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Giving Pyramid 

Fundraising professionals commonly refer to the “Giving Pyramid”.  

The pyramid reflects successive giving opportunities through which a donor is 
cultivated as their commitment and capacity to assist an organization increases 
over time. 

While fewer donors emerge at each successive level from the pool of donors at 
the previous level, the amount of their gift increases as the donor moves to the 
next level.  

If you are thinking pro-actively and strategically, the Park Giving/Donor 
Cultivation Pyramid is a time-tested guide for framing your donor cultivation 
strategies. Ideally, you will actively seek gifts and provide involvement and donor 
opportunities at all levels of the Park Giving/Donor Cultivation Pyramid. 

 

 

 

The art and strategy of fundraising is to motivate donors so they support the park 
at increasingly higher levels over time. This technique is called "cultivation". The 
cultivation techniques become more targeted and personal as the donor moves 
up the pyramid to the top. 
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Pyramid Level 1 - On-Site Giving:  

At the base of your pyramid is a large pool of donor prospects. The majority of 
people enter as first-time donors to your need with an initial, often spontaneous, 
gift. The initial contact comes in many different ways. Usually a park visit and a 
quality park experience motivate an initial gift through an on-site giving 
opportunity such as: a donation box, a lodging check-off under the Guest 
Donation Program, or an Adopt-a-Park Program opportunity. Most people learn 
about park giving opportunities through: the park newspaper they receive when 
entering a park; a display in a visitor center; or information in guest lodging. 
Another way that people may initially choose to support a park is by becoming a 
VIP-Volunteer in the Park. Outside a park, the initial opportunity might be 
through a special event or direct mail appeal. In addition, some parks and park 
partners are experimenting with On-Line Fundraising by featuring direct donation 
opportunities on their webpages. 

Pyramid Level 2 - Annual Giving: As you accrue names of previous donors or 
likely donors, you can begin to recruit annual gifts which support mostly on-going 
needs. This is done through Membership Programs, direct mail appeals, e-mail 
appeals, and annual special events held by your park partners in connection with 
your park. Annual and seasonal appeals and events provide an opportunity to 
begin building an informed relationship between your park and these donors who 
choose to sign on to help meet your needs on a regular repeat basis. Like building 
any good relationship, these techniques require a higher investment on the 
fundraiser's part to enlist and regularly communicate with the donors. But the 
reward for building these sustained relationships is that the members and donors 
who continue to contribute, often increase the level of their gifts over time and 
become your best prospects for the next successive levels of the Pyramid -- Major 
Gifts and Planned Gifts. 

Pyramid Level 3 - Major Gift Campaigns: These are usually directed to raising 
substantial amounts of funds for capital construction projects, land acquisition or 
an endowment fund. Capital and endowment campaigns require a pool of donor 
prospects from which to recruit lead and substantial gifts that will take the 
campaign two-thirds or three-fourths of the way to the campaign goal before 
turning to the final public phase to complete the campaign. Unless you have a 
pool of donors who have an established track record of supporting your 
park/program over time, your chances of successfully reaching your campaign 
goal are somewhere between unlikely to impossible. Most donors at this level 
strongly identify with and have chosen to focus on your park/program as a giving 
priority in their life. As they get further along with their lives and careers and 
have the means to make greater gifts, they will choose to do so. 

Pyramid Level 4 - Planned Gifts: Donors at this level are at the pinnacle of the 
giving pyramid where the largest gifts are usually realized. These donors have 
decided that your park/program has great resonance in their life and that they 
want to assign a substantial share of their wealth or assets to make a difference 
and leave an enduring legacy. Planned gifts can include bequests and gifts of will 
or trust mechanisms, or Endowments that can be established immediately or co-
mingled from their gift. The nature of these gifts will vary based on the intents 
and needs of each individual donor. 

Unanticipated bequests happen occasionally. But planned gifts are more 
numerous when they are deliberately cultivated. That cultivation starts at the first 
level of the Giving Pyramid and continues up through each successive level. 

  



Fundraising / Philanthropy 

Recognition 

Proper and timely recognition is both a responsibility and important ingredient for 
success. Visibility, ceremony and celebration ensure a sense that the partners are 
involved in a significant and worthwhile endeavor. If done well, recognition 
motivates higher levels of commitment between the partners and in taking on the 
additional challenges. 

Why recognize donors? 

Recognizing donors is key to successful fundraising. Donor recognition is actually 
mutual appreciation. The donors first express their respect, passion and 
appreciation in the form of their contribution. We, in turn, express our 
appreciation to the donors for their contributions. People have many causes they 
can support and they have made our parks and programs their giving priority. 
They deserve our full recognition and appreciation. 

Managers need to recognize donors for their generosity and support and report 
on the good work made possible by their donations. At a minimum, we are legally 
required to acknowledge donors' gifts in writing. However, there are compelling 
reasons to go beyond this minimum requirement and genuinely recognize donors 
in more meaningful ways. 

Personal touch 

In addition to simple good manners and courtesy, recognizing donors in 
meaningful ways is an effective means of cultivating stronger relationships that 
may lead to additional, larger gifts, and stronger personal engagement. 
Appropriate donor recognition can strengthen a sense of connection, ownership 
and commitment between your park or program and your donors because it 
makes the act of giving more personal and rewarding. 

While donors derive personal satisfaction from making their gifts, the most 
meaningful recognition is your personal touch and connection. This makes the gift 
more gratifying for the donor. We all know from our personal experience that 
feeling valued and appreciated is extremely reinforcing. 

Timely and personal recognition of our donors through phone calls, cards and 
emails within a day or two of receiving a donation will also ensure that parks and 
programs can establish and maintain a competitive edge with other institutions 
that are soliciting donations from the same people. 

Donor recognition plans 

All parks should have an approved donor recognition plan in place for all levels of 
giving. 

Successful ways to recognize donors 

The first forms of donor recognition most people think of are names on a building, 
a plaque, a donor wall and other donor displays. In fact, these forms of donor 
recognition are usually reserved for medium to large gifts.  

Most donors are recognized by other meaningful, but less visible and less 
permanent means. Off-site celebratory recognition opportunities and events 
represent probably 80 percent of the recognition that parks engage in, while 20 
percent or less of recognition occurs on-site in the park. When planning for donor 
recognition, parks need to think about a full spectrum of effective donor 
recognition forms to express appreciation and cultivate an enduring relationship. 
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Your donor recognition plan should have an overarching goal of inspiring others 
to support the park in meaningful ways. Once someone has donated, he or she 
has become invested and his or her interest and sense of engagement with the 
park mission is heightened. 

This park-specific awareness can be reinforced through profiles of past and 
present gifts and donors that are featured: 

• in newsletters, 
• on park and park partner Web sites, 
• in interpretive displays and talks, 
• in media features and pamphlets, 
• in lodging in-room print materials, 
• on park in-room TV channels, and 
• in presentations to local communities and other appropriate audiences. 

The bottom line is that parks need to have a proactive and strategic approach for 
donor recognition that is custom-tailored to each park and its potential donors, 
including visitors, volunteers, key partners and the public. 

Taking a cue from many prestigious institutions in our society including -- 
museums, theaters, hospitals, colleges -- recognition is often simple, elegant, low 
key and non-intrusive. Less is more.  

These recognition displays are at entrance areas that people pass by on foot and 
the visitor can pause to view them. They are mostly indoors where they can be 
secured, well-lit cared for, and not subject to vandalism. And most are located so 
as not to compete with or contrast with the function of the institution, and in the 
case of park units, not to impact the park setting, cultural or natural integrity, 
and the quality of the visitor experience. 
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Why Individuals Give 

It's important to understand donor motivations because those motivations are the 
keys to recognizing donors effectively. Individuals give because they feel a strong 
affinity to a park or program. They feel that the organization is doing valuable 
work and doing it well and they want to help support and play a part in it. Often 
it's the professionalism and dedication of staff and volunteers working for the 
organisation who inspire people to give. Giving can result from donors attending 
outstanding interpretive programs or research programs. 

Through giving, individuals publicly demonstrate their values and principles. 
Through their gifts, they make public statements about what is specifically 
meaningful to them and worth supporting. Giving principles of parents are often 
passed on to their children. 

For the more than a dozen individual donors who gave $50,000 or more to 
Yellowstone National Park, the motivation for giving was not based on seeing 
their name on a plaque or a wall, says Diane Chalfant, former Chief of 
Interpretation at Yellowstone. “Rather, most were strongly focused on the park, 
its mission and aligning themselves with that mission: Those factors were core to 
who they are or who they aspire to be”. 

Another motivating factor is the impact of the gift - the difference it will make 
and how many people will be affected by the gift. Donors are interested in the 
social benefit of the gift. Some donors see it as their civic duty to participate. 
They want to know all about the park, NPS and what we are trying to do to 
achieve our mission. Some individuals give to enhance their social status. They 
like to be acknowledged as influential players and contributors making a positive 
difference in their community. 

Also remember that some people prefer to, or will only, give anonymously for a 
variety of reasons, including not wanting other people to solicit them for gifts. 
Their request must be respected.  

Recognizing Individuals 

Recognizing individuals should be personal whenever possible. In addition to 
sending timely letters, write a personal note, call the donor, pay a visit, or invite 
them to visit the park. Make sure in your recognition that you emphasize: 

What their gift has achieved in the park 

How a program was enabled 

How many visitors the gift has benefited 

Recognition is very important to donors and there are lots of ways you can do 
this: 

• Treat donors like honored and valued friends - invite them to functions 
• Provide special tours on occasion 
• Connect donors to field staff 
• Make sure they are able to spend time with people in the field doing 

hands-on park work 

 

The most important donor motivation is that people want to have confidence that 
their donation is helping the needs of the park or park program. For larger 
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donations, the scale of the recognition is much less important than the scale of 
recognition vis-à-vis other donations. 

The best recognition for donors is giving them the opportunity to develop a 
personal relationship with the park and staff and feel part of the park mission. 
Park staff shouldn't underestimate the impact of sharing stories of how the park 
has personally impacted them. It provides an opportunity for donors to develop 
an emotional connection between the park resources and programs and 
themselves through park staff. Donors also recognize how precious time is. They 
value time with park staff to become inspired, informed and involved by their 
insights and expertise. 

Personal contact is a strong form of recognition. The more a donor learns about a 
park, the more likely they are to give to a specific park project or program that 
they identify with. For example, Yellowstone NP has donors that give exclusively 
to help their wolf research and management. Donors become highly informed 
about the wolves, and their passion is reflected in their contributions for the wolf 
project. Park biologists take time to help donors become informed. The donors 
value the special status they receive by the virtue of what they are learning and 
the project progress reports donors get which gives them a sense of a shared 
insider's knowledge. 

Time with a manager is the most prized form of recognition, especially when a 
superintendent takes the time to shake hands and sit down for dinner  

 

Recognition events are part of the personal touch in an effective donor 
recognition program. Events allow you to highlight the value, purposes and 
outcomes of a gift and can inspire others to give. 

 

Foundation Giving and Recognition 

Foundation giving comes from family foundations, community foundations, and 
philanthropic/education foundations. The motivations of family foundations are 
similar to those of individuals. Recognition should be similar to recognizing 
individuals. 

Foundations can be recognized in numerous ways, such as press events, 
dedications, annual reports, videos, testimonials and in presentations to their 
Boards, staff and organization. 

Foundations carry out their mission through their participation in your project. 
They want nonprofit partners to announce how their funding participation in a 
project helped accomplish its goals.  

In recognizing foundations, the Yellowstone Park Foundation put out a press 
release for each donation, noted the donation in their annual report, and provided 
periodic status reports to update the foundations on how the donation/grant was 
being used. 

There are three excellent times to recognize foundations - the first is to announce 
receipt of the gift, the second is when the project or program is launched, and the 
third is at completion of a project or major completion milestones. 
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Corporation Contribution and Recognition 

Corporate giving may come from corporate foundations, the corporate office, a 
local manager or its employees. 

One type of giving usually comes with an expectation that the company will 
directly benefit from the donation. Often corporate support originates in 
marketing departments, which anticipate increased sales or an improved 
corporate image by linking their advertising campaign with a conservation 
organisation. Marketing motivations are based on a desire for alignment with the 
park image and values, especially "greening"/sustainability values. One term for 
this is "cause-related marketing". 

On the other hand, corporations also give to community causes where their 
operations are located to be good civic supporters and to improve quality of life. 
In these instances, the corporate giving more resembles philanthropy and does 
not involve marketing or advertising. 

Issues related to donor recognition with this group are more complicated. 
Corporations may ask if their logos or corporate script name could be displayed in 
the park. A few will occasionally ask if they could draw a connection between the 
park and their product which raises issues of the perception or the appearance of 
implied endorsement of their products. This is generally not desirable. 

Most institutions that attract significant donations insist on equity in recognizing 
corporate gifts alongside individual and foundation gifts by using the same 
typeface and not displaying the donor organization's copyrighted script or logo. 
This affords equal recognition for donors and avoids corporate branding or the 
perception of commercialization.  

Careful judgment needs to be exercised in the low-key display of corporate logos 
that are permitted on the credit line of publications, videos, films, temporary 
construction signs, and credit lines on banners and materials at special events in 
parks. While corporate names can be displayed along other donor names, logos 
are permitted only on displays that are transitory or portable. Corporate script 
and logos can't be displayed in the park permanently. They cannot be used on 
waysides, kiosks or donor walls. For equipment or donated items, no additional 
larger sized corporate name or logo can be displayed beyond the normal product 
retail presentation. 

Appropriate corporate donor recognition formats include press events and 
releases, receptions, dedications, feature articles in newsletters and reports and 
donor listings. 

Local businesses can be a source of giving. Small businesses often feel a 
particular affinity to a park. Many people that run small businesses near parks 
have lived there for years and feel a connection with them. Almost all local 
businesses get involved out of a pure desire to help the park. They are generally 
recognized through newspapers, media coverage or credit lines in publications. 

The membership of community service organizations such as the Lions, Rotary 
and Kiwanis clubs are often comprised of local businesses and community leaders. 
These organizations provide financial support for community projects They are 
looking for projects that will benefit the quality of life within their community. 

Prior to accepting any corporate donation, make sure a donor recognition 
agreement or plan is in place.  
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Donor Recognition Options 

 

Personal Notes and Calls 

When people make a gift, the donor should be acknowledged the same day by a 
phone call and follow up with a heartfelt personal note, preferably hand written, 
within 4-7 days.  

This simple immediate act may be the thing that distinguishes you as a grateful 
recipient from other causes that the donor may give to and will predispose that 
donor to give to you again. This kind of follow-up requires staff support and 
discipline but is the most personal and effective way of connecting with and 
cultivating the donor. 

Thank you letters and phone calls don't have to come from only the manager. 
Hearing from a park staff person or program manager that benefited directly from 
a gift is a very powerful connection to the park for the donor. 

There are also very personal high impact format notes that can be custom 
tailored and sent now through electronic cards transmitted through email. 

Letters of Acknowledgements (official) 

For gifts received directly by a park, a letter of acceptance is required to be sent 
to the donor. The letter should indicate: 

• The amount of cash gifts  
• The park's appreciation of the gift 
• What will be done with the donation 
• A statement that the donation is gratefully received and will be 

conscientiously used. 

The letter of acceptance is part of the control process for donated funds and 
items and is not meant to be a substitute for more personal and direct forms of 
recognition. 

Awards, Certificates and Plaques 

The advantages of certificates are that they can readily be custom-designed and 
produced very quickly in-house with specific messages of appreciation, names, 
dates and images at a minimum cost. It's a good idea to design in a format that 
uses ready-made frames.  

Creating special awards is another way to recognize donors. Presentation of these 
awards should be timely, and if possible, formally presented in a ceremony or 
appropriate venue.  

Each year the Friends of Acadia awards certificates in one of six categories: 
Conservation Colleagues, Distinguished Public Servant, Artistic Excellence, Damn 
Good Work, Excellence in Volunteerism, and the Maryann Edwards award. Awards 
are presented at their annual meeting, which is attended by approximately 200 
people. 

At Golden Gate National Recreation Area, those that donated to the Crissy Field 
Restoration were referred to as Crissy Field Heroes and received a plaque 
identifying them as a Crissy Field Hero. 
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An engraved inscription to commemorate the gift, a statement of recognition, the 
donor's name, a date, and who the recognition is from on a metal panel can be 
attached to or engraved into, the wood, metal, glass or acrylic award. 

It is critical that all the information be accurate as last minute corrections are 
costly and require more time.  

Publicity 

Articles or other displays of donor names in park or friends groups' newsletters 
provide recognition to donors and allow an opportunity to explain to the public 
what kinds of projects and activities are made possible and levels of giving. 
Donors can also be recognized in the donor's media through corporate and 
foundation newsletters, magazines or annual reports either in print or online. 
Articles can also generate broader public awareness and interest in making 
donations and motivate some to give more to be listed in a higher giving category. 

Online donor information can be updated immediately and incorporated into 
fundraising materials, newsletters, calendars, pamphlets and programs for a 
variety of uses and audiences. This is probably the most visible, cost-effective, 
and flexible form of recognition to post and update. 

Gifts to parks are newsworthy, particularly in regional or local newspapers. Press 
conferences can be arranged for donors. Press releases can be written and sent 
announcing specific gifts and/or progress toward the overall fund raising goal. 
Feature articles can be offered to newspapers, magazines and radio and television 
media. Larger newspapers can also be enlisted for the cause to reach a larger 
potential donor pool. 

Special Events 

Donors can be effectively acknowledged through special donor appreciation 
gatherings, behind the scenes tours, presentations and other celebratory events.  

These events also provide an opportunity to update the donors on how the 
fundraising is progressing and give them further insights on the collective 
difference their gifts are making. This makes giving social and reinforces the 
inclusiveness and contact that many people crave. 

High profile donors can be recognized at media events, press announcements, 
photo opportunities, ground breakings, ribbon cuttings, meal functions or other 
recognition events in which the donor is involved (e.g. annual 
meeting/convention of nonprofit organizations). Some of these events may be 
held at the park. 

What carries the most added meaning for donors is access to people, including 
celebrities that they normally don't get to meet. 

Friends of Acadia arranges for donors to meet with park staff and prominent 
people in the community such as authors or producers. As an example, donors 
were invited to a dinner cooked by Martha Stewart, who has a home in the area. 
Donors are also invited to events that highlight park staff's skills and 
accomplishments. 

The Yosemite Fund arranges special events where donors visit park projects to 
see how their gifts are being put to work, meet with park officials to discuss 
projects, exchange ideas, and develop a closer connection to the park. 
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Celebrities can also be used at special events as guest speakers or honorary 
chairs. In 2003, Robert Redford served as honorary chair of the Golden Gate 
NRA's Trails Forever annual celebration dinner, which recognized donors, 
launched a new trails initiative, and netted $250,000 for trail restoration, 
outreach and stewardship projects. 

 

Mementos 

Mementos such as books, framed certificates, photos, art pieces, park lapel pins, 
models, plaques or other park- or project-related mementos are appropriate 
expressions of appreciation and help reinforce a donor's affinity for the park. 
These are often presented in conjunction with other forms of recognition events 
depending on the nature and level of the donation. These items can also be sent 
to the donor, presented in a simple ceremony, or tied to media events or other 
activities. 

Donors can carry mementos away from these ceremonies and celebrations, and 
display them in their homes and offices as a daily reminder of their good deed 
and contribution to your park or program. The recognition should be appropriate 
for the magnitude of the gift.  

 

Donor Walls and Boards 

Donor walls and boards are ways to centralize the recognition of donors in visitor 
centers or high visitor foot traffic areas.  

A period must be established for the length of time donor walls and the individual 
donor recognition markers will be displayed. This period varies from park to park 
but generally, donor walls and markers are displayed on average 10 years.  

By placing a donor's name on a recognition board/wall, that donor has joined a 
distinguished group in partnership with the park. This type of recognition is 
generally reserved for large and medium gift donations of $5,000 - $10,000 - 
$50,000 plus.  

Donor recognition board/walls are effective ways to recognize and cultivate 
donors. Individuals who give significant amounts benefit by the prestige and 
recognition that comes with the public display of their donation. It may also 
inspire others already listed to upgrade their contribution to be listed in the next 
giving category on the board. Donors may also be encouraged to renew or 
upgrade their giving if posting recognition is done on an annual basis. This way 
each donor is required to give again to remain on the wall. 

Placement of donor names on the wall can be broken down into cluster listings 
bearing names such as "Friends," "Benefactor," or "Patron." These names should 
be "themed" to the distinctive nature or history of your park. These names should 
be appropriate for the dollar amounts for each recognition level posted. 

Outdoor Displays and Plaques 

Plaques may be used outdoors in parks when deemed appropriate, tasteful and 
unobtrusive in the parks natural or cultural setting. The duration of the 
recognition may vary depending on the project, donation and location. 

 



Fundraising / Philanthropy 

Donor Recognition Plans 

A donor recognition plan establishes a framework for donor recognition for a park 
or program that everyone can understand and follow. The plan should establish 
guidelines for appropriate location, forms and categories of recognition for 
different levels of donors while allowing a measure of flexibility to meet donor 
interests.  

The plan helps everyone understand the means and levels of recognition that the 
organization can provide within a park setting and off site. The plan should 
specifically prescribe the kinds of recognition for different levels of contributions. 

Donor Recognition Plans should include:  

• A statement of the basic philosophy of donor recognition opportunities 
consistent with park mission, purposes, and plans; 

• Procedure for thanking different levels of donors; 
• Hierarchy of donor levels and the appropriate recognition for each level; 
• Forms and locations of in-park recognition  
• Forms of recognition that are appropriate to provide at events and outside 

the park; 
• Criteria for donor recognition boards, walls, plaques and displays in the 

park including the location, minimum thresholds for recognition and length 
of time the donor wall will be in place; 

 

Example: donor recognition plan 

 

Donor recognition program includes the following: 

1. Ongoing Donor Acknowledgement Activities  

• Timely receipts and letters of acknowledgment  
• Letters of acknowledgement may be sent from the manager for major gifts 

and grants ($25,000 or more) 
• Publicity: news releases and articles in public media, and articles in 

inhouse publications, to acknowledge major gifts and grants ($25,000 or 
more) 

• Special donor appreciation events (receptions, dinners, etc.) to 
acknowledge and thank donors either individually (generally $1,000,000 
or more) or in groups ($10,000 or more) 

• Mementos and certificates presented to donors for their own off-site 
display and enjoyment ($10,000 or more) 

• Credit lines and listings of donors in: 
• In house publications (including annual reports, donors of $100+) 
• Public print media (occasional recognition ads, donors of $10,000+) 
• Electronic display at the replaced visitor center (computer kiosk that will 

access donor and memorial registries, donors of $25,000) 
• Temporary Donor Wall listing corporate donors ($100,000+) and individual 

donors ($10,000+) to be displayed until the Donor Recognition Wall is 
completed 

• Website (donors of $10,000+) 
• Programs at special public or campaign events (various levels depending 

on the event) 

2. Physical Forms of Major Donor Recognition At The Park 
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• Donor Recognition Wall At The Museum Or Visitor Center 
A distinctive, non-obtrusive wall listing donors of significant gifts (the wall 
will be on display for a minimum of fifteen years), $10,000 and higher. A 
strategic, highly visible location and design will be determined  
Members who have left, or have pledged to leave, a minimum of $10,000 
will be recognized under this banner on the donor wall. 

3. Special Event Recognition 

• Fundraising may include special public events that are underwritten by 
donors or sponsors. They would be acknowledged publicly at the events 
via such means as banners, posters, signs, printed T-shirts and attire, 
printed programs and flyers, and audio-visual presentations. Donor logos 
and script would be invited for such recognitions.  

• No form of product or service advertising or marketing, explicit or implied, 
would be permitted in any donor recognition. Donor logos and script would 
be permitted in some donor recognition articles and ads, but they will not 
be included in donor listings  

Requests by donors for anonymity would be respected in all cases. 
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Non-Profit Status: Netherlands (ANBI) 

ANBI is the non-profit tax designation in the Netherlands issued by the Tax Office 
(Belastingdienst) in accordance with the general tax laws (Uitvoeringsregeling 
Algemene Wet Rijksbelastingen 1994).  ANBI stands for (Algemeen Nut Beogende 
Instelling). This designation is issued to organisations, which meet the required 
criteria and the Tax Office keeps an online searchable database of this 
information (http://www.anbi.nl/#ANBI).   
 
Since the constitutional change non-profit organizations on the BES islands can 
now apply for ANBI status from the Dutch Tax Inspectorate. This status can be 
helpful for fundraising in the Netherlands.  
 
WHY APPLY ? 
ANBIs are entitled to certain tax advantages related to inheritance, gifts and 
donations. 
 

• Inheritance (erven): exemption from inheritance taxes 
• Gifts (schenken): exemption from gift tax (schenkbelasting) 
• Donations (giften): donations of goods or money to a good cause may be 

tax deductible for the donateur.  
 
ADVANTAGES 
 

• An ANBI does not have to pay inheritance tax or gift tax which the 
organization uses for non-profit purposes 

• Where an ANBI donates a gift for non-profit purposes the recipient is not 
required to pay gift tax 

• Volunteers who work for an ANBI may be considered to be making an in-
kind donation to the organization 

• Donateurs may deduct the value of their one time or periodic gift to an 
ANBI from their income tax 

 
 
 
ANBI APPLICATION 
 
Application can be made for ANBI status for non-profit organizations based within 
the European Union, Aruba, Curaçao, St Maarten, Bonaire, St Eustatius and Saba.  
 
Application for ANBI status can be made using the application form on their 
website (www.anbi.nl).  
 
 
Supporting documentation, which should be submitted with the application (listed 
under 'stuur de volgended stukken met'), includes: 
- tax declaration 
- Chamber of Commerce registration 
- original statutes/Articles of Incorporation including any notarized changes 
- human resource policy manual (or similar) 
- Financial Statement  
- names and addresses of all Board members 
- ID for the applicant 
 
The Annual Report, Financial Statement and management plan must be available 
as a pdf. 
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The completed form should be sent to: 

Belastingdienst/Oost-Brabant 
ANBI-team 
Postbus 90056 
5600 PJ Eindhoven. The Netherlands. 

 
REPORTING REQUIREMENTS 
 
From January 2014 onwards the following information about an ANBI organization 
must be publicly available on the organisation’s website.  
 

• Name of the organisation (and trading name) 
• Chamber of commerce number 
• Mailing address, visitors address, telephone, email contact 
• Goals of the organisation according to your statutes, bylaws etc 
• Main activities/themes from your current management plan 
• Board composition, human resource policy including policy on bonuses, 

name of managers  
• Annual report (or similar) 
• Financial statement (or similar which includes profit and loss, balance 

sheet and explanations), which must be posted within 6 months of the 
closing of the financial year i.e the Financial Statement for 21013 must be 
made publicly available by the 1st July 2014 

 

NEED MORE INFORMATION ? 

Detailed information on ANBI status can be found on the Dutch Tax Office website 
under “Bijzondere regelingen – Goede doelen – Algemeen nut beogende 
instellingen”: 

http://www.belastingdienst.nl/wps/wcm/connect/bldcontentnl/belastingdienst/zak
elijk/bijzondere_regelingen/goede_doelen/algemeen_nut_beogende_instellingen/ 

There is an ANBI Team based at the Tax Office in Oost-Brabant which handles 
applications and monitors ANBIs.  

The ANBI application form can be downloaded as a pdf from the Tax Office 
website at: 

http://www.belastingdienst.nl/wps/wcm/connect/bldcontentnl/themaoverstijgend
/programmas_en_formulieren/aanvraag_beschikking_algemeen_nut_beogende_i
nstellingen 

If you have Adobe Acrobat version 6.0 or higher you can complete the application 
form on your computer. Otherwise you will need to print it out and fill it in by 
hand. There are detailed notes, which go with the application form and which will 
help you to complete it. 
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Essentials of Fund Raising  

RAISE MONEY FROM THE PERSPECTIVE OF THE MARKETPLACE:  

"Today, the successful organization invites people to invest in a worthy 
enterprise." 

Organizations Have No Needs. People have needs and wants that organizations 
can address with solutions, answers, and capabilities.  

Seek Investment, Not Charity. "People give in order to get." Organizations can 
put philanthropic dollars to work! People don't want to feel they're giving away 
money. Rather, they want to feel they're investing their money, and getting 
something in return. 

Position Your Organization Relative to its Competition. Distinguish your 
organization so it stands out from the crowd in the philanthropic marketplace; 
think marketing. 

Listen to the Donor Community and to What Each Donor Has to Say. Ask people 
what they think of your organization, and what they want from it. People like to 
be sought for their counsel. The donor community is made of individual people 
with their personal thoughts, concerns, and aspirations. Rather than making the 
same case to everyone, listen and respond on a personal level.  

Donors Will Tell You What They Want. You'll never know what your prospect 
wants until you ask. 

Make Your Case Larger than the Institution. Begin with an attractive, achievable, 
worthwhile vision of the future, showing how your organization contributes 
towards building that future. 

Design Your Case to Move People Intellectually and Emotionally. Your case must 
inspire and challenge prospective donors to play a role in making it all happen. Be 
brief. Otherwise it demonstrates lack of confidence and clarity, and it's boring!  

 

GET PEOPLE INVOLVED:  

"The way to raise real money is to provide real involvement. So put people before 
dollars." 

Go for Gold. Get the very best people to lead. Look for qualities of affluence, 
influence, availability, and team spirit. 

Create Authentic Involvement. Ask for insights and opinions. Invite people to do 
something important for you. Enable them to develop a strong sense of involved 
interest in your organization.  

The Process of Planning is More Important than the Plan Itself. Planning for your 
organization's future presents an opportunity for involvement. People become 
motivated to work for, and invest in plans they helped develop. Planning also 
focuses and clarifies thinking, and makes your organization look good. 

Share Your Plans Without Asking for Money. Find out what people think of your 
fund raising plans. Cultivate relationships with donors by keeping them well 
informed of your plans.  
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SET THE PACE FOR GIVING:  

"If the most capable give substantially and give early, the others will follow -- as 
night follows day." 

If You Seek Average Gifts, You Get Below-Average Results. Aim higher. 
Remember, it's the leadership commitment that makes things happen. 

Few Will Do the Most. "Ninety percent of the funds come from about ten percent 
of the donors." Focus your efforts on the small number of prospects who will 
produce the greatest results. Another formula, the "rule of thirds," says you'll 
raise one-third of your goal from the top 10, one-third from the next 100, and 
one-third from all others. 

The Early Donor Sets the Pace. "He who gives early gives twice." This 
contribution sets an example for others to follow. Identify likely large donors and 
solicit them before you approach anyone else so news of their commitment will 
encourage others to join in. Some fundraisers say a rule of thumb is to raise half 
of your funds from early donors before publicizing your fund raising campaign. 

Patrons/Board Members Have an Opportunity, Not an Obligation. Don't pressure 
them into giving, but rather create opportunities for them to become actively 
involved and genuinely interested in your organization's success. 

Staff Giving Lends Credibility. Voluntary staff contributions convey a sense of the 
value of your organization, and demonstrate respect for its leadership by those 
most intimately associated with the organization. Asking staff to contribute also 
gives them a deserved chance to invest in and work for their organization's future. 
Staff giving must be voluntary, never required. 

Make Great Investments Possible. Provide prospects with giving flexibility and 
choice, including flexible payment periods and creative financial vehicles other 
than cash; recognition; and opportunities for planned giving. 

 

ASK FOR MONEY:  

"The fund raiser is an investment counselor -- not a salesman." 

People Give to People. Remember, donors are people who give to the person who 
asks them. The fundraiser's own personality, sincerity, interest, and enthusiasm 
determines the outcome of the exchange between fundraiser prospect. 

The Right Person Makes the Difference. Be strategic. Find the right person to ask 
the right person in the right way for the right reason at the right time. 

The One Who Asks Must First Give. "Actions speak louder than words." The force 
of example is more compelling than good advice and good intentions. 

See Each Prospect Face to Face. Get as personal as you can. Always enlist a 
person in person. 

Ask For a Specific Amount, Ask for Enough. Prospects prefer to be asked for 
enough to reflect their stature and capability, and enough to get the job done. 
Once motivated to contribute, they may be more embarrassed by a request to 
give less than they're able than by a request for more. They want their 
investments to be large enough to "make a difference." 
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Qualify the Prospect. Consider what the prospect is capable of giving, not what 
you think they are likely to do. Tailor your request to the donor's means, as 
determined through an evaluation of the donor's financial capability, reasons for 
giving, history of giving, and accessibility. 

Tenacity Prevails. "If at first you don't succeed, try, try again." Securing a 
commitment from a prospect may require that you call on the person more than 
once. Be persistent. 

Ask For the Order. Invite the prospect to invest; while caution may be necessary 
-- some donors prefer to offer, rather than to be asked -- be sure to move ahead 
and ASK for the prospect's contributions -- "He who hesitates is lost." 

 

PRACTICE STEWARDSHIP:  

"The task is not to get a donation, but to develop a donor." 

The Donor Deserves Good Stewardship. Good stewardship means protecting and 
managing the donor's investment, thanking the contributor, and continually 
reporting on the benefits stemming from the donor's investment. Build ongoing 
relationships with your donors. 

 

KINDLE THE SPIRIT OF PHILANTHROPY:  

"Inspire the best people to become your best advocates." 

The Best Advocate is Both Donor and Volunteer. Inspire the best people to 
become your best advocates who can then inspire others by the force of their 
example. The advocate gives and asks others to give, works and asks others to 
work. 

 


