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Strictly Personal
Every once-in-a-while, we veer off  of  
our normal path of  trying to provide 
you with content that will assist the fi ne 
work you already do. This is one of  
those moments…

On Friday, 
March 20 
Sue Rescigno 
received an 
email from 
the Goldman-
Sachs 
10,000 Small 
Business 
Program inviting her, as a graduate of  
the program, to join in on a conference 
call with President Trump regarding 
his administration’s response to the 
COVID-19 pandemic and its potential 
impact on small businesses.

Sue is a 2015 graduate of  the MBA-
level program which affords small 
business entrepreneurs business 
management education, as well 
as mentoring and networking 
opportunities. By the way, since 
graduating from the program and after 
applying lessons learned while there, 
Rescigno’s has grown by 80%.

For us at Rescigno’s, we are gratifi ed 
to know that the President promised 
that he and his administration will not 
let what happened to small business 
owners during the last recession 
happen again (paraphrasing).

Whether you lean left or right 
politically, being on a conference call 
with the President of  the U.S. is no 
small thing.

What we’ve learned during this time is 
that like you and the work you do for 
your organizations, we too provide a 
service that makes up the backbone of  
the American workforce. 

We look forward to helping you 
communicate with your constituents in 
the coming days and weeks.

For us, sweeter words were never 
spoken: "Please hold for the President 
of the United States." 

Stay healthy!

My late father, Dominic Rescigno, used 
to lament the fact that people got “too 
old too soon and too smart too late.” 
The young Ron Rescigno used to hear 
him say this and think to himself—I 
wonder what that’s supposed to mean? 

I believe there’s a lesson in those 
words my father would say to me (and 
sometimes about me) 50 years or more 
ago.

I thought I had seen it all during the 
almost 30 years Rescigno’s has been in 
business. And now this coronavirus. For 
most of  us, this is one of  the greatest 
and most vexing challenges we will ever 
have to face.

For you in the non-profi t sector, as 
with many others, the question you’ve 
probably been asking yourself  is when 
will it end. The question you should be 
asking is how will you respond.

Amid assurances that “this too 
shall pass” and dire warnings of  the 
consequences of  ignoring the new norm 
of  social distancing, we’ve all had time at 
this point to think and hope.

Overall, whether you reach your 
fundraising goals or fall short depends 
on how the economy is doing. If  the 
economy recovers slowly, giving will go 
down. If  it recovers more quickly, giving 
will follow suit.

This is the way it’s always been and I 
haven’t seen anything that would make 
me feel any differently now.

What’s more diffi cult to predict is how 
your organization will conduct itself  
while this crisis lasts. 

I’d like to warn you against 3 things 
that could contribute to your downfall, 
especially at this time:

1. Neglecting to ask – Though this may 
seem obvious, you and I both know of  
organizations that cut their fundraising 
budgets during the Great Recession of  
2007-2009. They stopped asking. They 
went silent. That’s the worst thing you 
can do during what some are already 
calling a recession. Some even went 
bankrupt or are still trying to recover. If  
you don’t ask for a gift, there’s certainty 
that you’re not going to get one—big or 
small. If  you do ask you still may not get 

one—but you may get some.

2. Not Having an Important Reason for 
Asking – If  you’re going to be asking 
people who may be having a tough time 
fi nancially for their continued support, 
your ask, your reason for asking, had 
better be important. Take a look at how 
you currently ask donors for support. Is 
it compelling enough that you’d make a 
gift during these times? If  you don’t have 
a strong reason for asking, you need to 
fi nd one. If  that’s something you’d like 
to do some brainstorming with me on, 
please let me know. 

3. Paying Little or No Attention to 
your Donors – Having lived through 
the Great Recession referred to earlier, 
I can tell you that if  you allow your 
organization to go silent at this time, 
you’ll become more and more irrelevant 
to your donors with each passing day.

Be there for your donors now, especially 
with enhanced, not de-emphasized, 
stewardship. This will reassure them 
of  their importance and the difference 
they have made in the lives of  your 
benefi ciaries. They won’t let you down. 
Tell them how you have carefully used 
their past support and what you will 
do with a new gift. And by all means, 
identify a problem and explain how they 
can be a part of  the solution.

Finally, I am sure that you and your 
CEO or board will be thinking and 
discussing ways to save money during 
this time. Don’t make the same mistake 
non-profi ts made at the start of  the 
Great Recession. Fundraising and 
marketing budgets cut almost completely 
ruled the day. When the economy is 
bad, that’s the time to take care of  your 
supporters even more. It’s not the time 
to alienate them by ignoring them. 

I promise you that doing so will help you 
weather the storm and will position your 
development efforts when the economy 
recovers, as it surely will. 

Stay well!

Ron Rescigno



Mailing too Much? 
Probably Not
It’s probably an inevitability that at one time or another a 
donor has complained about receiving too much mail from 
your organization, especially appeals.

Those are complaints you never want to hear. 

The fi rst thing you might do in response is to take a look 
at your communication calendar. Consider your various 
communication pieces across all channels and departments.

From our experience, what we usually fi nd is that the donor’s 
complaint really isn’t about too much mail, but the timing 
and messaging itself.

Also, study your donors’ giving habits with an eye towards 
any trends you notice. 

Just Because You Said 
‘Thank You’
Did you know that fi rst-time donors who receive a personal 
thank you 48-72 hours after receiving their gift are 4x more 
likely to give again? 

That’s the power of  those two words: 4x more likely!

Is the personal touch worth it when it comes to fundraising? 
You better believe it. And when you ignore it you do so to the 
detriment of  your program.

Have you picked up the phone lately and simply said to a donor, 
“I saw that you gave and really am grateful for your support”? 
And then you should add a specifi c as to the impact of  the gift.

Do it for as many of  your donors as you can. Obviously for 
your most loyal and best donors, but how about that little old 
lady who sends a “measly” $10.00 every time you ask…no 
matter how much you ask her for?

If  you have volunteers or trustees who are comfortable on the 
phone, maybe they can help.

Just think about it: the phone + “thank you”= 4x more likely 
to give again (the next time you ask). 

Then, take a donor-focused approach to your response by 
doing the following:

• Call and assure them you’re paying attention to their 
complaint;

• Ask them what particular communication piece caused 
them to call;

• Ask them what kind(s) of  communications they would 
prefer to receive;

• Assure them that their preferences will be noted and put 
into practice immediately;

• Make sure you follow through.

Then, After You Thank 
Them
Think for a minute about gifts you’ve made to organizations 
you believe in. When you give, your attention is focused on the 
cause you’re giving to. You care a lot. You hope that the impact 
of  your giving will truly make a difference in someone’s life. 

Does the organization then engage with you more or less?

This “after-the-gift” time is when you really need to express 
your appreciation for their support. 

What happens next is the fun part of  fundraising. As diffi cult 
as it is to get a donor to make a gift, you might very well be 
surprised at how much easier it is to get your donors to engage 
with you afterwards.

Donors want and need to be made aware of  what they’re 
accomplishing. They want to know they’re making a difference 
in someone’s life. That’s why it’s so important you pay more 
attention in the months after they give than you did before they 
gave.

Rescigno’s tailors communication plans and thank you strategies 
that allow your donors to understand the impact of  their 
support and what further opportunities are available through 
continued support.  

So yes, the thank you process is important, vitally so. But 
keeping the engagement going after the thank you is too.



I’m Here, Now 
What?
By Jackie Joines, Senior Fundraising 
Consultant

The best experience in life comes from 
walking a curvy path. As a new member 
of  the Rescigno’s team, mine has been 
quite curvy and I’m looking forward to 
sharing my knowledge in the months 
ahead. My 30-year career in political 
fundraising, volunteer management, 
major and planned giving experience in 
healthcare and higher education, and as 
an entrepreneur has provided for a wide 
range of  experience.

Not all that long ago, I left a major gift 
officer position at a university after 
17 years and accepted the position as 
“the captain” in a 3 – person shop at 
a community college following a 29 - 
year leader. Nothing will test your skills 
more than going from the lido deck 
of  the ship to the tugboat! It didn’t 
take long to realize that no matter the 
size of  the shop, the skills, practices, 
and processes are the same. Simply the 
scaling is different. What are those basic 
skills, practices and processes needed to 
steer that ship in what may be calm, and 
sometimes rough waters? Here is what I 
suggest.

The first step is to assess where your 
operation is now, and where you want to 
end up. Does your mission truly reflect 
your organization purpose? What is your 
message? We may know why we exist and 
create great mission statements, but does 
that same statement translate well into a 
simple statement that tells others what 
you do? One organization I know had 5 
bullet points in their mission statement, 
yet created a message that allowed 
board members, staff, and volunteers 
to easily understand what they do and 
share consistently with others. A great 
marketing strategy was formed around 
that message.

A strong board is key to fundraising 
success! They set the policies that 
provide staff  parameters for daily 
operations, particularly in accepting 
gifts. Your board should be a mix of  
volunteers that are passionate about 
what you do, and you should consider 
what Steven Covey calls their “Circle 

of  Influence”, or those that can bring 
other influencers into the organization. 
Many foundation boards are comprised 
of  those that know the mission of  
the organization, and very little about 
the funding to make the organization 
effective in their mission. Recruit the 
movers and shakers in your community. 
Recruit those with strong financial 
backgrounds to help with your fiduciary 
responsibilities, and by all means, recruit 
those that can help you financially stay 
afloat should the market go belly up! 
These are the people that will keep your 

foundation strong! Look for professional 
wealth managers such as investment 
representatives, attorneys, bankers. 
They not only have the skill base you’re 
looking for, but come in contact with 
clients that may be interested in giving. 
And make sure ALL of  your board 
members give . . . ALL of  them . . . 
100%! There is nothing worse than a 
donor asking you about the giving of  
those that are perceived, and rightfully so, 
to be insiders and truly dedicated to your 
organization. If  they don’t give, don’t 
expect others outside your organization 
to do so.

Once you have the right mission, 
message, and board, assess if  you have 
the policies and processes that let you do 
your job. Gift acceptance policies should 
cover not only the types of  gifts you’ll 
accept, but how you will accept them, as 
well as what you won’t accept. It should 
include operational issues such as sexual 
harassment, ethics, and the Association 
of  Fundraising Professionals (AFP) 
Donor Bill of  Rights. It should include 
investment policies. 

The biggest void I find in foundation 
policies is that they only address what 
you’re doing now and not what you 
may be doing in the future. Ok, so you 
don’t have a 355 acre farm to manage 

No matter the size 
of the shop, the 
skills, practices, and 
processes are the 
same. Simply the 
scaling is different.

NOW, but I can tell you that you may 
overnight. It happened to me 2 months 
after I became “the boss”! Luckily, we 
had policies in place that addressed that 
type of  gift. You certainly don’t want to 
find yourself  developing policies when 
a donor is standing at the door waiting 
to make a gift of  an asset that you’ve 
never dealt with before. And you don’t 
want to accept something that will have 
a negative impact on your organization 
simply because you decided to figure 
it out along the way! I know of  an 
organization that did that and 3 years 
later are still trying to figure out what 
to do with it. Beware of  non-donors 
bearing gifts!

You should have processes in place 
for accepting gifts, gift entry, gift 
acknowledgement, and a very clear gift 
stewardship plan and donor stewardship 
plan. What’s the difference? The gift 
stewardship plan is a guideline so that 
all staff  and donors know that if  a gift 
of  $XX is made, these are the things 
we do to thank the donor. The donor 
stewardship plan is how you recognize 
donors for their lifetime of  involvement. 
Always, always make sure you have 
both of  these in place before you ever 
ask for a dime! Donors can often times 
be competitive in their giving and we 
don’t want to treat Jane and John Doe 
differently than Jasper and Izzy Wannabe 
in their giving. And every major gift 
officer I know will tell you that good 
stewardship is the next best gift. Think 
about that a minute. If  making a gift was 
a good experience, the donor will repeat 
it. 

Part of  good stewardship and good 
operations is being able to generate 
reports that you need for operations and 
to answer donor questions. If  you can’t 
access the data easily, there is a problem 
with your process. If  the data isn’t 
consistent in how it was put into your 
system, then there is a problem with your 
process and a policy or guideline may 
need to be developed. Donors want to 
know that YOU know what you’re doing 
in accordance with what they’ve told you 
to do with their gift. And they expect to 
get it fast when they ask! Look at those 
processes and see if  they’re efficient and 
effective for the purposes you need.

Once you’ve assessed your operations, 
you can begin to do what you were hired 
to do.



You’re My Favorite!
In the Rescigno family, it’s kind of  a standing joke that when 
Sue is saying good-bye to young family members she whispers 
in their ears, “Remember, you’re my favorite!” This is usually 
followed by a lot of  laughter, as well as secretive winks and 
nods.

Family members love to say to others, “I’m Aunt Susie’s 
favorite!” There’s a story behind each one of  Sue’s favorites too. 
Whether it’s a niece, nephew, cousin, or whomever, each can tell 
you the story of  the day Aunt Sue called them her “favorite.”

In the same way, we really enjoy meeting new people and 
learning their stories. When we interview people for potential 
annual appeal stories we always ask why support from donors 
was so important in their lives. Often, these stories are funny or 
inspiring. Sometimes they are very humbling.

These benefi ciaries want us to know about their “why.”

If  they benefi tted from a gift that is related to their education 
and created an opportunity they might not have had without it, 
that’s certainly good to know.

If  the gift was arts or culture related and fed something in them 
they wouldn’t have gotten anywhere else, that’s also good to 
know.

And if  a gift was given that helped to save the life of  a loved 
one, obviously, that’s very good anecdotally.

It’s good to know about those who have been impacted by 
donor support, but it’s probably even better to know the stories 
of  donors. After all, the more you know about them the more 
you should be able to meaningfully and personally engage with 
them.

There’s lots of  competition out there for your donors’ hearts 
and minds (it’s estimated that there are over 1.6 million non-
profi ts ). 

The question is how do you become one of  your donor’s top 
choices for giving.

Some ideas:

• Find out about their stories – ask them how your 
organization changed their lives. Ask what inspired them 
to make their fi rst gift. I remember the story of  a former 
Chicago resident who continued to give to a food-based 
non-profi t long after he’d moved far away. He said the one 
thing he surely missed about the city was its Italian Beef  
sandwiches. Guess what the non-profi t sent him the next 
day all wrapped and ready to be heated up? Now that’s 
using information you learn to deepen a relationship.

• Seek feedback – Asking for advice is a great way to engage 
with donors. Creating a new program? Ask donors what 
they think. Planning an event? Ask donors what types of  
events they enjoy the most. Don’t guess about what your 
donors want, think, or feel; ask them directly.

• Get the “inside story” – A donor was once asked why she 
supported women’s athletics. She said that she was denied 
the opportunity to compete when she was younger. She 
had always wanted to be on a team but couldn’t. This was 
meaningful to her. The athletic director of  the educational 
institution to which she was a donor suggested some ideas 
and before too long the woman had invited the entire 
volleyball team to her home for a barbecue. When the team 
got to her home, they noticed her garden was in disarray 
and got to work cleaning it up. The woman, 92 years of  
age, cried and said she fi nally knew what it must feel like to 
be part of  a team.

Find the stories, ask the questions. Invite donors to plan with 
you. This will help you learn more about them as you create 
long and lasting relationships. 

You might even become their “favorite.”



7501 W. 85th Street 
Bridgeview, Illinois 60455

(708) 974-2600 
www.Rescignos.com

Rescigno’s is a team of fundraising experts, but what does that really mean? 
It means the Rescigno’s team is distinctly equipped to handle any non-profit organization’s  

annual fund program, from start to finish, completely in-house. 

Our services include: 

Fundraising Consulting Letter Copywriting and Editing Creative Graphic Design

Data Analysis Print Production Mail Fulfillment

Check out our brightideas ahead!

Time for Major Gift Prospecting-Now More than Ever
Now, more than ever, the need for building a major donor pipeline is imperative. 
First, you have to identify and cultivate these individuals before you can solicit a 
gift from them. 

Rescigno’s expert data team is able to evaluate which of  your existing donors 
represent “high-priority” targets as well as prospects by conducting assessments 
that reveal capacity, inclination, and affinity to give to your organization.

Call Ron at (708) 974-2600 ext 105 or email him at Ron@rescignos.com today to 
set up an appointment to discuss Major Gift Prospecting.


