips from 
past CCBF $500 club members, tools for organizing a house party, and three 
articles from grassroots fundraising expert Kim Klein.

This little guide offers these resources as a starting point, but we are here 
to help you, too! If you have additional questions, or want to brainstorm or  
troubleshoot, please don’t hesitate to get in touch with Emma Rubin  
and Sharlyn Grace at 500club@chicagobond.org.

INTRODUCTION
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The following pages are a list of ideas to get you started as you plan your own grass-
roots fundraising strategy. Of course, feel free to modify these ideas to fit your needs 
and the needs of the specific communities and individuals who you hope to engage. 
The most effective fundraising efforts tap into people’s pre-existing interests and re-
lationships—there is no magic-bullet, one-size-fits-all approach! If you have a unique 
idea that the people you want to involve will enjoy or find meaningful, don’t be afraid 
to be unconventional!

PERSONAL ASKS
SNAIL MAIL: Make a list of all the people you know who may be supportive of CCBF. 
Draft a letter to them explaining what CCBF is and why you are passionate about 
CCBF, and asking them to make a financial gift (it’s best to name a specific amount—
when in doubt, aim high). If you are donating as well, it doesn’t hurt to mention that. 
Show your willingness to donate and how much. You may want to include a pamphlet 
or print-out with more information. Send out your letters, and make follow-up calls 
about two weeks later.

EMAIL: Do the same as above, but over email (pros: easier for you cons; easier for 
folks to miss or ignore your email)

IN-PERSON: Arrange to meet with your potential donor over coffee or tea. Tell them 
ahead of time you’d like to tell them about CCBF and ask for their financial support.

Note: Personal asks are generally the most efficient grassroots fundraising technique—
they yield the most donations for the amount of time expended. The most commonly cited 
reason why people don’t give is that they weren’t asked!

House Party
DINNER PARTY: Ask some friends to help you cook a dinner to serve to guests. Create 
a menu that will be plated for each guest or served as a buffet. Ask for a flat suggest-
ed donation for entry/food and make a pitch. Beer and wine can be offered for addi-
tional donation, either a flat fee for the option of “open bar” or per drink.

COCKTAIL PARTY: Collect a flat donation for entry or a certain suggested amount per 
drink. Create a menu of cocktails that guests can order from. Make each cocktail to 
order or make a few large batches of punch that you can quickly serve. Have some 
beer and wine options as well as non-alcoholic drinks.

BACKYARD BBQ: Similar to ‘Dinner Party’ but outside, with food cooked on a grill! 

13 ways to raise $500
Some Ideas for $500 Club Members
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DANCE PARTY: Similar to ‘Cocktail Party’ but with a less formal menu of drinks and 
likely (hopefully) more sweat. Collect a flat suggested donation for entry and a sug-
gested donation per drink (beer, liquor shots, cocktails) “Shooter cocktails” can be 
made (less expensive than a whole cocktail/ tastier than most shots). A loud sound 
system is needed. Prepare a playlist before hand or ask a DJ to donate their time.

KARAOKE PARTY: Let people watch their friends and strangers sing.

Benefit Show
Larger venues may donate their space for you to host a show, so you can get out of 
the living room or basement and into a dirty dance hall. (Although all of these can be 
adapted to fit anywhere).

MUSIC SHOW: Ask artists, bands, or DJs to perform. There are many artists in Chi-
cago that support the work and communities in which CCBF is involved. Others may 
support after you explain what CCBF is all about. Donations can be collected at the 
door or throughout the show. OFFICIAL CCBF merchandise can possibly be sold at 
the show to further benefit CCBF and get our name and image out in the streets!

ART SHOW: Supporting artists may be willing to display art or perform pieces. You 
can collect a suggested donation for attendance. 

FESTIVAL: Combine the above two options, add refreshments, and call it a festival.

COMEDY SHOW: Similar to the music show but in a seated venue with comics per-
forming.

bake sales and arts and craft sales 
Yep! Baking treats and selling them for a donation the good ole fashioned way is still 
an excellent way to raise money. You can ask to plug into an existing event, such as 
an art fair/music festival/ or possibly outside of a conference or lecture. If you have 
other talents or skills, you can also sell other kinds of things. One member of the 
$500 Club is an artist who created a hand-printed block print calendars and sewed 
purses and other items that she sold online and in-person to raise money for CCBF. 
Other supporters have organized online art auctions and donated a percentage of 
sales from selling a specific print they created. 

Tyler | Bonded Out Feb 2016 
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Tips for Members of the $500 Club:
DON’T GO IT ALONE! Getting a friend to help you with your fundraising means more 
people gain grassroots fundraising skills and experiences and more people become 
active supporters of CCBF’s work. 

ACCEPT THAT TALKING ABOUT MONEY IS ALWAYS AWKWARD, AND USUALLY 
UNCOMFORTABLE. Capitalism has distorted our perception of how we meet our 
needs and made money into something that is critical for survival and yet at the 
same time completely arbitrary. We all have different experiences with, different 
traumas around, and different relationships to money. That is okay. Asking someone 
for money is not a demand; it is a question. People can (and will) say no if they are 
not able to donate. Respect people’s agency.

GO FOR MANY SMALL DONATIONS, RATHER THAN CHASING THAT ONE CASH 
COW. If you are middle or upper class, don’t assume someone doesn’t want to do-
nate just because you perceive them as not having much money. That’s pretty clas-
sist and not helpful. (In fact, the vast majority of money raised through grassroots 
fundraising comes from working class people—not the wealthy!) At the same time, 
think critically about how you can pull other middle and upper class people in your 
life into supporting. Lots of people new to grassroots fundraising get stuck trying to 
solicit one or two large donations, and what gets lost is the reality that we are trying 
to build mass appeal for this work, not beg a few rich people to share their crumbs 
with us. If you can secure large donations, that’s great! Just don’t get stuck there.

HAVE OTHER IDEAS FOR HOW PEOPLE CAN SUPPORT CCBF BEFORE YOU START 
FUNDRAISING! Often when someone can’t donate, they want to support in another 
way. Having suggestions ready is a way to continue to engage people in the work. 
Brainstorm some examples before you start asking (such as: volunteer with CCBF 
by giving rides, share resources about CCBF online, consider whether you have any 
items or skills to donate at an upcoming fundraising event, etc.)

MAKE IT FUN. Do something you actually enjoy so it becomes less of a burden and 
more of an adventure. If you like to dance, throw a dance party with a suggested 
donation for CCBF. If you like to cook, throw a dinner party with friends or family. If 
you like to sing, record a mix tape and sell it to friends/family with the proceeds going 
to CCBF. If you like making cards, sending a simple home-made thank you card to 
everyone who donates can be great.   

reflections & tips
from former $500 club members



7

SAY ‘THANK YOU!’ Say it as soon as someone donates, say it again with a card or fol-
low-up e-mail. Say it the next time you see them. And make sure you emphasize why 
their donation matters, and helps to get people out of Cook County Jail and works to 
end pretrial incarceration. 

REMEMBER THAT TO GET MONEY, YOU HAVE TO ASK FOR IT. Sometimes you’ll 
have to ask more than once, because they won’t give you an answer at first. Or they 
say yes and then don’t actually donate. There are many different ways to ask, such as 
through an e-mail, a phone call, text or Facebook messages, twitter, in-person face-
to-face meetings, and more! Figure out what method of asking makes sense for the 
person/people you are asking. And remember, no one will know that you are trying 
to achieve this goal unless you share that with them and ask for it. 

Debbie S., 2016 $500 Club Member:
I was stoked to join the $500 club at the CCBF kick-off party when Mariame Kaba 
made the challenge to the room full of supporters in November of 2015. But having 
a whole year to raise $500 bucks meant that I put it off for a while. By May, I realized 
I should really get started. But I had just finished a big fundraising push for anoth-

er organization, so I was worried about asking 
the same people for money again! (*it’s actually 
a myth that people only give once. According 
to super experienced grassroots fundraisers, 
someone who gives once is actually more likely 
to give again!)

I thought of a friend who I knew was supportive 
of CCBF’s work, and who also has connections 
to a circle of friends & colleagues who might 
not already know about CCBF’s work. I reached 
out to see if he’d be open to partnering with me 
on a fundraising dinner for CCBF. I’d make the 
pitch and help publicize it, if he’d find someone 
to host and invite his friends. He said yes!

The day of the dinner, about 15 people showed 
up for a sweet, low-key BBQ in Hyde Park. We 
took some time to chat and meet each oth-

er while eating food, and then spent some time talking about CCBF’s work, why it’s 
such an important intervention in mass incarceration, and the importance of ending 
pre-trial incarceration. In hindsight, I wish that someone from CCBF could have been 
present to help answer questions, but they weren’t able to make it because of con-
flicting schedules. We raised over $300 at the dinner, which was fantastic, because 
we had asked each person to consider donating around $20.

Donnie | Bonded Out June 2016
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I went home and posted pictures from the BBQ on Facebook, saying how much we 
had raised and what my goal was. My co-worker saw my post and told me she want-
ed to donate $100 to CCBF, so she gave me the check to submit with my fundraising. 
I was almost to my goal! By the end of the summer, I decided to just donate the re-
maining $70 because I had the capacity to do so (after setting some cash aside for a 
couple months), and didn’t have time to keep fundraising.

In all, it was a great way to meet new people, connect new supporters with CCBF’s 
work, deepen my relationship with the friend who co-organized the dinner, and raise 
the money without too much stress. Here’s to hoping that it’s smooth again next 
year!

Sarah Lu and Jane Hereth, 2016 $500 Club Members
Four of us were hanging out one day, doing what we like to do when we hang out to-
gether: drink tasty, quality, homemade cocktails and talk about social justice. Some-
one brought up how they wanted to share their appreciation for cocktails with others 
by introducing beginners to interesting drinks that might become their new favorites. 
Then someone else was like, “what if we threw a party centered around that?” And 
then another friend suggested: “at this party, we could raise funds for the Chicago 
Community Bond Fund because we signed up for the $500 club and haven’t raised 
the money yet!”

So then we picked a date, emailed our networks of friends, then went on a Costco 
run, spending about 200 bucks on quality booze, cocktail ingredients, and snacks. 
We encouraged people to RSVP with premiums (CCBF stickers) for doing so, and 
folks came! Two of us played bartender all night, and two of us focused on hosting 
and taking care of guests. We raised 800 bucks. Sharlyn came to address the group 
during the party’s half-way point, and also chat with folks one-on-one. She brought 
binders with the CCBF annual report and folks thumbed through them. We ended up 
doing our party during the kind of busy/overcrowded holiday party season because 
we waited until the last minute. Next time, we aim to raise funds earlier in the year, 
when folks will have fewer party conflicts.
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From Kevin, 2016 $500 Club Member:
My approach to achieve the 500 club goal in 2016 was to organize a campaign within 
my workplace of about 20 people.  The campaign was focused on 1) the tangible goal 
of hitting $500, which could mean rotating bond for one person 2) educating around 
the broader issue of cash bail in Cook County.  Because I had the capacity to give 
personally this year, I also promised a match to my co-workers.  I have a workplace 
full of people who broadly care about reducing mass incarceration, but might not all 
know that much about the specific issue of cash bail in Cook County.  About 10 of my 
co-workers gave, and we met our goal!

A couple different spins you could take on it:
• Use a different network of people - focus on a graduating class, a group of parents 

at a school, a spiritual or community group, etc.
• Get “money momentum” in a different way - This tactic doesn’t require you being 

able to give personally!  If you can’t match personally, this could look like going to 
2-3 people you know well in the network and asking for a pre-commitment before 
sending the broader e-mail.

• Center around a different event—it could be a class reunion, a religious holiday, 
your birthday, your wedding (where I also had the chance to raise funds for CCBF 
this year), etc.

My outreach e-mail chain is below. If you ever feel sheepish about following up with 
people for money, remember the urgency of the issue—people are sitting in jail  
simply for not being able to post bond!

Subject: Chicago Community Bond Fund - we can reduce incarceration in Chicago as a team TODAY

Hey team,

I’ve e-mailed folks about this before—this is a new local group I am extremely passionate about.

The vast majority of people in Cook County Jail are pre-trial and only there because they cannot afford 
bail.  In some cases, this is as low as a few hundred dollars.  Because of a few hundred dollars, someone 
who is pre-trial (AKA innocent in the eyes of the law) is in a cage.

This is also a revolving fund—once people show up to court, the money goes back into the fund.  So, the 
money will make an impact many times over in the course of even just one year.

I’m offering matching within our team for up to $250.  I think it’d be awesome for us to collect enough to 
have someone post bond—for our team to help someone who is pre-trial walk free.  $500 will definitely 
do this.

Please e-mail me directly or talk to me in person.  If you are uncomfortable sharing directly with me the 
amount you’re donating (any amount is welcome!!) go directly to https://www.chicagobond.org/ and 
donate there, then just leave a note on my desk with the amount that you’d like me to match.

Kevin
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Hey team, check out this Marshall Project article that features CCBF prominently: https://www.themar-
shallproject.org/2016/08/23/bail-reformers-aren-t-waiting-for-bail-reform

I will reach out individually to folks where I still need to collect the dollars pledged.  Thanks!

I followed up two days later with a silly GIF reminder

Who else? Anybody? Bueller?

And then a month later with the Marshall Project article, which I used to remind  
people who had pledged but not actually followed through with giving me the  
money.  In the end, I was able to collect 100% of the pledges.  It’s OK to bug people 
who promised money but didn’t give it!
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Date:______________  Location:______________________________

THREE WEEKS BEFORE YOUR EVENT
• What is your fundraising goal? Are you trying to raise all $500 or just part of it this time?
• What is your suggested donation ask of each person?
• Who are you going to invite? (friends, colleagues, the public)
• How will you invite people? (Facebook event, e-mail & text only, other?)
• How will you collect money? (Cash only, Venmo or cash apps, PayPal, or have people do-

nate directly to CCBF? How will you know if you’ve met your goal?)
• Will there be a performance or a speaker? CCBF has a 5-minute video which is an excel-

lent introduction to the work, and can be incorporated into a program
• If you plan to have live music or a dance party, do you need a sound system? If you’re 

going to show the video, do you need a projector?
• Who is going to help you at the event? (with set-up/clean-up, cooking and/or bringing 

food, and music)
• If you’re going to have food or drinks, can you solicit donations from local businesses to 

reduce your costs?

Accessibility
• Is the venue you’re using (aka your house or backyard) going to be physically  

accessible to your guest list and their friends? If it’s public, is the space ADA accessible? 
• Are people allergic to any pets? (if you have them)
• What food restrictions do people have? (if you aren’t going to ask - try to have a variety of 

things available including something vegan, gluten free, and vegetarian)
• Will you have sober guests or people in recovery? Make sure to have non-alcoholic drinks 

or consider not having alcohol or substances at your party.
• Will there by kids attending? 

Two weeks before your event
• Send your invites
• If you use Facebook, be sure to post an update in your event page every few days, and 

especially use pictures, to get people excited.
• Coordinate & make a plan for food or snacks at your event
• Make sure CCBF knows when it’s happening, so that if it’s public, they can help promote.
• Begin creating a music playlist, and/or invite a friend to make one
• Make sure any speaker or performer knows the plan

robert | BONDED OUT FEB 2016

house party
ORGANIZING CHECKLIST
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One week before your event
• Follow up with your guest lists. Personal texts are great! See if people need support find-

ing rides, etc.
• Make sure you have all of the dishware and/or paper plates, cups etc. you need
• Confirm that the music playlist is ready to go
• Ensure you are ready to accept donations and post a link to donate on your Facebook 

event so those that can’t attend can still donate. 
• If it’s at your home, make sure you have extra toilet paper. No joke. Running out at a party 

or event is the worst.
• Come up with a plan for documenting the event (will you take group photo? post online?)
• Decide who will make the pitch for donating to CCBF & what you/they will say

At the event:
• Make sure you set up beforehand, so it’s ready when people start arriving
• Make a pitch for CCBF mid-way through the event and be sure to state your fundraising 

goal (see more about the pitch below)
• Count the donations you’ve received towards the end
• Make another pitch for CCBF, and let folks know how close you are to your goal.
• Make sure your guests are having a good time!
• Thank people for coming, more than once.
• Make sure everyone gets home safely

After the event:
• Make sure CCBF gets the money promptly
• Let the $500 club coordinator know how it went
• If you use social media, post to let others know how it went and how they can still donate
• Send thank you notes to your guests (via text, social media, or actual physical cards). If it’s 

genuine, you can never thank too much!
• Thank everyone who helped you make it happen!

A WORD ABOUT THE PITCH: Even if you don’t have a program per se for the event, it’s import-
ant to do a pitch. Talk about the work, why you think it is so rad, and ask people to dig deep 
and make a donation. Make an emotional connection, and keep it positive. You can do 
the pitch yourself, or ask someone else connected to the work to do it. Do this even if you 
ask people for a donation at the door. Have baskets/a hat to pass, and pass them. Make 
sure the person/people with the baskets or hat circulates all the way through the room, 
and gives people enough time to go into their wallets or write a check. It’s ok to be a little 
shameless (without shaming people, of course). Count and share the total raised before 
the end of the event, and consider making a second pitch.
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The ten most important
things you can know

about fundraising
Many times at the end of a training or a speech about

fundraising techniques and principles, I am asked,
“What are the most important things to remember?” 
Usually the person asking is either a volunteer with little
time to help with fundraising, a person new to fundraising
and overwhelmed by the number of details she or he has
to keep in mind, or a staff person who is not responsible
for fundraising but wants to help. 

Over the years, I have thought about what I consider the
ten most important things to know about fundraising. The
items are not presented in order of importance, although
#1 is probably the most important; nor are they in order
of difficulty. If there is any order, it is the order in which I
understood these things and integrated them into my own
fundraising work. Undoubtedly, other skilled fundraisers
would have slightly different lists, but this list has served
me well for many years. I hope you find it useful.

1. IF YOU WANT MONEY, YOU HAVE 
TO ASK FOR IT

While there are some people (may their kind increase)
who will simply send an organization money or offer
money without being asked, there are not enough of
them to build a donor base around. Most people will not
think to give you money unless you make your needs
known. This is not because they are cheap or self-
centered; it is because most people have no idea how
much it costs to run a nonprofit, or how nonprofits get
money. If you don’t ask them, they will simply assume you
are getting the money somewhere. They have no reason
to think your group needs money unless you tell them, the
same way they have no reason to know if you are hungry,
or unhappy, or needing advice. 

Millard Fuller, who founded Habitat for Humanity,
says, “I have tried raising money by asking for it, and by
not asking for it. I always got more by asking for it.”

2. THANK BEFORE YOU BANK
Once you receive money, you must thank the person

who gave it to you. I have found that disciplining myself not
to deposit checks until I have written the thank-you notes
has forced me to make thank-you notes a priority. I am not
rigid about this rule because if I get behind in my thank-you
notes, and then don’t deposit the checks for a while, the
donors may wonder whether we really needed the money.

Thank-you notes do not need to be fancy and should
not be long. If at all possible, they should include a personal
note, even if it is from someone who doesn’t know the
donor. You can add something as simple as, “Hope to meet
you sometime,” or “Check out our website,” or “Happy
holidays,” or even, “Thanks again — your gift really helps.”

Many organizations have created note cards for staff
and volunteers to use when writing thank yous. The front
of the card has the logo of the group, on the top half of the
inside is a relevant meaningful quote from a famous person,
and the bottom half of the inside is used for the thank-you
message. It is a small space, so you really can’t say much. 

Many databases will print out a thank-you note after
you enter the information about the donor — saving 
valuable time. These are best if accompanied by a personal
note at the bottom. 

Late thank yous are better than no thank you at all,
but photocopied form thank yous are almost the same as
no thank you. 

The long and the short of thank yous is: if you 
don’t have time to thank donors, you don’t have time to
have donors.

3. DONORS ARE NOT ATMS
A survey of donors who gave away more than $5,000 

a year asked, “What is your relationship with your favorite
group?” Several gave similar answers, even though they
did not know each other and did not give to the same

The ten most important
things you can know

about fundraising
BY KIM KLEIN
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group. All the answers were on this theme: “I would love
to be considered a friend, but I am more of an ATM. They
come to me when they need money, they tell me how
much, I give it to them, and the next time I hear from
them is when they need more.” 

This is a terrible indictment of much of what passes 
as fundraising. When I have described this common situa-
tion in trainings, people have often asked, “How can we
make sure our donors don’t feel this way?” The answer is
very simple, “Make sure you don’t feel that way about
your donors.” 

All groups have a few “high maintenance” donors, and
may be forgiven for wishing them to go on a long trip to a
place without phones or e-mail. But the majority of
donors require practically no attention. They have the
resilience of cacti — the slightest care makes them bloom.
Thank-you notes, easy-to-understand newsletters, and
occasional respectful requests for extra gifts will keep peo-
ple giving year in and year out. 

Think of your donors as ambassadors for your group.
Design your materials so that donors will be proud to give
your newsletter to a friend or recommend your group
when their service club or professional association is look-
ing for an interesting speaker, or forward your e-mails to
several of their colleagues. 

By treating your donors as whole people who have a
number of gifts to offer your group, including their finan-
cial support, you will have more financial support from
existing donors, more fun fundraising, more donors, and
the peace of mind of knowing that you are not treating
anyone as an object.

4. MOST MONEY COMES FROM PEOPLE, 
AND MOST OF THOSE PEOPLE ARE NOT RICH

There are three sources of funding for all the nonprofits
in the United States: earned income (such as products and
fees for service), government (public sector), and the 
private sector, which includes foundations, corporations
and individuals. For the nearly 60 years that records about
who gives money away have been kept, at least 80% of this
money has been shown to be given by individuals. 

In 2002, total giving by the private sector was almost
$241 billion, and 84.2 percent of that ($202 billion) was given
away by individuals! These people are all people — there is
no significant difference in giving patterns by age, race, or
gender. Income is not nearly the variable that one would
think: middle-class, working-class and poor people are
generous givers and account for a high percentage of the
money given away. In fact, a study by Arthur Blocks of the
Maxwell School of Citizenship and Public Affairs at Syracuse
University showed that 19% of families living on welfare
give away an average of $72 a year! 

Too often, people think they can’t raise money
because they don’t know any wealthy philanthropists. It is
a great comfort to find that the people we know, whoever
they are, are adequate to the task. Seven out of ten adults
give away money. Focus your work on these givers, and
help teach young people to become givers. 

5. PEOPLE HAVE THE RIGHT TO SAY NO
One of the biggest mistakes I made early on as a

fundraising trainer was not balancing my emphasis on the
need to ask for money with the reality that people are
going to say no. No one is obligated to support your group
— no matter what you have done for them, no matter
how wealthy they are, no matter how much they give to
other groups, how close a friend they are of the director,
or any other circumstance that makes it seem they would
be a likely giver. 

While it is possible to guilt-trip, trick, or manipulate
someone into giving once, that will not work as a repeat
strategy. People avoid people who make them feel bad,
and they are attracted to people who make them feel
good. When you can make someone feel all right about
saying no, you keep the door open to a future yes, or to
that person referring someone else to your group. 

People say no for all kinds of reasons: they don’t have
extra money right now; they just gave to another group;
the don’t give at the door, over the phone, by mail; a seri-
ous crisis in their family is consuming all their emotional
energy; they are in a bad mood. Rarely does their refusal
have anything to do with you or your group. Sometimes
people say no because they have other priorities, or they
don’t understand what your group does. Sometimes we
hear no when the person is just saying, “I need more time
to decide,” or “I need more information,” or “I have 
misunderstood something you said.” 

So, first be clear that the person is saying no, and not
something else like, “Not now,” or “I don’t like special
events.” Once you are certain that the person has said no,
accept it. Go on to your next prospect. If appropriate,
write the person a letter and thank them for the attention
they gave to your request. Then let it go. If you don’t hear
no several times a week, you are not asking enough people.

6. TO BE GOOD AT FUNDRAISING, 
CULTIVATE THREE TRAITS

A good fundraiser requires three character traits as
much as any set of skills. These traits are first, a belief in
the cause for which you are raising money and the ability to
maintain that belief during defeats, tedious tasks, and finan-
cial insecurity; second, the ability to have high hopes and low
expectations, allowing you to be often pleased but rarely
disappointed; and third, faith in the basic goodness of people.
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While fundraising is certainly a profession, people who
will raise money for any kind of group are rarely effective.
Fundraising is a means to an end, a way to promote a cause, a
very necessary skill in achieving goals and fulfilling missions.

7. FUNDRAISING SHOULD NOT BE CONFUSED
WITH FUND CHASING, FUND SQUEEZING, 
OR FUND HOARDING

Too often, organizations get confused about what
fundraising is and is not. 

If you hear that a foundation is now funding XYZ
idea, and your organization has never done work in that
area nor have you ever wished to do work in that area, the
fact that you are well qualified to do such work is immate-
rial. To apply for a grant just because the money is avail-
able and not because the work will promote your mission
is called fund chasing. Many groups chase money all over
and, in doing so, move very far away from their mission. 

Similarly, if your organization seems to be running
into a deficit situation, cutting items out of the budget may
be necessary but should not be confused with fundraising.
When deficits loom, the fund squeezing question is,
“How can we cut back on spending?”; the fundraising
question is “Where can we get even more money?” 

Finally, putting money aside for a rainy day, or taking
money people have given you for annual operating and
program work and being able to put some of it into a 
savings account is a good idea. Where savings becomes
hoarding, however, is when no occasion seems important
enough to warrant using the savings. 

I know a number of groups that have cut whole staff
positions and program areas rather than let money sitting
in their savings be used to keep them going until more
money could be raised. I know groups that overstate what
they pay people, what price they pay for equipment, what
they spend on rent, all to get bigger grants from founda-
tions or larger gifts from individuals, and then put that
extra into savings — savings that they have no plan for. 

A group that saves money needs to have a rationale:
Why are you saving this money? Under what circum-
stances would you spend it? Without some plan in mind,
the group simply hoards money. 

Fund chasing, fund squeezing, and fund hoarding
need to be replaced with an ethic that directs the group to
seek the money it needs, spend it wisely, and set some
aside for cash-flow emergencies or future work.

8. FUNDRAISING IS AN EXCHANGE — PEOPLE
PAY YOU TO DO WORK THEY CANNOT DO ALONE

Hank Rosso, founder of the Fund Raising School and
my mentor for many years, spoke often about the need to
eliminate the idea that fundraising was like begging. 

Begging is when you ask for something you do not
deserve. If you are doing good work, then you deserve to
raise the money to do it. What you must do is figure out
how to articulate what you are doing so that the person
hearing it, if they share your values, will want to exchange
their money for your work. They will pay you to do work
they cannot do alone.

9. PEOPLE’S ANXIETIES ABOUT FUNDRAISING
STEM FROM THEIR ANXIETIES ABOUT MONEY

Anxiety about money is learned, and it can be
unlearned. If you are ever around children, you know that
they have no trouble asking for anything, especially money.
In fact, if you say no to a child’s request for money, they
will simply ask again, or rephrase their request (“I’ll only
spend it on books”), or offer an alternative (“How about if
I do the dishes, then will you give me the money?”). 

Everything we think and feel about money we have
been taught. None of it is natural; none of it is genetic. 
In fact, in many countries around the world, people talk
easily about money. They discuss what they earn, how
much they paid for things, and it is not considered rude to
ask others about salaries and costs. 

We have been taught not to talk about money or to
ask for it, except under very limited circumstances. Many
of us are taught that money is a private affair. Having too
little or too much can be a source of shame and embar-
rassment, yet money is also a source of status and power.
Most people would like to have more money, yet most will
also admit that money doesn’t buy happiness. 

As adults, we have the right — in fact, the obligation
— to examine the ideas we were taught as children to
ensure that they are accurate and that they promote val-
ues we want to live by as adults. Most of us have changed
our thinking about sex and sexuality, about race, about
age, illness and disability, about religion, about marriage,
about how children should be raised, what foods are
healthy, and much more. We have done this as we have
learned more, as we have experienced more, or, as we
have thought about what we value and what we do not.
We need to take the time to do the same work with our
attitudes toward money. We can choose attitudes that
make sense and that promote our health and well-being. 

Our attitudes toward fundraising are a subset of our
larger attitudes toward money. The most important
change we can make in our attitudes toward fundraising is
to remember that success in fundraising is defined by how
many people you ask rather than how much money you
raise. This is because some people are going to say no,
which has got to be all right with you. The more people
you ask, the more yes answers you will eventually get.
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Finally, if you are anxious about asking for money or
would rather not ask, this is normal. But ask yourself if what
you believe in is bigger than what you are anxious about.
Keep focused on your commitment to the cause and that
will propel you past your doubts, fears, and anxieties.

10. THERE ARE FOUR STEPS TO FUNDRAISING —
PLAN, PLAN, PLAN, AND WORK YOUR PLAN

Though humorous, this formula that I learned from a
community organizer underscores the fact that fundraising
is three parts planning for one part doing. I learned this later
in my career, after having gone off half-cocked into many
fundraising campaigns and programs. I meant to plan, I
planned to make a plan, I just never got around to planning.

I have learned (usually the hard way) that an hour of
planning can save five hours of work, leaving much more
time both to plan and to work. Planning also avoids that
awful feeling of “How can I ever get everything done,”
and that sense of impending doom. It moves us out of
crisis mentality and means that we are going to be a lot
easier for our co-workers to get along with. 

There are a lot of articles and books on planning — 
I recommend reading some of them. However, the easiest
way I have found to plan something is to start by defining

the end result you want and when you want it to happen,
then work backwards from that point to the present. For
example, if you want your organization to have 100 new
members by the end of next year and you are going to use
house parties as your primary acquisition strategy, you
will need to schedule five to seven house parties that will
recruit 10 to 15 members per party. 

To set up one house party will require asking three
people to host it (only one will accept), which will require
identifying 15 or 20 possible hosts to carry out the number
of house parties you want to have. The hosts will want to
see materials and know what help they will have from you. 

The materials will have to be ready before the first
phone call is made to the first potential host, and the first
phone call needs to occur at least two months before the
first party. So, the materials need to be produced in the
next two weeks, hosts identified in a similar timeframe,
calls made over a period of two or three months, and so on. 

When you are tempted to skip planning, or to post-
pone planning until you “have some time,” or to fly by the
seat of your pants, just remember the Buddhist saying,
“We have so little time, we must proceed very slowly.” 

KIM KLEIN IS PUBLISHER OF THE GRASSROOTS FUNDRAISING JOURNAL.
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People who are active in an organization, particularly
board members and key volunteers, are natural candi-

dates to solicit major gifts in person from contributors or
prospects. An organization may even conduct or provide
training sessions to increase volunteers’ skill and comfort
in making such personal solicitations. Many people have
discovered that doing face-to-face fundraising reminds
them of the true depth of their commitment to an organi-
zation. They remember why they became involved with
the work in the first place and why they think the work is
important. Occasionally, people discover in the process of
asking for gifts that their commitment is not that strong
and that they would be happier in another organization.

People soliciting major gifts for an organization must,
first and foremost, believe thoroughly in the cause of the
organization. Second, they must have demonstrated that
commitment with a financial contribution. The size of
that contribution is not important, but it must be an
amount that is significant for that individual. Having made
their own gift, they convey the message to their prospects
(whether simply in attitude or in words as well), “Join me.
Do what I have done. Give a large contribution to this
organization because it is really important.” Once a solici-
tor has demonstrated their own commitment, they can
approach their prospects with confidence. 

TYPES OF PROSPECTS
There are three types of prospects for face-to-face

solicitations:

• People who have given before and are prospects for a
repeat or upgraded gift

• People who have not given before, but are close to
someone in the organization

• People who are interested in the cause but don’t
know anyone in the organization. For these people,
some kind of cultivation is necessary before actually
soliciting the gift. Inviting the person to a special
event, house meeting, or educational evening, or 
asking to see the person in order to describe the 
program, should precede the meeting at which a gift
is requested. 

In this article, we will assume that the prospect is
ready to be asked for the gift.

APPROACHING THE PROSPECT
There are three steps in approaching the prospect: 

1. A letter describing the program and requesting a meet-
ing to discuss it further 

2. A phone call to set up a meeting

3. The meeting itself, in which the gift is usually solicited

Obviously, if you are approaching your spouse or your
best friend, you can skip the letter, and perhaps even the
phone call. In some cases the letter will be enough and
there will be no need for a phone call and meeting; in oth-
ers a phone call alone will suffice. Requests for gifts of
more than $1,000, for capital gifts, or for multiyear pledges
will almost always be more successful in a face-to-face
meeting. Further, even when prospects decline to meet,
they are pleased that you were willing to take the time to
meet with them had they so desired. 

Letters to Current Givers
The simplest letter is the one to prospects who have

given before. You thank them for their support in the past
and ask them to give the same amount or more again. In
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the letter, describe some of your achievements during 
the past year and some of your future plans. Tell them 
you will phone them in a few days and, if they are in your
area, offer to meet with them. Enclose a stamped return
envelope. 

After a few days, phone them. Often you will discover
that the check is in the mail. Over time, you will learn who
prefers not to be phoned, but just wishes to be reminded
when it is time to renew their gift. 

If you do meet with the prospect, ask for a larger gift
than they gave last year, or use the meeting as an opportu-
nity to ask for the names of other people who might be
interested in giving major gifts. 

As you get to know the donors, you can see if they
would make good board members, or if they would 
be willing to solicit some large gifts on behalf of your
organization. Meeting with current donors tells people
that they are valued and helps build their loyalty to 
the organization.

Letters to People Close to the Organization
Letters to prospects in this category should be signed

by the person who knows them best. Letters to prospects
you know rest heavily on the amount of respect and affec-
tion the prospect has for you. When writing to someone
you know, use the same tone and format you would use in
writing to him or her about anything else. If you normally
call the person by their first name, do that in your letter.
Mention to your friend that you are a donor yourself. You
don’t have to say how much you give — just the fact that
you give will tell your friend that you are asking them to
do only what you are already doing.

If the person who knows the prospect is unable or
unwilling to write the letter, then the person actually solic-
iting the gift may be a stranger to the prospect. In that
case, begin the letter by making the connection clear:
“Jane Friendswithyou gave me your name. She said you
might be interested in our work because….” Go on to
describe the work of the organization and ask to meet
with the person.

Indicate in the letter that you will be asking for
money. The letter can describe how much the organiza-
tion needs and what kind of gift you hope the prospect
will make.

In writing the letter, remember that people have short
attention spans. Make your sentences interesting, evoca-
tive, and short. Avoid using jargon or complicated explana-
tions. Statistics are fine, if used sparingly. The idea of the
letter is to spark the prospect’s interest so that he or she
will want to meet with you. The letter does not have to

convince fully, and in fact, should just raise the person’s
interest. The face-to-face meeting is the time to convince
the prospect to give. 

Sample Letter
Dear Theodor,
You and I have talked about my work with the East

Side Senior Advocates, and I have appreciated your support
over the years for our various projects. We are now enter-
ing one of our most exciting ventures yet — a project to put
a Senior Advocate in every neighborhood where more than
10% of the population is over 65. This project will involve
hiring three more staff and renting one more office. The
benefits far outweigh the costs, however.

I am hoping you will consider a major gift to this pro-
ject. We are looking for gifts in the range of $2,000,
although gifts of all sizes are needed. I don’t expect you to
decide based on this letter — what I want is for us to meet
and talk about the project. I will call you in a few days to see
when we can get together. Sincerely, Anastasia

The Phone Call
If you say you are going to call, call. Rehearse the

phone call beforehand to anticipate possible questions or
objections the prospect might have. The following exam-
ples show three different problems that arise during phone
calls and ways they could be handled.

SCENARIO ONE: THE EASY PROSPECT

You: Hello, this is Worthy Cause. Is this Mary Prospect? 

Ms. Prospect: Yes, it is.

You: I recently wrote to you about…. Did you get my letter?

Ms. Prospect: Yes, I think I did.

You: Do you have a minute now? (Or, Is this a good time 
to talk?)

Ms. Prospect: I have just about one minute. Now remind
me of what your organization does. I get so many letters. 

You: Our organization…(two sentences at most). What I
would really like to do is get together with you for about
half an hour to explain our project in more depth. I know
you are busy, so is there any time next week that I could
come see you?

Ms. Prospect: I think I could fit you in next Wednesday at 10.

You: Great. I’ll be there. Thanks so much.

SCENARIO TWO: TIME AND LOGISTICS PROBLEMS

Ms. Prospect: This is really a bad time of year for me. I’m
doing an inventory and then I have to fly to Washington,
D.C., and I just can’t fit in another thing.



You: I can certainly understand that. Why don’t I call you
next month and see if things have settled down, and 
you might have some time then? 

Ms. Prospect: That would be fine.

Or,

Ms. Prospect: This is just too busy a time for me. I’ll call
you when I can work you into my schedule.

You: I know you have a lot on your mind. I’ll call you in a
month or so to see if things have settled down.

Or,

Ms. Prospect: I never make decisions to give away such
large gifts without talking it over with my husband. We do
all our giving jointly.

You: That seems reasonable. May I come and talk to you
both?

SCENARIO THREE: DISAGREEMENTS WITH THE
ORGANIZATION

Ms. Prospect: I got your letter, but I have to tell you 
honestly that I think the government should be taking care
of this, and you all should be lobbying for restored govern-
ment funding in this area.

You: We agree that the government should be taking 
care of this problem, and we’re working with a coalition
of groups to pressure for restored funding. But in the
meantime, these people are without services, and we have
to turn to people like you who understand the need so
clearly. I’d like to talk with you about our government
strategy, since I know that it is an area of interest to you, 
in addition to discussing our program. Could we meet
next week?

Or,

Ms Prospect: Aren’t you the group that had to fire your
Executive Director for incompetence a little while ago?

You: Yes, our executive director was released when the
board discovered….I know you’ll be pleased to learn that
Much Better Person has taken her place and things are
now completely back to normal. I really want to talk
about our programs in more detail. Is it possible to set up a
meeting in the next few weeks?

Or,

Ms. Prospect: I have other priorities at this time and 
I’m not sure your organization falls within my present
commitments.

You: I know that you have other priorities. I would really
appreciate it if we could discuss our organization’s 

program because I think it falls within your concerns. Jane
Friendswithyou indicated that you are strongly committed
to…and we do work in that area now.

Ms. Prospect: I’m afraid you’ll be wasting your time.

You: I’m not worried about that. I don’t want to waste
your time, but I do think a brief meeting would help us
both to see if we have any goals in common.

THE IMPORTANCE OF BEING ASSERTIVE
Most of the time when people put us off we assume

that they are trying to say no but are just too polite to come
right out with it. This is a false assumption. Prospects are
looking for signs that you are really serious about your
organization. They appreciate persistence, assertiveness,
and an attitude that what you have to offer is critically
important and worth taking some time to discuss.

If you are easily put off and take the first no as the final
answer, it tells the prospect that you are not terribly con-
cerned about the organization, or that you don’t really care
whether or not the prospect gives. Clearly, you don’t want
to be rude, but you need to be willing to push the prospect
a little; don’t take the first resistance as the final word.

The Face-to-Face Meeting
Once you have an appointment, you are ready to pre-

pare for the face-to-face solicitation. This is not as frighten-
ing as it seems. First of all, the prospect knows from your
letter or your phone call that you will be talking with
them about making a contribution. Since they have agreed
to see you, the answer to your request is not an outright
no. The prospect is considering saying yes. Your job is to
move them from “I’m considering giving” to “I’d be
delighted to give.”

The purpose of the meeting is to get a commitment
to give. Everything else revolves around this purpose. It 
is fine for the conversation to go off on a tangent, but 
you must keep bringing it back to the financial needs of
the organization and the possible role of the prospect in
meeting those needs.

As the solicitor, you must appear poised, enthusiastic,
and confident. If you are well prepared for the interview,
this will not be too difficult. Many times, board members
and volunteers are afraid they will not appear knowledge-
able about the organization. It is perfectly fine for them to
bring along a staff member or someone who has been
with the organization for a long time and who can answer
difficult questions. Sometimes going with a partner also
helps you feel more relaxed. It is also fine to answer a
question with, “I don’t know, but I’ll be glad to get you
that information.”
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In the meeting, your role is to help the prospect to see
that giving to your organization is a logical and natural
extension of his or her interests and concerns. Ask the
prospect questions, and carry on a conversation with him
or her. “Do you agree with our approach?” “Did you see
the article about us in last week’s paper?” “Has Jane
Friendswithyou talked much about our organization?”

When you finally ask for the gift, look the prospect
right in the eye and in a clear, bold voice say, “Can you help
us with a $300 contribution?” or, “We are hoping you can
give $500–$1,000.” Keep looking at the prospect, and don’t
say anything after you have asked for the gift. It is the
prospect’s turn to speak. Although it may seem like a long
time between your request and his or her response, it is
only a matter of a few seconds.

Sometimes the prospect will say, “I’d like to help, but
that figure is way out of my range.” Your response can be,
“What would you feel comfortable giving?”

After you ask for the gift and get an affirmative
answer, discuss how the prospect wants to make the gift.
Perhaps they will give you a check right there, or mail it in

the return envelope you brought. For larger gifts,
prospects (now donors) may want to transfer stock, or
make other arrangements that will cause the gift to arrive
in a week or two. Once these arrangements are made,
thank the donor and leave.

Immediately after the interview, send the donor a
thank-you note. Another thank you from the organization
should be sent when the money arrives.

BUILDING A STRONGER ORGANIZATION
Although it can be anxiety producing to ask for

money the first few times you do it, it is thrilling to get an
affirmative commitment from a major donor. It is also a
good feeling to know that you were able to set aside your
own discomfort for the greater purpose of meeting the
needs of your organization. Knowing that you can talk
comfortably about the financial goals of your organiza-
tion is empowering. Boards of directors find that they are
immeasurably strengthened when each of their members
feels able to ask for money. 
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Everywhere we turn we see good organizations cutting
back, laying off staff, or closing altogether. These are

weird and hard times, and we need long-term solutions.
But sometimes we just need cash. This article focuses on
the immediate. It does not suggest that you change your
board structure or write to your Congressperson or think
strategically — even though we are in favor of all those
things. The purpose of the article is to help you buy some
time so you can make all the changes in your organization
that we have recommended in our other articles! 

1. Make a list of all the people you know who are sup-
portive of the work you do and admire you for being willing
to work for low or no pay to change the world. Write them a
letter explaining that you have set a goal of raising $2,500
in ten days and hope that each of them will consider a gift of
$100, $500, $50, $25, or whatever they can afford. Include a
simple reply card and a stamped return envelope to make
it as easy as possible for them to give. At about Day Seven,
call all the people who have not responded. Remember
that 50 percent of the people you ask will not give, and 50
percent of the people who do give will give less than you
asked them for, so you will need to ask about three times as
many people as the number of gifts you need to reach your
goal. If you are thinking that you have already asked every-
one you know, here’s what to do: ask the people who have
helped you who they know, and ask if you can use their
name in contacting them. Make sure you really have asked
everyone: your neighbors, your colleagues at work, your
chiropractor, your optometrist…. Be sure that you know
that the person you are asking cares, at least a little, about
your cause, so that you don’t wind up in an argument. 

2. Send an e-mail to everyone in your e-mail address
book (as in #1, taking out people who don’t agree with the
cause you are working for) in which you refer people to the
website of the organization. Ask your friends to go to the
site and make a pledge. Be sure the site has a “Donate

Now” icon that either takes people to a secure area to
make a credit card donation or allows them to download a
form and send it in. Your e-mail should be very brief but
stress the urgency of your request. 

3. Host a house party. Invite your friends to a barbecue
at your house and tell them it is a fundraiser for your cause.
Either make a presentation at the party asking for money
or set an amount you want everyone to pay as they arrive.
Be sure to let people know in the invitation that even if
they can’t come they can send money. The three secrets to
a successful house party are:

• Invite at least three times as many people as the
number you want to come

• Make follow-up calls a few days before the party to
encourage people to come

• Be sure you make it clear how people are to give
their money. If they are to pay as they come in, then some-
one needs to stand by the door and collect money. If they
are going to hear a presentation and a pitch, then someone
needs to hand out envelopes for people to put their checks
in and then pick up the envelopes. 

4. Host a virtual house party. Send an e-mail to your
friends and include pictures of your house and yard. Tell
them you really wish you had time to invite them over, but
the urgency of the work precludes this. Talk about the
work briefly and ask for money. This is particularly effec-
tive for people who have a lot of friends who live far away
and wouldn’t be able to come anyway. 

5. Do a phantom event. These can be done virtually or
with real mail. Invite people not to come to something.
The classic is a tea party, where people are invited to a tea
party, and a tea bag is enclosed in the invitation, which
reads, “Come to a tea party. Have it whenever you want
and invite whoever you want. Use this teabag. Before sit-
ting down with your friend, write us a check and put it in
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the enclosed envelope.” Phantom events are fun if you can
describe an event that people really don’t want to go to.
“You will not have to get dressed up or find parking. You
will not have to balance a plate of raw vegetables and dip
and a drink while trying to shake hands with people you
don’t know.” The appeal is designed like an invitation, so
few words are used. A phantom event works when the
people receiving it are familiar with the organization and
don’t need a long explanation about what the work is.
Again, include a reply device and a return envelope. The
reply device should continue the fun: “I won’t be there. I
am so looking forward to that! Here’s my gift. Thanks for
letting me stay home.” 

6. Organize a yard or garage sale with your neighbors. If
you have neighbors who admire your organization, they
may be willing to donate all the proceeds to it. If not, then
offer to do all the work in exchange for a percentage of the
proceeds. Be sure to advertise the yard sale in your com-
munity newspaper and put up a lot of signs. If you have
some high-ticket items, like exercise equipment, antiques,
or furniture, you may be able to make your $2,500 on this
event. If not, to reach the goal think about selling some
stuff through an on-line auction service such as E-Bay. 

7. Call all donors who have not given in the last eight
months and ask them for an extra gift, or in the case of those
who have not given in the last fourteen months, ask them to
renew their commitment to your organization. Tell them you
are calling because you need to raise $2,500 in the next ten
days and need their help. Usually 5 to 15 percent of the calls
made will result in gifts. (The rest of the calls will end with
answering machines, disconnected numbers, or people
who decline to give.) On this one, remember ahead of time
that people who are otherwise very nice often feel free to
be rude on the phone. Some people will say, “I am going to
report you because I have signed up for the ‘Do Not Call’
list.” Explain that nonprofits are exempt from this law, but

that you will make sure to note in their donor record that
they should not be called in the future. Do not argue and
do not stay on the line any longer than you need to. 

8. Identify a few friends or colleagues who have high
incomes or inherited wealth and ask them one-by-one, 
personally, for gifts of $250 – $1,000. These might be people
you went to college with, significant others of people in
your group, or even people in much larger nonprofits. 
(It is not unusual for the executive director of a multimillion-
dollar agency to make over $100,000, and it is not unusual
for a development director at a university or large hospital
or museum to make $90,000 or more.) The universal
lament of grassroots activists, “I don’t know anyone with
money,” becomes a mantra that keeps you from realizing
that you probably do know people sympathetic to your
cause who earn more money than you. 

For more details on any of these strategies, see the
Journal’s detailed index of previous articles at www.grass-
rootsfundraising.org.

Having a goal and a short time to reach it is part of
what makes these strategies work. As you think about
using these strategies, be more inclined to lower the goal
than to extend the time. Volunteers will also be more
likely to help you in a short time frame than a longer one.
You will be more focused if you know the goal must be
reached quickly. 

To be sure, not all these suggestions will raise $2,500
in ten days. Sometimes it is worth adding a couple of
weeks onto the preparation time to increase the income.
The ten days also do not include follow-up, which is essen-
tial. Thank-you notes, data entry, and reports on how well
each strategy worked are key to getting out of the kind of
bind that would make you read an article on how to raise
$2,500 in ten days. 

KIM KLEIN IS PUBLISHER AND STEPHANIE ROTH IS EDITOR OF THE
GRASSROOTS FUNDRAISING JOURNAL.
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fabian | BONDED OUT MAY 2016
Date

Dear_________,

These weeks following the election have been hard. A lot of us are wondering how we can 
become more involved in politics and the fight for social justice, and how we can stay focused 
and strong while we continue the work we are already doing. I’m turning my attention to a local 
issue here in Chicago and related to my field of work, criminal justice. I’m hoping you’ll help me.

I first found out about the Chicago Community Bond Fund when I came to Chicago a little 
over a year ago, when the organization had just achieved its 501(c)3 status. I had already been 
researching the idea of bond funds – from working with people from marginalized and crimi-
nalized communities, I knew that bond (also known as bail) is one of the many unjust facets of 
the system. It pains me to think of people suffering the consequences of sitting for days, weeks, 
months, or even years in jail prior to conviction simply because they are poor. CCBF pays bond 
for people charged with crimes in Cook County. The intent of cash bond is to ensure that peo-
ple do not flee while awaiting trial; however, people living in poverty often cannot afford to pay 
bond and thus are forced to sit in jail. Additionally, 70% of pre-trial detainees at Cook County 
Jail are detained for nonviolent offenses. Through a revolving fund, CCBF supports individuals 
whose communities cannot afford to pay the bonds themselves and who have been impacted 
by structural violence. Inability to pay bond results in higher rates of conviction, longer sen-
tences, loss of housing and jobs, separation of families, and lost custody of children. By paying 
bond, CCBF restores the presumption of innocence before trial and enables recipients to re-
main free while fighting their cases. You can learn more about how bond works, as well as read 
stories of CCBF’s clients from this year, on their website: https://www.chicagobond.org/.

My goal is to raise $500 for the Chicago Community Bond Fund by the end of 2016. If I can 
raise $400 in donations, I will donate $100 myself. Will you chip in $40?

During this period of holiday bustle and political upheaval, it can be rejuvenating to support 
those in need. If you would like to donate, write a check to “Chicago Community Bond 
Fund” and write “$500 Club: Isabel Gregersen” in the memo line. If you can, send me a text 
at 914-588-9431 letting me know you donated, or send me an email at is.gregersen@gmail.com. 
Also, feel free to contact me with any questions.

Mail your check to:
Chicago Community Bond Fund
c/o West Side Justice Center
601 S. California
Chicago, IL 60612

Happy holidays and stay strong!

Sincerely,

Isabel Gregersen

sample letter
individual ask by mail



24

LEE | Bonded out Sep 2016

HELPFUL INFO

How to Donate to CCBF

Please send checks to:
Chicago Community Bond Fund
c/o West Side Justice Center
601 S. California
Chicago, IL 60612

A few things to keep in mind when donating:

• For larger donations, it is better to send a check than an online donation. Online 
donation processors charge CCBF an additionl percentage fee.

• If others are donating online on your behalf, please ask that they put your name 
in the “in honor of” field.

• If donating by check, please ask people to put your name in the memo line.

Links

5-minute Video about CCBF
https://www.youtube.com/watch?v=LfWGwoPBoq0 

2016 Annual Report 
http://bit.ly/CCBFAnnualReport2016

CCBF Website
https://www.chicagobond.org

CONTACT

500club@chicagobond.org 
info@chicagobond.org


