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The Charles Webb Company, Inc. Suite 304
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Fund-Raising Counsel ?;\g)Yg{;ki I:CY)SE 0010

Fax: (212) 627-2113

October 25, 1990

Board of Directors
The Computer Muséum
300 Congress Street
Boston, MA 02210

Dear Ladies and Gentlemen:

It has been a pleasure to participate in the planning
process of The Computer Museum. Our goals have been to
determine the Museum's fund-raising potential among key
segments of its potential constituency and to propose a
strategy to meet the Museum's goal to raise funds for the
purchase of its building and for endowment.

As you know, the study was conducted under my personal
direction. 1Interviews and background research were conduct-
ed by members of my staff: Janet Cochran, Campaign Director,
Adrienne Morris, Campaign Consultant, and Thom Allcock,
Campaign Associate. Preparation for the project began in
July, 1990, and interviews were conducted through October,
1990.

This project could not have succeeded without the
assistance of many individual, including Gardner Hendrie,
Chairman of the Board; Gwen Bell, Founding President; Oliver
Strimpel, Executive Director; and Janice Del Sesto, Director
of Development and Public Relations. Thanks must be given
to those many respondents who gave their time and knowledge
so generously and thoughtfully..

Respectfully submitted,

Closate, Qe —

Charles D. Webb
President

Attachment
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I. BSUMMARY OF CONCLUSIONS

The Computer Museum has made major strides during its
brief history. Since its founding in 1979 and its reloca-
tion to the Boston waterfront five years later, it has
overcome a range of challenges and difficulties to achieve
an international reputation for excellence in its collec-
tions, exhibits, and programs. In fact, the Museum's
achievements reflect an extraordinary level of dedication
and work on the part of key volunteers and staff members.
Today the Museum faces a new challenge: as part of its
growth toward institutional stability and maturity, it seeks
to raise funds to complete the purchase of its building and

to establish an endowment.

.This study was conducted to assess the likelihood of
realizing a fund-raising goal of $10 million, and to provide
a campaign plan and strategy. Based on an analysis of data
gathered, and taking into consideration local and national
economic projections, this.report recommends that the Muse-
um's Board of Directors launch a campaign to raise $5 mil-
lion over a three-year period. This conclusion is based on
data gathered during the course of the study, including:

(1) volunteer and donor commitments to the campaign; (2)
local, national, and industry-specific economic indicators;

and (3) general perceptions of the Museum, its mission,



long-range plans, and needs. It is a conservative recommen-
dation, and it will be crucial that the Museum monitor
progress and trends throughout the campaign and be prepared

" to adjust the goal upward if a more optimistic climate

prevails.

An outline of goals by category is below, for both the
recommended goal of $5 million as well as for $10 million.
Should early gifts be on a high level, the goal should be

adjusted before the end of the first phase Qf the campaign.

Goal: $5,000,000 Goal: $10,000,000
Director and
Trustee gifts 2,000,000 4,000,000
Individuals 1,500,000 3,500,000
Local/national/
international
corporations 750,000 1,750,000
Foundations . 750,000 750,000

The campaign will require a combination of unorthodox
approaches together with more "traditional" campaign method-
ologies. Past successful fund-raising efforts at the Museum
have largely been the result of the work of one or two
individuals appealing to friends and business associates.
This campaign should also rely on peer contact, but it must

be supported by methodical and thorough prospect research,



careful record-keeping, professional fund-raising materials,
and staff-monitored follow-up. In fact, many of the Muse-
um's supporters were highly confident that a goal of $10
million would be easily achievable (a sentiment not support-
ed by the level of giving indicated), but that it would
require a much more well-organized effort than the Museum
had made in the past. Others added that this campaign would
be a test of the Museum's ability to reach beyond its cur-
rent circle of supporters and build a donor base -- for both
the campaign and annual support -- of individuals, corpora-
tions, and foundations who are directly or indirectly asso-

ciated with the computer industry.

The following factors summarize the findings behind

this report's recommendations.

1. The Museum's Board of Directors is seen as a strong
and highly-regarded group, but suffers from problems inher-
ent in managing a large and geographically-diverse body.
The Board is still evolving and defining itself, and needé
to take into consideration the limitations and challenges

that its structure dictates.

2. Likewise, most of the Museum's Board members, sup-
porters, and friends have extremely limited time to devote

to volunteer activities. (In fact, the task of securing



interviews for the study was more difficult than anticipat-
ed, with an inordinate number of individuals indicating that
they would support a campaign but did not have time to
participate in a study.) This poses a serious problem for
the Museum in terms of securing leadership and structuring

the volunteer committees for a major fund-raising campaign.

3. There is confusion regarding the Museum's identity,
mission, and plans. It is not unusual for an institution as
young as The Computer Museum to encounter this problem,
particularly an institution that has seen rapid or uneven
growth, changing leadership, or publicly-acknowledged finan-
cial troubles. Ironically, there seems to be more confusion
locally among corporate and foundation funders than further
afield. Several interviewees from the West Coast asked
about the Museum's long-term plans to remain in Boston and
encouraged it to continue building a national presence

through exhibits and programs.

4. Many interviewees see this campaign as a pivotal
effort in the Museum's development. Many participants in
this study expressed concern about the Museum's track record
in fund raising and management and its current ability to
conduct a broad-based campaign. Some mentioned that fhis
campaign will represent an opportunity to build donor confi-

dence in the institution, take a clear story about the



Museum to donors, involve more volunteers, and methodically
build support from new sources. It is essential that this
campaign be executed with the same level of professionalism
" as the other achievements that have recently moved the
institution to a new stage, such as the Walk-Through, Com-

puter Bowl, and Breakfast Seminars.

5. Because it is the only institution of its kind, The
Computer Museum is able to appeal for support from all
segments of the computer industry and computer-users in
other industries. Although the computer industry is con-
stantly changing (and the Northeast no longer represents the
economic focus that it has in the past), leaders within the
industry acknowledge that there is great potential for
individual and corporate éupport for a museum of this na-
"ture. Several study participants offered to assist in the

identification and cultivation of new prospects.

6. While this study identified strong individual sup-

port for an endowment drive -- particularly in the area of
education -- most corporate representatives who were inter-
viewed indicated that their giving would most likely be in
the areas of exhibit sponsorships or the building purchase.
Several corporations stressed the increasing importance of

the national recognition that sponsorship offered them.



7. The Museum is ideally situated to take advantage of
the growing national concern regarding education in science
and information technology, and the renewed respect for
museums as educational centers. The recent opening of the
Walk-Through Computer and the international press coverage
it received have been a great boon. The Museum can now take
advantage of that ﬁomentum and build a strong case for the
institution as a unique, effective, and complementary tool

in addressing the crisis in science education.

8. The prevailing economic climate does not warrant
recommending a campaign goal above $5 million. As mentioned
above, many interviewees were optimistic that a goal of $10
million would be achievable. There is a general confidence
in the wealth within the industry and the fact that many
campaign prospects are largely insulated from economic
changes. However, a total of approximately $1 million in
individual and corporate gifts was indicated during this
study, implying a significant base of support, but not

enough to warrant a goal of $10 million at this time. By

launching a campaign for $5 million, the Museum will commu-
nicate a message of fiscal conservatism and caution, but
will still be able to increase the goal if early large gifts

indicate such action is appropriate.



The Museum has many of the essential ingredients for a
successful campaign already in place: an excellent reputa-
tion among those who are familiar with it, international
press coverage, a strong director and staff, a dedicated
Board, an ongoing effort to cultivate donors, and a well-
respected set of programs and exhibits. 1In order to move
forward with a $5-million campaign, the Museum should pro-

ceed with the following plan.

1. Campaign Preparation and Institutional Advancement:

November, 1990 = October, 1991

The first year of campaign preparation should be devot-
ed to addressing the issues identified above. It should

include the following tasks.

A. Review of long-range plan and business plan. The

Museum Board should appoint an ad-hoc committee to assess
current plans and to adjust them or create a new plan as
appropriate; These documents, always valuable to an insti-
tution in its management, are becoming increasingly impor-
tant tools in fund-réising activities. Because The Computer
Museum must appeal to many younger, business-oriented donors
(as opposed to families who have a history of philanthropy),
a long-range plan, or business plan, will be even more
crucial. At the completion of‘the planning effort, the

Museum should prepare a campaign Case for Support, incorpo-




rating the plans and needs and demonstrating the qualitative
and quantitétive improvements that a successful campaign

will bring.

B. Implement a formal cultivation program to introduce
donor prospects to the Museum. A brief audio-visual presen-
tation should be prepared, telling the Museum's story and
its needs, to be shown to prospective donors. This presen-
tation should reflect the mission, institutional goals,

long-range plans, achievements, and financial needs.

C. Create a "Friends" group for the Museum. A volun-
teer support group, separate from the Board, should bé
recruited and organized. This group can assist the Museum
tﬁrough such efforts as special events fund raising or

volunteer educational offerings.

D. Intensify prospect research and rating. While the
Museum has done an excellent job in recent years of building
new support -- often through the attractive recognition
opportunities offered by the Walk-Through and the Computer
Bowl -~- prospect research must be an ongoing effort. 1In
fact, the fast pace of the computer industry requires that
prospect files be updated more frequently than might be
needed at other institutions, and the international scope of

the Museum will require that particular attention be paid to



foreign corporations. The Museum should consider adding

staff for this task.

E. Increase outreach to schools and host sites for

traveling exhibits. The recent award of an NSF grant to

fund exhibit kits is a major step toward broadening the

Museum's reach. This must remain a top priority, as out-
reach and off-site programs are the primary means through
which the Museum can now build a case for itself as a na-

tional and international institution.

F. Identify, cultivate, and recruit effective campaign

leadership. Although no clear candidate as campaign chair-

man was identified during the course of this study, several
good suggestions were offered. The Capital Funds Working
Group or another appropriate committee should review sugges-
tions and plan a strategy to recruit a national chairman.
Concurrent with that effort, the Group should recruit a
Campaign Steering Committee, with assignments fof Trustee
Gifts, Lead Gifts, Prospect Review, and Cultivation. With
the appointment of a Steering Committee, the Capital Funds
Working Group can be dissolved. (See Steering Committee

organizational chart, Appendix A.)

G. Solicit lead campaign gifts ($100,000 and above) and

Board gifts. During this initial phase, all Board members




should be solicited and the Steering Committee should solic-
it those Lead Giff Prospects ($100,000 and above) evaluated
as ready to make pledges. Furthermore, the committee should
identify those prospects capable of $l-million gifts, and
should plan strategies and solicitation timetables for those
prospects on a case~by-case basis. A list of named gift
opportunities should be prepared to offer incentives for
large gifts and pledges. Challenge gifts of six or seven
figures will be particularly helpful in setting the tone for

the campaign and stimulating further giving.

H. Hold a series of meetings with local funders. The
Museum needs to make itself bétter known to foundation and
corporate givers in Boston. It should increase written
communication with funders (newsletters, invitations to
events, press clippings) and invite representatives of

foundations and corporate giving programs to visit.

I. Add campaign staff. Because this study identified
only limited commitment of volunteer time for a campaign, it
will bé essential that the development staff be expanded to

manage the increased fund-raising effort and make optimal

use of volunteer time. A preliminary recommendation is that

the following positions be added as the campaign progresses:

Campaign Coordinator/Researcher, Administrative Assistant,

10



and Director of Major Gifts and/or Corporate and Foundation

Gifts.

2. Campaign Solicitation Phase: November, 1991 = October,'

1993

A. cCultivation and solicitation of major gifts pros-
pects ($25,000-$99,999). The campaign should devote 12-18
months to the solicitation of this group of individual,

corporate, and foundation prospects. During this time the

Steering Committee‘should be expanded further. The Steering
Committee, Major Gifts Committee, and Corporate and Founda-
tion Gifts Committees should meet regularly to assess:
strategies for reaching these donors and progress in solici-

tation, and the cultivation effort should be accelerated.

B. Formal campaign brochure and other printed materi-
als. At this point, the full campaign committee should be
in place and the official goal should have been determined,
so it will be appropriate to print formal campaign materi-

als.
C. Campaign announcement. When a significant mass of

pledges and gifts have been secured, the campaign should be

announced with a public kick-off event.

11



D. Volunteer training. All campaign committee members
should be trained in solicitation techniques, and a Volun-
teer Training Kit should be prepared for use in these ses-

sions.

E. Supporting and Community Gifts solicitations.

Prospect research should continue during this phase, and
lists of prospects for gifts under $25,000 should be assem-
bled. These gifts should be solicited either in person or,

for lower levels, through a mail appeal.

F. Completion of all outstanding solicitations. All

prospect lists should be reviewed and all "asks" completed.

In the six years since its move to Boston and opening
to a broad public, The Computer Museum has encountered --
and successfully met -- a series of challenges. Today the
Museum is preparing to move to a new level of financial
security and sound management. It has laid the groundwork
for this effort by creatihg a sound plan for exhibits,
building an unrivaled collection, securing operational
support from new sources, and appointing a highly-regarded
Executive Director. At this point, the building purchase
and establishment of an endowment are not only essential for
the Museum's stability, but fully appropriate in terms of

growth and institutional maturation. Furthermore, a cam-

12



paign will be an opportunity for the Museum to exhibit the
same level of professionalism in management, planning, and
volunteer involvement that it has recently shown with its
exhibits. The fund-raising effort will also allow the
Museum to take its case and future plans to new donors,
thereby building a larger and broader donor base for annual
support, project funding, and future capital campaigns.
With a clear sense of strategy and methodology, strong
leadership, and a compelling statement of need, a cémpaign
to raise $5 million -- and, if early support is strong, $10

million -- should be achievable.

13



II. DEECRIPTION OF THE PLANNING STUDY PROCESS

This planning study was carried out to assist The
Computer Museum in its efforts to determine a strategy for a
capital campaign to raise capital and endowment funds,
Specifically, The Charles Webb Company was retained to
determine the feasibility of raising between $5 to $10
million for the following projects: purchase of the Museun
building and endowment funds for unrestricted use as well as
to support education programs and collections. Recommenda-
tions contained in this report are based on an informed
analysis of data gathered during the course of ihterviews
with individuals, an analysis of the Museum's fund-raising
history, and'ffom other sources in the field. In developing
these recommendations, the staff of The Charles Webb Company’
has taken into consideration the Museum's planning and
fund-raising history and its current management and gover-

nance structure.

The interview list was generated in conjunction with
the members of the Board and staff, and included a broad‘
representation of Board members, current donors, corporate
and foundation representatives and other community leaders.
Through personal interviews and other résearch, the Charles

Webb Company examined the following:

1. attitudes of Board members, other knowledgeable
professionals, and current and potential donors

14



regarding the Museum's plans, governance, and
potential for funding:;

2. positive and negative aspects of the Museum's
situation; and

3. problem areas to be addressed on order to
increase the organization's fund-raising poten
tial.

Seventy-one individuals were interviewed. The informa-
tion gathered and the opinions expressed were analyzed and
weighed according to the best judgment of the staff of The
Charles Webb Company; It is felt that those interviewed
provide a reasonable cross section of the Museum's constitu-
ency and funding community, and that their views provide an
informed basis for the conclusions and recommendations

offered in this study.

A list of persons interviewed is included in Chapter
VIII. Respondents were assured anonymity, and therefore the
interview sheets must remain the confidential property of
The Charles Webb Company. This guarantee assured the in-
terviewees that complete candor was possible. A representa-
tive sampling of unattributed comments can be found in

Chapter V.

Some of the recommendations will be new to the Muse-
um's Board and staff; some will not. It is hoped
that this systematic presentation of information will be
helpful to those who will ultimately make the decisions

regarding the Museum's short- and long-term plans, and will

15



enable them to make the most informed and prudent choices

possible.

Chapter III summarizes positive and negative aspects of
the Museum that were revealed in this study. Ensuing chap-
ters discuss the key concerns that affect preparation for a
campaign, and Chapter VI includes a set of recommendations
designed to capitalize on the positive aspects and address
the negative aspects of the current situation. Some of the
procedures outlined have proven successful with other organ-
izations with the experience of the Charles Webb Company,
while other recommendations cite methods that are specifi-

cally applicable to The Computer Museun.

le



III. POSITIVE AND NEGATIVE FACTORS

Any planning analysis must be based on a clear under-
standing of the perceptions the organization's potential
membership and funding constituencies have about the
organization. There are positive and negative factors
relating to these perceptions that must be taken into con-
sideration. Interpretation and evaluation must be méde in
light of The Computer Museum's fund-raising potential before
recommendations on how to proceed can be realistically
offered. The interpretation, evaluation, and recommenda-
tions offered in this report are based on the factors enu-

merated below..

Positive Factors

1. The Computer Museum is a young and energetic institu-

tion. The Museum's rapid growth has not been without ups
and downs, but it indicates a very positive level of insti-
tutional energy and vision. As a young institution, the |
Museum has already achieved international recognition, a
loyal following within the.computer industry, and, most

recently, a stable financial position.

2. In fact, the Museum's recent financial improvements are

recogqnized among its circle of supporters. Many partici-

17



pants in this study praised the Museum for recent progress
in attracting a broader base of support and moving away from

Digital as a "parent" institution and primary funder.

3. The Museum's Board of Directors is highly respected.
Members of the Board were praised for their expertise, dedi-
cation, breadth within the computer industry and other

fields, and prominence.

addition to the Museum staff. The Director received highest

praise for his creativity, dedication, achievements, and
leadership ability. Other key members of the staff were
also cited as energetic and highly capable members of a

management team.

5. The Walk-Through Computer is a major accomplishment.

The significance of the Walk-Through is enormous. It repre-
sents a considerable achievement in terms of the Museum's

fund-raising record; it has attracted favorable internation-
al media coverage; it is bringing in new audiences at a time
when museum visitation is down throughout the region; and it
is seen as an example of the Museunm's commitment to educa-

tion and a model for exhibits andjprograms at other ihstitu-

tions.

18



6. The Museum's'visitation is growing. As mentioned above,
The Computer Museum is one of the few museums in the greater
Boston are that are not suffering from declining attendance.
‘ Visitation_has grown from 72,272 during the period January-
September, 1989 to 97,592 during the same period in 1990
(See Appendix D), representing increased revenue, and great-
er potential for membership, donations, and earned income

through the Museum store.

7. The Museum has built a significant, well-respected

collection. The Museum staff received considerable praise
for their sense of vision and tenacity in collecting arti-
facts and written materials associated with the history of
the computer industry. Many leaders within the industry
indicated that they appreéiate attention to history while
most people are concentrating on the future. The
significance of the collection is expected to increase even

more in future years.

8. The Museum has a sound plan for expanding its breadth of

service through exhibits and programs. The long-range plan

to create new exhibits and explore different facets of
computer history and applications is very positive. Several
study participants already involved with the Museum ex-
pressed enthusiastic support for the exhibits and program-

ming plan that is in place.
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9. The Museum has already established a significant

presence on the West Coast through the Computer Bowl. There
is a high level of excitement and support associated with
the Bowl. Many interviewees from the West Coast indicated
that they would like to see the Museum expand its presence
further through temporary exhibitions and distribution of

exhibit kits at West Coast sites.

10. The relationship with the Smithsonian is a major vote of

confidence in the Museum. The collecting agreement between

the two institutions has further helped to establish The
Computer Museum as a national repository and study center

for the history of the computer industry.

11. The Museum already has some very loyal and generous
supporters. The Computer Museum is a top giving priority
for some individual, corporate, and foundation donors.

These donors have indicated a willingness to continue their
support, as well as their eagerness to see the Museum broad-

en its reach to new funders.

12. The computer industry has represented great financial

gains for many of its leaders. There is enormous potential

for corporate and individual support from the computer

industry itself as well as other fields associated with it
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and computer-user industries. Even in those segments of the
industry that are experiencing a downturn, there is still

personal wealth that the Museum could appeal to.

13. The Museum has virtually no competition. The new Tech-~
nology Center of Silicon Valley was the only institution
identified as a direct competitor, in terms of fund raising,
with The Computer Museum. Several Silicon Valley intervie-
wees indicated that they felt obliged to support the Tech-

nology Center because it was nearby.

14. Donors recognize and appreciate the Museum's move toward

educational programming, and expect the need for that type

of service to increase. While many leaders in the computer
industry expressed strong personal interest in the Museum's
role as a collecting and historical institution, they also
acknowledged its growing commitment to educational program-
ming and its importance of its role as a technology and

science education center.

15. Although it is not equally strong in all sectors, the

computer industry is growing and changing rapidly. The

computer industry is continuing to evolve at a fast pace and
many segments of it are very strong financially at this

time.
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Negative Factors

1. The Museum appeals to -- and depends on -- a circle of
supporters who have little history of voluntarism or philah—
thropy. Time is seen as an extremely valuable commodity
among the leaders of the computer industry. Many of those
interviewed stated that their time was devoted to their work
and families and that they had very little to spare for
other activities. As a‘result, both experience in philan-
thropy -- either giving or getting money -- and understand-

ing of the philanthropic process are very limited.

2. The Museum has had a difficult history. Many donors are

aware of the difficulties that the Museum has faced in the

past, in such areas as staffing, management, and finance.

3. The economy is not good. The local and national economy
is not strong now.: Although philanthropic giving is on the
rise (see article reprints, Appendix F), donors are increas-

ingly cautious about their giving.

4. The Museum's staff is not consistent. Although the

institution's top management team received highest praise

from interviewees, the overall staff is not seen as uniform

(
3L Lgacbonel |

in performance and dedication.
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5. The computer industry is changing, and much of the

marketplace. The rapid changes and shifting geographical
foci within the industry make it even more necessary for the
Museum to have a Board and fund-raising team that can reach

all segments.

both a pro ggg con. Most study participants recognized that
without Digital's early and generous support, the Museum
would not exist. However, most emphasized that the Museunm
must now present itself as an independent, non-affiliated

institution.

7. Other nonprofit organizations in Boston look to the

Museum to "unlock!" support from the computer industry. Some

local funders indicated that they expect the Museum to get
most of its support from the computer industry, and would
like to see it lead the way toward "educating" that group in
philanthropic giving. Although certain corporations within
the industry have been extremely generous and sophisticated
in their giving, this is generally a group that is not known

for a tradition of philanthropy.
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IV. ANALYSIS AND INTERPRETATION OF KEY ISSUES

Four particular areas of concern need to be examined
before coming to any conclusions about the possibilities of
success in a major campaign for The Computer Museum: (1)
public perception of the Museum; (2) institutional gover-
nance and administration; (3) potential for support; and
(4) campaign goal. These four topics are discussed on the -
following pages and provide, in light of all the material
analyzed, a commentary on the positive and negative factors
mentioned by those interviewed and summarized in Chapter

ITTI.

These comments are prefaéed by statistical analysis of

some of the key concerns discussed during interviews.

It is extremely difficult to gather absolute data in a
study of this sort. This tabulated material is itself drawn
from personal interviews in which the tenor of comments had
to interpreted by the interviewer. Furthermore, each cli-
ent's situation has the potential to offer circumstances or
situations apparently at odds with nstandard fund-raising
principles" that must be carefully considered in the process

of assessing the readiness of an institution for a campaign.
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The statistical information is believed to mirror the
opinions of the Museum's Board, audience, and funding con-

stituencies.
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Statistical Analysis

1. Public Perception of The Computer Museum

A. How familiar are you with The Computer Museum?

_Very familiar 71%
Moderately familiar 22%
Not very familiar 7%

B. What is your overall impression of the Museum?

Excellent 38%
Good 51%
Average 9%
Fair 2%

C. What is your impression of the Museum's collections and
educational programs?

Excellent 20%
Good 63%
Average 7%
No answer/Unsure 10%

2., Institutional Governance

A. What is your impression of the Museum's Board of Direc-
tors?

Excellent 13%
Good - 46%
Average 4%
Fair 2%
No answer/Unsure 35%

B. What is your impression of the Museum's staff?

Excellent : 11%
Good 58%
No answer/Unsure 31%
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3. Potential for Support

A. What do you feel are the Museum's most important needs?

Building purchase 58%
Unrestricted endowment 3%
Education program endowment 29%
Collections endowment 10%

B. Would you consider giving to the campaign?

Yes 81%
No 13%
No answer/Unsure 6%

C. Would you work on a campaign?

Yes 69%
No 21%
No answer/Unsure 10%

4. Campaign Goal

A. What do you think is the most realistic goal for The
Computer Museum to pursue at this time?

$10 Million 64%
Less than $7 Million 19%
No answer/Unsure 17%
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1. Public Perception of The Computer Museum

Participants in the planning study were questioned
about how they regarded the Museum -- how familiar they were
with it, what their relationship with it was, how they
viewed its facilities, collections, exhibits, and programs,
and how they perceived the Museum's audience and role both

now and in the future.

Almost everyone interviewed was familiar with the
Museum (71 percent very familiar; 22 percent moderately so).
Several indicated that their knowledge of the Museum was
limited to what they had heard and read about it, and many
credited the pfess coverage of the opening of the Walk-

Through Computer for having increased the Museum's visibili-

ty.

The Museum's overall programs and exhibits were rated
as excellent or good by 89 percent of participants. Several
mentioned specific offerings that they considered outstand-
ing, including the Walk-Through, Smart Machines, Breakfast
Seminars, and historical collections. Those individuals who
were familiar with upcoming exhibits mentioned that Mile-
stones and the Computer Discover Center will provide the

Museum with a wide scope of educational offerings.
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Collections and educational programs were described as
good or excellent by 83 percent of respondents. When asked
about their strengths and weaknesses, many individuals
responded that the collection was a major strength in terms
of building support from the industry. Even more added that
education was an extremely important role for the Museum and
that it could serve as a role model for schools and other

museums in computer education.
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2. Institution Governance

The Muséum's Board of Directors was described as excel-
" lent or good by 60 percent of those interviewed. One-third
of those interviewed (35 percent) were not familiar enough

with the Board to comment on its ability to govern and lead

the Museun.

Several Directors indicated frustration with the size
and structure of the Board, adding that they would like to

be more involved through active committees.

The staff was rated as excellent or good by 69 percent
of respondents. The Executive Director received wide-spread
praise for his creétivity; leadership ability, and attention
to financial management. The Founding President was also
recognized for her dedication and extraordinary achievements
in building the Museum, its collections, and a group of

supporters.
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3. Potential for Ssupport

The overwhelming fund-raising needs identified during
this study were the building purchase (58 percent) and
educational endowment (29 percent). Interviewees were
enthusiastic about the Museum increasing its stability
through the building purchase, and generally indicated that
a "bricks and mortar" project would be easiest to raise
funds for. Educational programming was cited as central to
the Museum's mission and a compelling issue among new do-

nors.

The campaign received energetic support from those
interviewed, with 81 percent planning to make a gift to the
drive, and 69 percent willing to work on the campaign. The
identification of campaign leadership was less clear.
Although two-thirds of all campaign participants plan to
volunteer time for fund raising, none indicated a willing-
ness to chair the effort. An ideal campaign chairman was
frequently described as a leader with international promi;
nence, and with financial and time resources to give to the

campaign.

31



4. Campaign Goal

When questioned about the Museum's ability to seek
endowment and capital support, 64 percent of all respondents
were confident about a campaign achieving a goal of $10
million. Several commented that the Museum could receive
this more easily than most other institutions and that the
industry and individuals in it should give willingly to this
campaign. However, as mentioned elsewhere in this report,
this attitude was not support by the level of giving indi-

cated during the study.

It should be noted that the time frame for this study
(July through October, 1990) saw national and international
changes in economic and political arenas. The enthusiasm
noted in the early months had lessened to a more cautious

attitude by September and October.
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V. REPRESENTATIVE COMMENTS

The Museum explains the role of computation in the world.
For people my age, this Museum is really very special. This
is a very young industry, and for those of us who have been
involved in it since the very beginning it's important to

" see this work preserved. The Museum has to record this
history before it disappears. It is a remarkable, unparal-
leled piece of history, as important as the Industrial
Revolution or the Agricultural Revolution. 1It's essential
that this history be preserved for us and for our children.

The mission of the Museum has changed over time. It has
gone from being more of a repository to more of an educa-
tional center. The outreach programs complement offerings
of other museums and schools. Educators need to understand
the many applications of computers.

The Museum has gotten much more savvy about fund raising.
The Computer Bowl and corporate sponsorship programs have
been very successful at bringing in new supporters and
broadening the Museum's base and reach. Fund raising has
been a rocky road, but it's gotten much, much better.

It's important that this campaign reach well beyond Boston,
to the West Coast and to the international market. Gardner
is the kind of guy who can push this pretty far. His en-
thusiasm is great.

I don't believe much in public funding. People should
support the things they are interested in, and causes where
they can make a difference. People have a debt to society.
They have to preserve a sense of what is appropriate to
their lives, the intellectual understanding of art and
science. This Museum is a place where important work is
being done, and where each gift does matter.

Corporations have a definite interest in influencing young
people to go into the computer business. You can see this
reflected in how many companies give their money away. They
also want to show the public what they've done, what they've
achieved. Computer companies are in the business of helping
people think -- this Museum is what they're all about.

It's important that this campaign make a case for the Museum
in a relative sense as well as an absolute sense. People
are being solicited by their universities and countless
other good causes. Why is this Museum more important than
those groups? You can't just say it's a good cause.
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Digital's early support was crucial for the Museum's crea-
tion and survival. Now the annual support is much broader.
The Walk-Through Computer has brought the Museum to a new
level -- in terms of what it offers, the scope of program-
ming, and the Board's collective psyche.

The Museum is now giving the message that it is an important
institution. Marketing to school groups is an area where we
need to work harder. We need to offer more workshops for
science and math teachers. We need to become a sexy public
institution...a destination site.

When the Museum opened in Boston it did so very quickly. It
was undercapitalized. The Museum has never been in a strong
position financially, but it's much better off now than ever
before. There are a lot people from this industry who are
capable of supporting the Museum.

You can't have a first-rate museum without collections.
These collections are very important, and are a major re-
source for researchers. The Museum has evolved beyond being
just a collecting institution, with more public services and
programming. Marketing is the weak link now...getting the"
word out to prospective visitors and funders.

It would help the Museum a lot to have more of a presence in
California. This could mean moving out here, placing a
Walk-Through out here, or just having more traveling exhib-
its. The Bowl is a great help already in building West
Coast support. But unless people have visited the Museun,
they're not going to relate to it or give to it.

The Museum is very impressive. It is performing a valuable

service for everyone from industry leaders to complete nov-

ices. They shouldn't hide the storage...many donors want to
see what they've given even if it's not on permanent dis-

play.

People will give to this either out of personal pride or an
altruistic interest in preserving the past. Don't forget
that the U.S. was the leader in the industry.

People used to think of this as a Digital museum, though I
don't think they do any more. Still, though, it's important
to emphasize the Museum's independence. Show that it is not
tied to any particular company, but needs support from all
computer companies.
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The early computer companies want to see that their materi-
als are preserved, even enshrined. Once they've donated an
object, they should be interested in supporting the Museum
financially. The more modern companies might not have such
a strong interest right now.

I know the Museum only from what I've heard...I've never
visited. It strikes me as very well promoted, well accept-
ed. It looks like they're doing things properly and at-
tracting a lot of attention.

This campaign shouldn't be difficult if you can get the
right players. It is a sound plan. It will be competing
with a similar effort here on the West Coast. 1Its success
will really depend on who the volunteers are. You could do
the whole thing with 20 donors.

The Museum can play a leading role in helping to raise the
educational level of the average American worker. People
need to be educated about what technology is, and children
need to be encouraged in their interest in technology.
Working through the media, the way the Museum is doing
already, can be an effective first step.

Are European and Japanese companies involved with the Muse-
um? Are they represented on the Board? A few key people
could be a sort of spark plug...could get things going.

The Museum is still in a formative stage and needs a lot of
work to make an effective exhibition site. Everyone in-
volved is very enthusiastic. 1It's a young institution and
very ambitious -- even presumptuous sometimes.

The educational programming needs work. It's often a ques-
tion of funds and resources. The Museum still seems very
archival and not active...archival in a passive way. How
can the Museum make the archival experience more interac-
tive? The public expects a museum to "speak" to them. This
can be done through interpreters, audio- or video-guides.

I would be happy to see the Museum relocate to a more appro-
priate facility. I know that issue is tied to funding. I
just think the current building is less than solicitous.

The Museum needs to upgrade its exhibits and image constant-
ly. The direction is toward larger, more dramatic displays.
The building limitations force the staff to be creative.

Pay attention to education in this campaign. Education is
what the Museum has to offer. Show what is working, what is
successful. Giving follows quality, not vision. A good
idea is not enough.
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The Museum needs to articulate its mission and vision. Then
show what it is doing in terms of programs and exhibits.
Then show the financial needs. This should all be part of a
business plan.

The Museum is moving to a new plateau...away from historical
collections and toward education. This ties in well with
what is going on in the industry. The Walk-Through Computer
is the first event on this new plateau.

The redefinition of the mission and greater emphasis on
education have had a direct impact on the Museum's financial
health. You can already see the changes in fund raising and
earned income. The Museum clearly needs to look at endow-
ment now. It's a logical time. But to pull this off the
Museum will need the rlght volunteer infrastructure and
energetic leadership.

I hope, that the financial mood in Massachusetts picks up
after the election this fall. This is a bad time; everyone
is feeling a pinch. Expectations are low...we all know
people who are having problems.

The Museum started small and grew slowly. This endowment
doesn't seem like too great an increment for them to strive
for now. They have to be careful of trying to grow too
fast but this makes sense.

What stands out to us is all the publicity and attention the
Museum has gotten recently. We are interested in early
science education, and want to help kids get interested in
math and science. We believe that this is a very big prob-
lem facing the country. You can start reaching children
with science even at preschool ages.

My first impression of the Museum was that it was not well
planned and that a lot of their exhibits and graphics were
dated. But I can see that the level of professionalism is
on the rise now. The Walk-Through Computer is well con-
ceived and brilliantly executed. I think a lot of people
have a growing confidence in the Museum. We can see it
struggling but getting better.

We support the Museum as much out of a commitment to educa-
tion as out of a sense of altruism. We are particularly
interested in the Milestones exhibit.

The Museum has to present itself as a place where the influ-
ence of data processing on society is expressed.
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This year was good for the Museum in terms of fund raising,
but they will need five more years like this to make the
place really sound. They need to have a clear view of a
long-range plan. Some people and businesses in the computer
industry are not supporting the Museum the way they should
be.

We are in danger of losing a sense of perspective about our
own history. The history of the computer industry is moving
very fast. This is the organization that is uniquely quali-
fied to help in this point of view.

This campaign will have to really focus on the major play-
ers...people who are very involved in the industry. But
don't forget to go to computer users -- the banking, fi-
nance, and insurance industries.

The Museum is an asset to the industry and the community.
It illustrates the role and importance of computers in the
world. It also reinforces this geographical area as a
center for the computer industry.

The Museum is finally addressing a public that is interested
in hands-on learning about technology. Education experts
are now focusing on science education. The Museum can
supplement the schools' core curriculum with programs and
situations where kids learn by doing.

There's almost no history of philanthropy among many of the
people who have made their fortunes from the computer indus-
try. The Museum needs to educate both individual and corpo-
rate donors. Many just don't understand their obligations
as citizens of the world.

One main function of the Museum is to explain to people what
computers can do for them. It needs more exhibits on prac-
tical applications, how computers work, where they're found.

The Museum is so young that it hasn't really learned how to
use a board yet. Many of the directors don't serve on other
boards, so they're not sure of how to behave. So a lot of
them end up feeling disengaged, not feeling a deep responsi-
bility for the institution.

This is the only one of its kind in the world. It is a
unique place. The Computer Bowl is a very good marketing
and development effort. The Museum is much better known in
Boston than anywhere else, but that is changing now. Could
they open a branch in Silicon Valley?
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The Museum has somehow managed to go a long way. It has
done a good job of weaning itself from Digital. But it is
an uphill struggle to handle the mortgage in addition to all
the regular operating expenses.

There are three audiences the Museum should always be think-
ing about: people in the business, adults who are curious
about computers, and children. Sometimes they seem to be
more concerned about the first group than the other two.

The problem then becomes the fact that people in the busi-
ness are so young that many of them don't give yet.

The Walk-Through is a magnet exhibit. Milestones should
also be great at attracting broad audiences. But the Museum
still needs a critical mass of exhibits. People need a
reason to come back and want to see more.

The good news is the people in the computer industry are
very direct and make decisions quickly. The bad news is
they don't change their minds, so we have to make sure they
make a decision in favor of the Museum!

The Museum has to function both as a service to the industry
and a resource for the general public. Right now it is the
only institution that chronicles the history of the indus-
try. It is the first cultural institution devoted to the
history -- and current applications -- of computers.

I see two distinct problems for the Museum. First is the
basic practical machinery of fund raising. Second is the
task of creating a "sellable," clear story about the insti-
tution and communicating the benefits to donors.

The Museum is an emerging institution. It has provided a
valuable service in terms of preservation of history and
education. It is an idea that deserves more aggressive fund
raising. The Walk-Through is helping it develop a real
presence as a community museum.

The exhibits and appeal of the Museum are going in the right
direction. It still doesn't tell enough of a story to visi-
tors, and it doesn't communicate how the business developed
in an interesting way. It needs to excite people about the
development of ideas and technology, anhd explain the impact
in terms of past and future.

The new exhibits at the Museum offer a good fund-raising
potential. But the Museum's fund-raising structure needs to
be strengthened vis-a-vis management and board involvement.
They need to concentrate on building awareness within the
industry, on drawing key industry players into the Museumn.
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Right now there is a sense of direction emerging at the
Museum. They can take advantage of this to create a more
dynamic view of the Museum. They need to define the
"product" they are selling more effectively. Then they have
to get the really big guys in the industry involved.

Any organization needs a base of capital -- otherwise there
is no security. How you allocate that base of capital is up
to the board. What is important right now is building that
base, not worrying about how to allocate it.

The Computer Bowl is helping to create a national scope for
the Museum. With a lot of the computer industry doing
better on the West Coast than the East, this is important.
Whatever they can do to continue that effort will be help-
ful. What are they doing to build support internationally?

One critical element of the Museum's mission is the "demys-
tification" of technology. 'In the past, the Museum has
represented a strong collection of historic artifacts. Now
it is evolving into a real public educational institution.
They've demonstrated an ability to produce results with
modest amounts of money.

The Museum's financial position has been precarious, but
isn't that typical for any institution in its early years?
I don't know how committed the board leadership has been
toward fund raising.

Donors have to understand the unique function of this museum
-- that it is the only institution in the world dedicated to
preserving, promoting, and protecting the role of computers
in society.

I'm not sure how strong the tie is between the Computer Bowl
and the Museum. It has to be very a close connection in
people's minds. The Museum should continue more exhibits
like the Walk-Through.

The breakfast lectures have been a good means of diversify-
ing the Museum's following. I'd like to see the Museum
doing more things simultaneously, but I understand that they
can't due to financial constraints.

I love the Museum. It has had hard times financially, but
now has a good chance for survival. It is run by an en-
thusiastic group who are doing an excellent job. They are
always looking for opportunities to try new things and be
innovative while keeping costs down. So you see some real
creativity and excitement within a constrained budget.
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The Walk-Through and Smart Machines are both significant
exhibits. The collections are of particular interest to
historians and people in the computer business.

Kids love this place. The Museum is innovative in both dis-
play and programming. It is a place where people can go for
both superficial and in-depth learning. The need for endow-
ment is logical, but it might be difficult to raise that
money now. As a corporate sponsor, we're more interested in
exhibits.

The Museum should be positioned as a community education
resource. Can they develop cooperative programming with
other educational institutions in the region? Make sure the
educational goals are clear when you're seeking endowment
funding. ‘

We like to associate ourselves with high quality institu-
tions with an educational emphasis. The Computer Museum
fits the bill.

The importance of these collections will only be recognized
later. We're so close to the events of history, but some of
the history is already dissipated. The importance of the
Walk-Through is that it will go a long way toward demystify-
ing computers.

It's astonishing to see how little engineers give back to
their communities. Many of them have no community ties.
But the Museum is part of their world. They seem to be
responding to it.

The nation has a critical shortage of people going into
technology. The Museum's responsibility toward education is
enormous. It can do a lot to provide exciting programs and
get kids involved in technology. The Walk-Through helps
people overcome a fear of technology.

I think the Museum has suffered from some institutional
jealousy. Some companies still view it as a Digital "toy"
and don't want to support it. But it's not an industry
vehicle. You have to get that message out.

The Museum has traveled on some rocky roads but it has a
bright future. Smart Machines and the Walk-Through have
earned the Museum credibility in the broad community. I
know that education is important, but it is collecting that
discriminates this as a museum. This Museum must have the
largest and best collection in the world. At the same time,
the drawing card for the public has to be simple and not
intimidating.
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In terms of fund raising, the Museum has more tools to work
with than ever before. The exhibits are very compelling.
And the Museum can define itself as the collecting institu-
tion in the world. Now donors have to have faith in the
Museun.

The Museum hasn't done the best possible job of communicat-
ing why it is important.

The Museum needs an endowment -- this plan is definitely a
good idea. I don't know if they're ready for it, though, or
if this is a good economic climate for fund raising. 1In the
past, the Museum hasn't kept us informed about what's g01ng
on. We're donors and we expect to hear from them more.

We're now starting to lose the first generation from the
computer industry. Now is the time that we have to preserve
a history that will be forgotten otherwise. The Museunm is
important and it is unique. And it is a cultural institu-
tion that helps the city by adding to a mix of offerings.

It's very important that people understand éomputers and
what they can and cannot do. The Museum helps people to
realize the participatory role of the user.

The entire educational program needs to be strengthened.
They could be offering classes like Lotus 1-2-3 for homemak-
ers or high school students. These classes could also bring
in more money.

We're pleased to see that IBM has become involved. It's
very good for the Museum. Until recently the Museum was
designed more for thinkers than for the general public. The
Walk-Through is a good start. More interactive exhibits
will help draw the public in.

The Museum's Board of Directors is the "creme de la creme"
of technology executives. Their interaction is extremely
limited because they don't meet very often. We've seen some
improvements over past financial management and fund rais-
ing.

We've never gotten a good explanation of why the Museum
needs money or why all these things are important. How do
you explain to a donor that the Museum needs to buy the
building when they have trouble paying the rent? They need
to put together a marketing plan to fully explain the real
need.
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This Museum is a national treasure. It is important to the
general public, to universities, to the industry. It would
be great to hold more computer industry conventions in
Boston so that a visit to the Museum is part of the conven-
tion package.

It's not hard to figure out whom the Museum should be ap-
proaching for support -- the difficult part is getting their
time and attention. First and foremost, you will need a
sound long-range plan to show them.

I have the impression that the Museum's activities are a
little distinct from the sponsors, that they don't keep the
sponsors involved. It would be good to get the two inter-
twined more. Corporate donors really look for a lot of
recognition.

The Museum provides an excellent presentation -- it is
friendly, educational, and very well done. It takes a lot
of the mystery out of computers. I have found the staff to
be very impressive. Unfortunately, there is a great deal of
competition for money right now. This foundation is looking
more at community service needs. We support the Museum, but
an endowment gift wouldn't be a high priority for us.

Educational programming has a great value. The offerings
must be enjoyable and participatory =-- entertaining as well
as educational. What is the point of looking at a computer?
What different roles are computers playing in the world?
These are the kinds of questions the Museum can answver.

The quality of the Museum is wonderful. This is a fascinat-
ing field and the educational aspect of the Museum is very
important. Outreach to children must be a high priority.
The Museum needs to create an image as a global organiza-
tion. '

The new Walk-Through Computer has created a fine balance to
address three important constituencies: business-minded
people with an interest in history; children; and the "un-
washed millions" -- including adults who are afraid of
computers and don't realize that they come in contact with
them every day. The Walk-Through is the first exhibit to
address that third group.

Everyone is out raising money right now. Since there are so
many fund-raising campaigns, the money will go to the organ-
ization with the most emotional -- and most urgent -- ap-
peal.
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The Computer Museum has made tremendous progress. They
should be able to bring this effort to more people. Maybe
distribute videotapes of the Walk-Through to schools. They
have to reach beyond Boston.

The Computer Museum is the new-comer on the block, and it
seems as though the Museum is still unclear about its mis-
sion. I have visited the Museum several times and have been
a little disappointed in the exhibitions. Although I have
not seen the new Walk-Through Computer, the exhibitions are
not as engaging as they could be and seem a bit out of date.
My expectation is to see the state-of-the-art and my expec-
tation was not fulfilled.

The Computer Museum's fund-raising is very low key. With
the exception of receiving a few requests for funds, we have
had limited contact with the Museum. We do not hear from
them regularly and don't get any of their publications,
invitations to events, or other information that we would
normally expect to get, especially from an institution
soliciting funds.

We would expect that the bulk of this money would come from
the high-tech industry. 1Is this going to be a national cam-
paign? The economic situation throughout New England and
the competition for funds at the moment are going to make it
extremely difficult for them to raise this kind of money --
particularly endowment funds, which are the hardest to raise
even during good times.

We are not making any multi-year commitments for the next
three to five years. In other words, we are not making any
pledges of over $25,000. In terms of capital campaigns, we
have received a lot of requests and only gave to two cam-
paigns at the $15,000 level. In both cases, there was
senior level involvement and a customer relationship. With
the Computer Museum, we have no history of giving, no senior
level involvement, and no apparent customer relationship.
Given this situation, I would not encourage them to seek a
capital gift but try to secure general operating funds.

The Museum is getting better. The programming is stronger
and more relevant and the exhibitions are more professional-
ly presented. My question is whether there is a fundamental
need for a separate Museum for computers. With the competi-
tion for funds and the declining economic situation, we are
looking for innovative collaborations both in the profit and
non-profit sectors. If there is going to be a separate
computer museum then it needs to define its niche and mis-
sion more clearly.
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We would expect the high-tech industry to take a lead in
this campaign. There is a lot of grumbling in the funding
community that high-tech does not give as generously as it
should. This is an opportunity for these companies to prove
themselves otherwise. Also, the campaign should be nation-
al, particularly if the Museum is trying to position itself
" as a national organization.

The Museum's role as historian combined with its vision for
the future makes it one of the most exciting cultural insti-
tutions in the country. There is a definite need for the
Computer Museum. Information technology is central is our
times; it is the driving force of the late 20th century.

The Computer Museum is right in the middle of this.

The Computer Museum is a very special institution. It has
taken on a role that has evolved into something more impor-
tant than anyone thought. The Board and staff have done an
outstanding job in developing the Museum and in cultivating
an intellectual enthusiasm for the subject matter.

The Museum's needs are real. There must be a more compel-
ling articulation of these needs in terms of fulfilling the
future potential of the Museum. There are three selling
points that the Museum has to get across to its funders and
the general public: 1) its critical role as a driving force
in furthering science and technology in America; 2) its role
in gathering and presenting information on the impact of
information technology and helping us understand this im-
pact; and 3) its role in preserving and saving an important
part of our material culture.

The vision of the Museum has to be more clearly articulated.
It has to establish its leadership role in order to attract
significant donations. It is able to do this.

I have not seen the Walk-Through Computer but the idea seems
very attractive and innovative. The Museum provides an ,
important opportunity to observe and understand the evolu-
tion of the industry. In terms of the campaign, we would be
interested in knowing the "business case" for the needs.
What impact will this plan have on the operating budget?

How do the numbers fall into place?

It seems that the Computer Museum is a very sleepy organiza-
tion and that it derives most of its support from the high-
tech industry, particularly DEC. We receive very little
communication and information from the Museum. We would
like to hear more, especially if money is going to be re-
quested.
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The Museum could be a more important part of the computer
community. Is it merely a collection of artifacts or does
it have a clear educational role? The impact of computers
is what's most interesting.

I'm very impressed with the approach that the Museum has
been taking recently. I'm aware that they are hampered by a
lack of funds. They need to expand beyond the Boston area
and become a national museum. They have made very wise
decisions in terms of building a collection, and I know that
they recognize the need to be an educator rather than just a
collection.

A year ago, a goal of $10 million wouldn't have been a prob-
lem. Today I'm less optimistic. The economic climate is
not the best and sales in the computer industry are down.
The economy is the biggest obstacle that this campaign will
face.

There's a lot to be said for having one central collection
of artifacts from the computer industry. Educational exhib-
its can be replicated and shared throughout the country.
It's so important, though, to get the collection in place,
to preserve the early roots of this industry.

The computer industry is comparable to the mechanical ad-
vances of the 19th century. It is an industry that was
started in this country, so it makes sense to have an inter-
national museum headquartered in the U.S. This is a history
that needs to be preserved. The Museum is a great source of
education. People need to be educated to understand comput-
er technology.

With the implementation of the Milestones and Virtual Reali-
ty exhibits, the Museum will fill the gaps that now exist.
The kits and traveling exhibits are great and round out the
Museum's scope of service. I'm very impressed by the range
of exhibits and projects, both past and present.

The Museum has the resources to raise this kind of money.
Now they need a sound plan to take advantage of those re-
sources. The Museum has a wonderful story to tell and
should have the contacts to reach the right people.

I love the Museum. It's had hard times financially but, in
spite of operating under a very constrained budget, it has
shown some real creativity. It's an exciting place -- it
has never been dull. The leadership is enthusiastic, ener-
getic, and creative.
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Acquiring the building has to be the Museum's top priority.
This will ensure survival. I understand the need for an
endowment, particularly for educational offerings. The
Museum should establish more links with organizations that
use computers in education. Children need to understand the
history of computers, to see how they are used.

The Museum has been very innovative in both display and pro-
gramming. It's a place where people can go for superficial
or in-depth learning. Kids really love it.

It's not easy to raise money for endowment right now. I
understand the need for endowment, and think that it is
logical, but it just doesn't sit well with corporate donors.
Even so, I think a goal of $10 million sounds modest. Yes,
money is tight in Boston, but the Museum has a very good and
generous board.

How much has the Museum thought about developing cooperative
programming with other educational institutions in the
region? Education is really the key element. Show that the
Museum is working with other organizations and that it is an
educational resource.

The computer business is still a small fraternity. Requests
for gifts will have to come from the right person. Find a
leader who is respected throughout the industry.

The cutting edge of computer research has moved to the West
Coast. The Museum has to take into account the question of
location in all of its long-range planning. It could be
that it is no longer located in the right place. 1Is it a
regional or national institution? That needs to be defined.

There is money in the computer industry, but it is very hard
to get people's attention. The successful ones are always
starting new companies...their business energy isn't focused
toward the Museum.

The computer industry is suffering from a critical shortage
of people who are educated in technology. The Museum offers
some very exciting programs that can address this shortage.
The educational programs and the Walk-Through can play a
major role in encouraging children to study science and
technology.

There are a lot of people who are dependent on the computer

industry, either directly or indirectly. Some venture capi-
talists have made their fortunes from the computer business.
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It will take years to repair the damage in science education
in this country. We need to replace teachers, reshape atti-
tudes. There is a very important role for the Computer
Museum here. It can serve as a resource for other museunms
and for educational institutions. It should concentrate on

developing exhibits and programs that can be replicated, and
" it should work closely with teachers. Education is the most
important role for the Museun.

There is a good healthy cross section of supporters behind
the Museum. The press from the Walk-Through has set very
high expectations. There are plenty of people who are
capable of giving to this, but so many of them are very
young and not in the habit of philanthropic giving.

The Museum has built as strong base of support, but it needs
to do even more. The current board and staff are equipped
to meet that challenge, but they need a plan -- a fund-
raising "machine." This will require a tremendous amount of
work and time. They also need to develop the right story to
tell donors -- a story that shows how the Museum can benefit
the industry.

The Museum is better structured today than ever before, but
it has a long way to go. The Walk-Through is the biggest
and best exhibit ever, but the Museum now has to capitalize
on it. Otherwise it will be a major setback. The national
press has helped to position the Museum to be a national and
international institution. The product is the key to phi-
lanthropy =-- so much giving is for personal desire, not for
the public good. - With the right product, the Computer
Museum can appeal to that sense in donors.

Very few people who use computers understand what goes on
inside them. The Walk-Through is the first exhibit ever
that shows the workings of a computer. It is great for
young people and adults.

I care deeply about The Computer Museum but I have no idea
if it is capable of raising this kind of money. In ap-
proaching prospective donors, the Museum has to focus its
appeal either on the historical and curatorial role of the
Museum or on its educational role.

The Museum's Board needs to be more involved and informed
about the Museum's fund-raising initiatives. The fund-
raising management structure needs to be strengthened sig-
nificantly before the Museum can move forward with a capital
campaign. Right now, I have little confidence in its fund-
raising abilities.

47



The perception that this is a Digital museum has changed
significantly in the past few years. The Museum is getting
support from a broad range of information technology compa-
nies. The Museum needs to focus its public relations and
curatorial efforts on promoting non-Digital achievements.

The corporate marketing is getting more and more difficult
in terms of fund raising because profits are down and the
outlook for the future is uncertain. As long as any corpo-
rate funders perceive this as Digital's museum, there will
be problems in building support.

The Museum does a first-class job with limited funds and
limited staff. The exhibitions and programs are tremendous-
ly creative and informative. On first blush, the Board does
not seem to be a good fund-raising group, but there are some
good people who could be very helpful.

Whose obligation should it be to ensure that the educational
process produces generations of people capable of taking
advantage of this technology? It should be a widely dis-
tributed responsibility. The Museum is a very small venue
-- how much impact can it have? This has to be a shared
effort with NSF, universities, business leaders. It's not
clear to me how The Computer Museum can do enough. Unless
you can be certain of the Museum's role I don't see how you
can enlist support on this level.

I was quite impressed with the newer areas that the Museum
is pursuing. They are showing the current potential of
computing on our daily lives...showing computers' impact on
the public and on education. Historic preservation doesn't
mean much to most people, but preparing people for a techno-
logical world is very important.

Professional groups within the industry will be deeply
concerned about how this Museum can influence how people use
and regard computers. The campaign should appeal to every
sector of the industry. '

The Museum's strength is its collection. They need to
enhance educational programs and develop more cooperative
programs. This was identified as a need three years ago.
The Museum has made progress, but there are a lot of oppor-
tunities to develop more in that area.

We have watched the Museum closely these past few years and
have been pleased. Sure, we're aware that it's been diffi-
cult, but it's very impressive to see an institution take
off the way this group has recently. They're very deter-
mined!
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Oliver has a very strong commitment and a good vision. He
is moving the Museum in the right direction. I've noticed
some staff overturn, and feel that it is probably for the
better. I think they're in better shape now than ever
before for a campaign like this.
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VIi. RECOMMENDATIONS

1. The Board should appoint an ad hoc planning commit-
tee. This group should work with the Museum staff to review
and clarify long-range plans for programs, exhibits, collec-
tions, fund raising, and marketing. An overall strategic
plan, or business plan, should be developed showing the
institution's goals and objectives and strategies for
achieving them. Thé value of this plan in fund raising =--
particularly among The Computer Museum's target constituency

-- cannot be overemphasized.

2. A case for support should be prepared for use in
annual and capital campaign fund raising. The case will
serve as the basis for all campaign materials. It should
reflect the Museunm's strategic plan and need for building
and endowment support, and should include the following

points.

a. The Museum serves a national and international audience
through collections, research offerings, exhibits, and
programs. It is a resource to other educational insti-
tutions and museums, offering exhibit kits and travel-
ing exhibits, and serving as a model for education in
computer literacy. It has a long-range plan in place
to further strengthen its educational role and geo-
graphical scope through outreach and cooperative pro-
gramming.

b. The Museum is the only institution of its kind. It

functions as the central repository for the history of
the computer industry.
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c. Although it was founded with the generous support of a
single corporate donor, the Museum has succeeded in
attracting a wide range of funders. One objective now
is to reach -- as audience and funders -- the large
group of individuals and corporations that use comput-
ers but are not directly involved in the computer
industry.

The case must also demonstrate the specific benefits
that will derive from the purchase the Museum building and

establishment'of an endowment education.

3. The Museum should conduct extensive prospect re-
search and diétrihute prospect dossiers to a development
review committee. In preparation for a campaign, all donor
and prospect files (national and international corporations,
foundations, and individuals) must be brought up to date and
assessed by a prospect review committee. All prospects must
be assessed as to readiness‘for solicitation for an annual
gift, specific project support or sponsorship, or a campaign

pledge.

4. A Campaign Steering Committee should be recruited.
An effective campaign chairman should be an individual of
national or international prominence, capable making of a
significant campaign gift, and able to devote volunteer
time. The campaign may be structured with an honorary
chairman in addition to a working chairman. The committee

should include subcommittees for different segments within
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the industry, Board gifts, Cultivation} Prospect Review,
Foundation Gifts, and such giving levels as Lead Gifts,

Supporting Gifts, and Community Gifts. (See Appendix A.)

5. The Museum should make a special effort to cultivate
West Coast prospects. 1In general, donors from the West
Coast currently view the Museum as a valuable institution in
terms of its role as a central repository and educational
model, but feel a primary obligation to support locél non-
profit institutions. The Museum can communicate its nation-
al role through the Computer Bowl, temporary exhibitions,
and cooperative programming with other local institutions.
The Board should continue to appoint Directors and Trustees

from different geographical regions.

6. The Development Office should strengthen communica-
tion with the New England funding community. Representa-
tives from foundations and corporate giving programs should
be added to ali Museum mailing lists for press releases,
invitations, and general announcements. Individual meetings
with funders should be scheduled, preferably for Museum

tours.

7. All participants in this study should be thanked. A

brief letter should be sent to all interviewees, thanking
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them for their time and informing them (in general terms) of

4

the Museum's plans.

8. As the campaign progresses, the Development Office'
should assess personnel needs and add staff. It will be
essential that all campaign communication be conducted with
efficiency and a high standard. A campaign coordinator/
researcher: should be added to the staff early on, and other
positions (administfatiye assistant and director of major

gifts and/or corporate and foundation gifts) later on.

9. The Museum should institute a formal cultivation
program. A brief audio-visual program, based on the cam-
paign case for support, should be prepared for showing in
informal social gatherings of campaign prospects. The
objective of the cultivation program should be to introduce
prospects to the Museum and its long-term funding needs. A
Cultivation Chairman should be appointed to supervise this

effort.

10. The Museum should continue to seek new sources of
support for annual and project support. Not all of the
Museum's prospects will be interested in supporting the
campaign. In fact, many corporations have already indicated
that their preference is to sponsor specific programs and

exhibits. Throughout the campaign effort, the Museum should
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continue to identify and cultivate donors for annual and
project support, and should continually review and upgrade

what means of recognition it can offer sponsors.

11. Campaign Timetable

A. Campaign Preparation and Institutional Advancement:
November 1990 - October, 1991

November, 1990 - January, 1991

Appoint ad hoc planning committee

Prepare strategic plan

Prepare campaign case for support

Hire campaign coordinator/researcher

Begin prospect research and review

Identify candidates for campaign chairman and
honorary chairman

Hold regular meetings of Capital Funds Working Group

February - April, 1991

Complete case for support

Prepare audio/visual presentation

Review all prospect lists

. Identify prospects for annual support

Recruit campaign chairman

Recruit campaign steering committee

Continue prospect research

Solicit Board and lead gift pledges

Develop recognition opportunities/naming opportunities
for annual, project, and campaign donors

Hold meetings with local funders

Develop structure for a Museum "friends" group;
recruit chairman

May - July, 1991

Produce audio/visual presentation

Hold meeting of campaign steering committee
Hold volunteer training seminar

Launch cultivation program

Solicit Board and lead gift pledges

Contact local funders for personal meetings
Continue prospect research
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Auqust - October, 1991

Complete Board solicitation

Continue lead gift solicitation

Review all prospect lists

Prepare major gifts prospect lists

Assess fund-raising progress and adjust goal if
appropriate

Continue prospect research

B. Campaign Solicitation Phase: November, 1991 - October,
1993

November, 1991 - April, 1992

Begin major gifts solicitation

Continue solicitation of annual gifts

Continue cultivation program

Hold regular meetings of campaign steering committee

Produce and print campaign brochure

Add campaign staff, as appropriate

Submit proposals to corporate and foundation campaign
prospects

Follow up all prospects that have been cultivated

Continue prospect research

Hold campaign kick-off event

May - October, 1992

Hold volunteer training seminar

Prepare prospect lists for supporting and community
gifts solicitation

Continue cultivation program

Hold regular meetings of steering committee

Submit corporate and foundation proposals

Hold West Coast cultivation events

November, 1992 - April, 1993

Continue prospect research and review

Complete outstanding solicitations

Hold West Coast cultivation events

Continue volunteer training

Hold regular meetings of steering committee

Launch supporting and community gifts solicitation
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May - October, 1993

Continue to submit and follow up corporate and
foundation proposals

Conduct direct mail phase of campaign to lower-level
donors

Follow up all outstanding solicitations

Plan and hold victory celebration

Continue to conduct prospect research and review for
annual and project support

56



VII. SERVICES OF THE CHARLES WEBB COMPANY, INC.

Should The Computer Museum choose to continue its
development efforts with the assistance of The Charles Webb
Company, Inc. as fund-raising counsel and campaign direc-

tors, the firm would offer the following services.

A.Campaign Preparation and Institutional Advancement (Novem-
ber, 1990 - October, 1991) '

1. Facilitate and guide the development of the institu-
tion's strategqic plan. The final document should be
clear and concise, and should include market projec-
tions, services, operating and capital needs, financial
projections, and the fund-raising plan. :

2. Research and write a comprehensive case for support.
Two different versions would be prepared, for annual
support as well as the capital campaign. Several
drafts would be anticipated, with the opportunity for
discussion and comments from Board, volunteers, and
staff. This document would form the basis for other
materials to be written by counsel, including:

'a) the script for an audio/visual presentation;

b) a cultivation hand-out for use in the cultivation
program;

c) corporate and foundation proposals; and

d) a volunteer training kit.

3. Conduct prospect research; train Museum staff in tech-
niques for research and record-keeping; supervise donor
file system.

4. Assist in the jidentification, recruitment, and training
of campaign volunteers, including the Steering Commit-
tee members, a campaign chairman, and chairs of cam-
paign subcommittees.

5. Produce an audio/visual presentation for use in donor
cultivation.
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10.

11.

12.

13.

14.

15.

Coast prospects. Prepare specific written materials (a
simple brochure, or hand-out) explaining the Museun's
national and international role and documenting its
achievements in different geographical areas. Work
with campaign staff and volunteers to develop specific
strategies for reaching donors for capital or project
support.

Organize a Cultivation Program, providing guidelines
for the committee and volunteers, recommendations for
follow-up, and recommended script for speakers. Assist
in recruitment of chairman and committee and provide
training and guidance.

preparation of prospect lists, prospect review and
analysis, and development of cultivation and solicita-
tion strategies.

Supervise Board and lLead Gift solicitation, including

Prepare a list of named gift opportunities for use in
solicitation calls.

Conduct volunteer training seminars for campaign work-
ers.

Provide a Monthly Action Plan for both fund-raising
counsel and Museum staff and volunteers, with tasks and
deadlines for the campaign.

Assist in staff recruitment and training, where appro-
priate. '

Offer general fund-raising counsel and participation at
whatever levels are necessary and appropriate, with
regard to staff functions, Board and committee meet-
ings, and direct assistance to the administration of
the Museum's Development office.

Attend meetings of the Steering Committee and subcom-
mittees.

At the close of Phase I, evaluate campaign progress and

advise the Steering Committee on the adjustment of the
goal.
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B. Phase II: Campaign Solicitation: November, 1991 -
October, 1993

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

Review all Major Gifts prospects and advise on cultiva-
tion and solicitation strategies.

Assist in strategy and proposal preparation for corpo-
rate and foundation prospects; supervise follow-up.

Write copy for campaign brochure; work with staff and
graphic designer on brochure production.

Continue to supervise prospect research and review.
Supervise ongoing Cultivation Program.

Continue volunteer training as new campaign workers are
recruited.

Plan and supervise Campaign Kick-Off.

Supervise Supporting and Community Gifts solicitation.

Coordinate follow-up of all outstanding solicitations.

Plan and supervise campaign victory celebration.
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Appendix A

Campaign Organizational Chart



CAMPAIGN STEERING COMMITTEE:
The Computer Museum




Appendix B

SELECTED COMPETING CAMPAIGNS: BOSTON AND CALIFORNIA AREA

Organization

Goal

Comments

CULTURAL / SCIENCE INSTITUTIONS:

Children's Museum
Boston

Museum of Fine Arts
Boston

Museum of Science
Boston

New England Aquarium
Boston

Plimouth Plantation
Plymouth

Technology Center of
Silicon Valley (I)
San Jose

Technology Center of
Silicon Valley (II)
San Jose

U.S.S. Constitution
Museum
Boston

MAJOR COLLEGE FUND DRIVES

Cornell University
Stanford University
Boston University

M.I.T.

$13 Million
(not approved)

Amount

unconfirmed
$15 Million
$35 Million

$10 Million

$7.5 Million

$30 Million

$10 Million

$1.25 Billion
$1.1 Billion
$1.0 Billion

$700 Million -

Campaign in early
planning stages

Campaign in early
planning stages

Discovery Campaign:
endowment/capital

Building new
facility

Recently completed;
Pledges being paid

Recently completed

To be launched
beginning of 1991;
funds for exhibits

Early planning
stages

Targeted for 1995
Targeted for 1992
Targeted for 2000

Targeted for 1992



Appendix C

COMPUTER INDUSTRY STATISTICS

50 Largest Computer and Office Equipment Manufacturers in

the United States

Rank Company

Sales $ (000)

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.

I.B.M.

Digital Equipment Corporation
Unysis Corporation
Hewlett-Packard Company
Southern Bell Telephone/Telegraph
NCR Corporation

Apple Computers:

Control Data Corporation
Wang Laboratories, Inc.
Zenith Electronics Corporation
Pitney-Bowes,  Inc.

Compaq Computers

Bull HN Information Systems
Amdahl Corporation

Sun Microsystems

Prime Computer, Inc.
Seagate Tech, Inc.

Data General Corp.

Tandem Computers

Nippon Mining US, Inc.
Memorex Telex

SCI Systems, Inc.

Magnetic Peripherals, Inc.
Storage Tech Corp.

AM International, Inc.
Intergraph Corporation

Cray Research Inc.

NDEX Corporation

Ampex Corporation

Conner Peripherals

ALCATEL USA Corporation
Miniscribe Corporation
Carlisle C0S, Inc.

AST Research, Inc

ATARI Corporation

WYSE Tech

DIEBOLD, Inc.

Mai Basic Four, Inc.

ABD Holdings, Inc.

59,700,000
12,700,000
9,900,000
9,830,000
6,960,000
5,990,000
5,280,000
3,630,000
2,870,000
2,690,000
2,650,000
2,070,000
2,060,000
1,800,000
1,770,000
1,590,000
1,370,000
1,310,000
1,310,000
1,210,000
1,200,000
987,000
902,000
874,000
851,000
800,000
756,000
735,000
702,000
650,000
636,000
630,000
567,000
457,000
452,000
452,000
451,000
421,000
420,000



40. DICK A B Company 420,000
41. Convergent, Inc. 402,000
42, Stanley Bostitch, Inc. 392,000
43. Ampex Group, Inc. 386,000
44. Everex Systems, Inc. 377,000
45, Dataproducts Corporation 353,000
46. Micropolis Corporation 351,000
47. Maxtor Corporation 314,000
48. Applied Magnetics Corporation 313,000
49. Datapoint Coporation 309,000
50. (Tdhﬂem\cmnaﬁi@nglml—us Ccmiﬁ«»{u\ 308,000

SOURCE: Dun's Business Ranking, 1990

10 Highest Salaried Computer Executives

1. John Sculley, Apple Computer
2. Rod Canion, Compag

3. Michael Blumenthal, Unisys
4, John Akers, IBM

5. John Young, Hewlett-Packard
6. Robert Allen, AT&T

7. Charles Exley, NCR

8. Karpar Cassani, IBM

9. Jack Kuelher, IBM

10. Michael Spindler, Apple

SOURCE: 1990 Computer IndustryAAlmanac

Corporate Donors to Information Age Exhibition

The following are some of the major corporate donors to the
Smithsonian Institution's Information Age Exhibition:

Donors of $1.0 million and over:

IBM
EDS

Consortium Gift: Ameritech, Bell Atlantic, Bellsound, NYNEX,
Pacific Telesis Group, Southwestern Bell, US West, Bellcore

Donors of $300,000 to $999,999:
Unisys

Nothern Telecom

Xerox

Digital Equipment Corp.
Hewlett-Packard




Donors of $100,001 to $299,999:
AT&T

NCR

Intel

Micro

Donors of $100,000 and less:
Texas Instruments

Tanden
Computerworld
Reuters

Apple Computer

SOURCE: The Smithsonian Institution,

Development

Office
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Visitation Statistics



1989-90 ATTENDANCE: The Computer Museum

25,000 |

20,000 -

15,000

Jan Feb Mar Apr May Jun Jul Aug



COMPARATIVE ATTENDANCE FIGURES FOR SELECTED BOSTON AND WORCESTER AREA MUSEUMS

January February March April May June July August
COMPUTER MUSEUM
1990 3,800 6,602 6,387 9,257 8,274 10,198 22,512 22,477
1989 4,357 6,025 6,708 8,007 7,982 7,815 12,852 13,678
Variance -12.78% 9.58% -4.8% 15.61% 3.66% 30.49% 75.16% 64.39%
CHILDREN'S MUSEUM
1990 131,984 46,980 42,699 50,171 34,539 38,231 59,447 70,221
1989 35,219 43,008 41,119 61,002 30,942 41,341 63,239 70,887
Variance -9,19% 9.24% 3.84% -17.76% 11.62% -7.52% -6.00% -0.94%
MUSEUM OF SCIENCE
1990 116,230 139,032 148,679 155,388 = 142,524 10,278 149,834 161,473
1989 129,830 128,126 154,414 183,652 139,725 8,548 144,695 169,188
Variance -10.48% 8.51% -3.71% -15.39% -2.00% 20.42% 3.55% -4.56%
NEW ENGLAND
SCIENCE CENTER
1990 4,555 8,926 8,643 15,343 18,392 16,018 N/A 15,028
1989 5,009 7,707 7,299 11,422 14,570 13,891 N/A 9,677
Variance -9.06% 15.82% 19.99% 34.33% 26.23% 15.31% N/A 55.30%
USS CONSTITUTION
MUSEUM
1990 1,855 2,657 3,708 6,589 N/A 7,749 10,515 N/A
1989 2,324 2,729 4,734 6,317 N/A 9,020 12,379 - N/A
Variance -20.18% -0.02% -21.67% 0.04% N/A -14.09% -15.06% N/A -



Appendix E

STANDARDS OF GIVING: $5,000,000

Long eXperience in fund raising has shown that certain
basic patterns of giving almost always materialize in suc-
cessful campaigns. These so-called "standards of giving"
for any given target amount need to be studied in the cam-
paign planning period in order to ensure that the target
amount is at once ambitious and realistic, assuming prospec-
tive donors are fully informed and well motivated regarding
an institution. The following Standards of Giving have been

developed for a campaign target of $5,000,000.

1 gift of $ 750,000 will produce $ 750,000
1 gift of 500,000 will produce 500,000
2 gifts of. 350,000 will produce 700,000
2 gifts of 250,000 will produce 500,000
4 gifts of 100,000 will produce 400,000
10 Gifts will produce over 50% of goal $2,850,000
5 gifts of 75,000 will produce $ 375,000
5 gifts of 50,000 will produce 250,000
10 gifts of 30,000 will produce 300,000
15 gifts of 20,000 will produce 300,000
15 gifts of 15,000 will produce 225,000
20 gifts of 10,000 will produce 200,000
20 gifts of 5,000 will produce 100,000
90 Gifts will produce $1,750,000
Top 100 gifts will produce over 90% of goal $4,600,000
Numerous smaller gifts will produce $ 400,000

GRAND TOTAL

$5,000, 000



STANDARDS OF GIVING: $10,000,000

Long experience in fund raising has shown that certain
basic patterns of giving almost always materialize in suc-
cessful campaigns. These so-called "standards of giving"
for any given target amount need to be studied in the cam-
paign’planning period in ordef to ensure that the target
amount is at once ambitious and realistic, assuming prospec-
tive donors are fully informed and well motivated regarding
The following Standards of Giving have been

an institution.

developed for a éampaign target of $10,000,000.

1 gift of $1,000,000 will produce $1;000,000
3 gift of 750,000 will produce 2,250,000
3 gifts of 500,000 will produce 1,500,000
3 gifts of 300,000 will produce 900,000
10 Gifts will produce over 50% of goal $5,650,000
5 gifts of $ 200,000 will produce $1,000,000
10 gifts of 100,000 will produce 1,000,000
10 gifts of 75,000 will produce 750,000
10 gifts of 50,000 will produce 500,000
20 gifts of 25,000 will produce 500,000
35 gifts of 10,000 will produce 350,000
90 Gifts will produce $4,100,000
Top 100 gifts will produce over 90% of goal $9,750,000
Numerous smaller gifts will produce $ 250,000

GRAND TOTAL $10,000,000
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"Big Gains in Giving to Charity"
The Chronicle of Philanthropy
October 16, 1990

"In New England, Hardest Recession in U.S. Takes Hold"
The New. York Times
July 23, 1990

"Press Clippings: Computer Companies' Giving"
The Chronicle of Philanthropy
October 2, 1990

"Computer Earnings Continue Their Slide"
The Boston Globe
July 27, 1990
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31G GAINS
IN GIVING
T0 CHARITY

The average household’s
ntribution went up 31%
w 2 years, survey finds;
hlacks, baby boomers,

\ 1d the affluent led the way

By ANNE LOWREY BAILEY
WASHINGTON

HARITABLE GIVING and volunteering
soared from 1987 to 1989, led by big in-
creases in giving by baby boomers, affluent
! lionwide survey.
Jealth. environmental. and youth organizations
and education were the largest beneficiaries of the
increase in giving, the survey found, while the arts,
i :@mational organizations, and private and commu-
1 v foundations lost ground.

rhe study also offered new evidence that women
give less money than men. the wealthy are less gen-
€us ihan the poor and middle class, and Catholics
¢ the least generous religious group.
i 'he Gallup Organization-Independent Sector
study, to be released this week, showed that Ameri-
can households gave an average of $734 last year, up

~ Americans, and blacks, according to a new ..

31 per cent from $562 two years earlier. Three-quar-

“ters of all American households—94.6 million

homes—made charitable donations last year, up

-from 71 per cent in 1987.

*“Giving is going up faster than income, "’ said Vir-
ginia A. Hodgkinson, vice-president for research at
Independenl Sector.

*“This means there is a change in values going on—
one we haven't seen since the 1950’s.”

Among the groups that registered the biggest
gains, according to the poll:

Baby boomers. Eighty-six per cent of households
headed by people aged 35 to 44 gave to charity last

- year. up from 76 per cent two years ago.

Affluent Americans. Ninety-two per cent of house-
holds with incomes between $75,000 and $100.000
made charitable donations in 1989, up from 75 per
cent in 1987.

Blacks. Sixty-one per cent of households headed

|
33
! ‘oming Events 38-45
“ —eadiines 48
Directory of Services 4143
"_‘ he Face of Philanthropy 4.5
| sundation Annual Reports 24
" Giving 6-26
Grants 24-26
leas 30
stters & Opinion 36-38
i-danagement 27-33
* My View 36-37
! ewsinBriet  10-11, 30, 34-35 voumes © 99
..on-Profits’ Annual Reports 32 Non-Profit Salary Gap Help for Poor Farmers
People 31  Top executives of non-profits TechnoServe. an organization
~ofessional Opportunities 46-51 make far less than their counterparts  founded by a low-key ex-business-
| lation 3435 in business and government (see man. helps poor farmers in Africa
| B chart), according to findings froma  and Latin America start self-suffi-
Jax Watch 38 new study. Story on Page 27. cient enterpnises. Story on Page 6.
. A compiete guide to this issue appoars on Page 3.

SOURCE: INDEPENDENT SECTGR

by blacks gave to charnty last vear. up frem 31 per
cent two years earlier.

The survey found evidence thar buby hoomers
long derided as selfish and uncaring. ure moving tub
tilt into what fund raisers call "the giving years.”
Those are peak-eamning years when people begin 1o
contribute more of their time and money o charity.

**‘Baby boomers are coming of age. philunthropi-
cally.” said Ms. Hodgkinson.

A Change in Attitudes

The data also suggested a change in public ati-
tudes toward social problems. Ms. Hodgkinson suid
that respondents seemed to be redirecting their giv-
ing and volunteening toward areas where they per-
ceived the greatest need:

» Health organizations received an average con-
tribution per household of $46. a 35-per-cent in-
crease. adjusted for inflation. over the two-y ear peri-
od.

» Youth groups received an average contribution
per household of $28. a 65-per-cent increase.

» Environmental groups received $12 per house-
hold. a 20-per-cent increase.

» The average household donation to education
was $58. a 21-per-cent increase.

» At the same time. international organizations
saw their average contributions plummet 38 per cent.
arts groups suffered a 17-per-cent drop. and private
and community foundations saw a 12- per-cenl de-
cline. all adjusted for inflation.

“*Donors can’t solve the problems. but they 're ex-
pressing. through their giving. where they think the
problems are."" explained Ms. Hodgkinson. **People
are expressing their values through their private con-
tributions more clearly than thev are through their
voting. "™’

The findings were based on in-depth interviews
with 2,727 American adults. conducted by the Gallup
Organization in the spring of 1990. The survey cov-
ered households with incomes of up to $200.000.
Independent Sector analyzed the findings. which ap-
pear in a 290-page report. Giving and Volunteering in
the United States. 1990.

Individuals gave an esumated $96.4-billion to

. Continued on Page 17
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Was there any particular resson you Wers the following considerations a major

gave less money to charity in the past
your?

motivation for your charitable giving or volunteering?

International, foreign . .

Mojar Mimor Nsts Denat
{ had less money available .... 65% - . Sathation methution smiivatien Smow
Iwas less invoived ...... . Feeling that those who have more should help those
* | amnot working/ retired . with less - 52.9% 29.2% 17.0%  1.0%
No particular reason ... Gaining a sense of personal satisfaction 49.6%  30.3% 19.2% 0.9%
Sickness/death of a friend . Meeting religious beliefs or 434% 23.6% 319%  11%
insuring the continuation of activities or institutions 1
or my family benefit from 32.0% 28.3% 38.4% 1.3%
X Y Giving back to society some of the fits it gave me 29.6% 35.0% 34.6% 0.8%
intemational, foreign ......... 2.3% Serving as an example to others * 25.7% 30.9% 42.3% 1.1%
Private and community Being asked to contribute or volunteer by a personal
friend or busi i 22.4% 30.2% 45.6% 1.8%
. 3 j Fuffilling a i of community obligation 18.0% 31.1% 50.0% 0.9%
........... .- - W Creatinga 1ce of me or my family 13.7% 24.5% 60.6% 1.2%
Being encouraged by an employer 10.2% 21.8% 67.1% 0.9%
Aal. Tax considerations and deductions 5.9% 18.8% 74.4%  0.9%

Political organizations ....... 4:9%
Private and community .

money amd voluntoering time?

Which of the following goals do you hope to

by your charitable giving of

e : Public and societal benefit .... 7. Mo Moot Rea Do
--------------- Recreation—adults .......... 85% — -
Lack of trust in organization ... 12.1% Religious organizations ....... 28.6% Finding cures for §5.9% 21.7% 20.9% 1.5%
Poor fund-raising tactics/ Work-related organizations . . Ir ing opportunities for others 52.7% 26.9% 19.3% 1.1%
D,:;z :,gmmfd‘;,',;'h";,;,'&; e 1T Protecting the natural environment 48.9% 26.3% 234%  14%
Enhancing the moral basis of society 47.0% 26.6% 25.4% 1.1%
Te ing peopie to be more self-sufficient 45.1% 27.2% 26.8% 0.9%
gg’ne{mow - Helping organizations that work at the grassroots level  41.2% 31.5% 25.5% 1.9%
1 the. pest your, kave you and the Keeping taxes or other costs down 40.8% 25.09% 32.8% 1.5%
Making good use of my free time 40.4% 28.7% 29.4% 1.5%
Pron o any . Helping individuals meet their material needs 39.2% 332% 26.7% 1.0%
® which you kave not gvea befors? ettt Improving the cultural life of the community 38.1% 33.6% 27.3% 1.0%
\nternational, foreign ......... 43. S8  Promoting global peace 36.8%  27.9%  341%  1.2%
Political organizations ........ 27.5% #  Changing the way society works 30.7% 33.0% 34.9% 14%
Private spdcommunity 21.8% improving of leaming new skills 281% 255%  452%  12%
Public and societal benefit .... 34.5% Helping me to obtain job experience 21.4% 23.0% 545% 11%
Recreation—adults .......... 22.8%
Religious organizations ... ... 31.7% Which of the follow! of your b infu your chacitable giving of

Work-related organizations . ... money and volunteering time?

Mojar Winor Mot an Dont
........... poioid
....................... ; p— 1% 231%  117% o
g beliefs 50.7% 23.6% 24.7% 1.1%
N Parents’ example 40.0% 248% 345% 0.7%
........... X - - 3% - 2%
Through participation in an Having been heiped in the pastt?yothers_ 31.3% 283 38 9% 1
organization .............. 41.3% The impact of a personal or medical crisis 29.4% 254% 44.2% 1.0%
Family member or friend Social or politicat philosophy 215% 33.4% 43.5% 1.6%
benefited ............000nn 27.8%
Sought an activityonmyown ..

Receiving a letter asking me
WEVe ... 29.6% For what reasons do you continue to
Being asked to give by someone voluntoor in thess activities?
I m'e" """""""" 22'7% ...................... - "
Receiving a phone call asking - Wanted to do something useful  60.2%
MEWEVE .oonrininnens 166% MM  smagogue ................ : . Enjoy dgl‘;'smewom/!eel
Someone coming to the door s Family member or relative .. ... 25.0% eeded ... S AR
BSKNg Me O give ..v....... 14.4% Someone atwark Morknelps eltiveorriend
Being asked atwork togive ... 12.9% Myemployer ................ 7.9% [l  [clgiousconcems...........
....... R Contacted by organization Previously benefitted from the
-------- - representative ............. 7.9%

Wanted to engage in activil |es' ’
more fulfilling than my
cumrentjob ................ 6.7%

Seeing a television commercial
askingyoutogive .......... 6.1%
Being asked to give ina

Religious institutions
Workplace/employer
Membership organization/
seyvice club/professional

School or coliege .. ...
Informal social group ..
Other ...

Wanted to do something useful

TF;?nt:s“ membeI mlf:ﬂ'ﬁ;ﬂmm 336% (charitable) organization .... 54.0%
benefit .......cveueineene X Private. religious organization . 44.7%

Religious concems . ... 26.4% For-profit organization ........ 7.8%

Had alotoffreetime ......... 10.1% Govemnment agency or

Previously benefited from the organizaton .............. 12.3%
activity ............ 8.9% A n o, ore you and the o

your tamily or household giving as much
money fo religious charities as you
o, « T K think you be

Yes ..

51.3%

Al in all, sre you and the members of
your family or household giving as much
money to other than reiigious charities
as you think you should be ghving?

51.9%

3to4 percent . 3.0%
4toSpercent . 5.5%
5 to 10 percent 12.8%
10 percentor

sversge do you think Americans should
perform?
Porcemtage whe  whe did
wonld e
Velpmingr howrs = volusteer this
= vk this ssmount et
None ........ 1.7% 45.6%
Lessthan1
hour ....... 2.3% 11.1%
1to 2 hours 12.T% 11.8%
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Continued from Page |

charitable causes in 1989, accord-
ing to Giving USA, an annual esti-
mate prepared by the American
Association of Fund Raising Coun-
sel Trust for Philanthropy. The
Giving USA figures and a Roper
poll conducted earlier this year
generally support the Independent
Sector findings, although they dif-
fer in some details.

Seeking Moral Values

Two activities that correlate

strongly with charitable giving also
- soared, the survey showed:

Yolunteering. Some 98.4 million
adults—>54 per cent of adult Ameri-
cans—volunteered their time, up
23 per cent from 80 million two
years ago. The survey also found
that volunteers gave an average of
$1.022 in 1989, nearly three times
the 3357 average contribution from
non-volunteers. And volunteers
gave more than they had before—
2.6 per cent of average household
income. up from 2.1 per cent in
1987.

Religlous worship. The number
of people who regularly attend reli-’
gious services is rising: 37 per cent
said they attended services week-
ly. up from 29 per cent in 1987.
Seventy per cent reported that they
heid memberships in churches,
synagogues, or mosques, up from
65 per cent. People who worship
regularly made 70 per cent of all
contributions to charity, and gave
more to non-sectarian causes than
those who did not worship. Those
who were members of a congrega-
tion gave an average of 2.4 per cent
of household income to charity,
compared with 0.8 per cent for
households with no formal reli-
zious affiliation.

Ms. Hodgkinson speculated that
because many baby boomers are
now raising their own offspring,
they are joining religious groups to
instruct the children in moral val-
ues. :

~The schools stopped teaching
values a long time ago..” she said..
*Mom's working; so there's not as
much guidance from home. Par-
ents are turning to religion for help.
And once they are in local congre-
gations, they become educated
about other causes and needs, and
their giving and volunteering goes
up.™
Steps to increase Glving

In an analysis of the survey,
Ms. Hodgkinson identified several
steps that she said could lead to
increased giving:

Encourage volunteering. Since

volunteers give more than non-vol- |

unteers, an increase in their num-
ber would lead to increases in giv-
ing. One way to get more people to
volunteer is to ask them: Many
more people respond when they
are directly asked. the study found.
QOver 40 per cent of the respondents
reported that they had been asked
to volunteer, and 87 per cent of that
group did so. By companison. 57
per cent had not been asked and, of
those, only 30 per cent volun-
teered.

The data indicated that some
groups would volunteer a lot more
if asked. Groups that received the
fewest rcquesls to volunlcer in

vl SavoTEIL

panics (27 percent), youths aged 18
to 24 (31 per cent). and people with
household incomes below 320,000
(26 per cent). But when people in
those groups were asked to volun-
teer, they did so at the same-or
greater frequency as other groups.

Encourage pledging. Pledging a
percentage of income to charitable
causes. setting a dollar amount to
give to charity each year, and in-
cluding a charitable bequest in a
will all increase giving. the study
found.

For example, people who
pledged a percentage of their in-
come to religious causes made an
average contribution of $1,934, or §
per cent of household income, to

charity. That was more than twice
the average—$894. or 2.3 per cent
of income—given by those who did
not pledge.

**{f you think about your giving
seriously, chances are, you'll in-
crease it.”” says Ms. Hodgkinson.

Extend the charitable deduction.
The study provided new evidence
that tax policy influences the size
of the gifts that people make to
charity. People who planned to
itemize their tax deductions and
claim their gifts to charity gave
more than three times as much
money as those who did not claim a
charitable deduction: $1,456 ver-
sus $434.

Encourage women to give more.

October 16, 1880 » THE CHRONICLE OF PHILANTHROFY

Charitable Giving and Volunteering Soared From 1987 to 1989

Women consistently gave less than

‘men, regardless of other factors.

Giving by women dropped from
from $700 in 1987 to $693 in 1989,
while men said they had given
$1.294 last year, up from $888 in
1987.

**If women gave as much in mon-
ey as they do in time, giving in this
country would soar,” said Ms.
Hodgkinson.

Encourage Catholics to give
more. Although Catholics, who ac-
count for about a quarter of the
U.S. population, gave more mon-
ey over the past two years, they
still lagged behind other religious
groups, the study found. Catholic
households gave an average of

NON-PROFIT
DOES NOT MEAN
NON-RISK.

‘When: you look for Directors & Officers insurance,
look for stability and experience..

$515. or 1.3 per cent of inco!
charity up from $341, or | pe
of income, in 1987.

By comparison, Prote
households gave $842, or 2
cent of income, up from $616
per cent of income. Jewish h

-holds gave $1,854, or 3.8 pe:

of income, more than doubl
$689. or 1.4 per cent, they g:
1987.

“If Catholics increase thei
ing, you will measurably inc
giving in this country,” Ms. |
kinson said.

Why Peogle Give

People who said they helc
tain religious beiefs, personz
ues, and views about society
more likely than others to giv
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GIVING

Those who decide sach gift on its merits

2.4%
3.8%
1.5%
Onlyafewtimesaysar ............... 1.3%
Those who donot attendchurch ......... 0.8%
Worries about money
Those who have moneyworries .......... 1.8%
Those who do not have money wofties 2.3%
Claiming a charitable tax deduction
Those who claim a charitable deduction 3.1%
Those who itemize but do not claim a charitable -
08dUCLION .\vvverrinneenarineennens v oo i g 2434 1.0%
Those whodonotitemize ...........ovvuun. =963 1.2%
Plodging gifts to Church, SYRAZOgUS OF MOSGUS y-
Those who pledge an annual amount ....... 5.0%
Those who do not pledge an annual amount 2.3%
Those who pledge a weekly amount ...... 3.4%
Those who do not piedge a weekly amount 2.7%
Pledging gifts to mon-religious charities
Those who try to give a percentage of their
MCOMe ... ....oiiiiiiiiiiiiieaiienanssd 3.1%
Those who do not try to give a percentage
oftheirincome ...........cveeiviinanns 2.4%
Those who try to give a certain amount each « ¥
PBOI ..ot SRS 2.5%
firs 206 2.4%

Giving to Different Kinds of Charities

Environment

Public and societal benefit

Arts, culture, and humanities

ofe|yololslwin
5
]

Private and community
foundations

A E RS

6.4%

10. Recreation—adults

6.2% .-

11. International, foreign

4.2%

Other

Kk
o|o|o|~

3.0%

Nots: Charities are renied acoording to the DECEMNTaEs who £ave to them in 1969.

SOUNCE: INDEPENDENT SECTOR

Charitable Giving

and Volunteering

Soared Over 2 Years, Study Finds

Continued from Page 17
volunteer their time. Among the
other key findings:

Motives. Fifty-three per cent of
respondents said they felt strongly
that those who have more should
help those who have less. Of that
group, 83 per cent actually gave.

Half of those participating in the
survey said they had gained a feel-
ing of personal satisfaction from
giving and volunteering. Of that
group. 81 per cent gave to charity.

Personal goals. Certain personal
philanthropic goals lead to more
giving and volunteering than oth-
ers. the data showed. Among peo-
ple who said they cared a great deal
about increasing opportunities for
others, 82.6 per cent gave to chari-
ty. Of those who said they strongly
wanted to enhance the moral basis
of society, 82.5 per cent gave. Both
groups made average contributions
of of 3.3 per cent of household in-
come. ’

Peopie who did not report such
motives as a major influence on
their giving gave far less money
and time to charity.

Peopie who said that their reli-
gious beliefs had strongly influ-
enced their charitable behavior
also gave more generously: 59 per
cent gave an average of 3.7 per cent

- of houschold income.

By contrast, those who reported

that a personal or medical crisis, or .

their social or political philosophy,
had been major influences on their
giving gave far less generously.

First-time givers. Nearly 19 per
cent of those participating in the
pol) said that they had given to a
charity for the first time in the past
year. Many of those first-time giv-
ers were in the baby-boom age
group—35 to 44 years old (25 per
cent). They had average household
incomes between $75,000 and
$100.000 (43 per cent). They most
commonly made a first-time gift
because they had received a letter
asking them to give (30 per cent),
had been asked to give by someone
they knew well (23 per cent), or
had received a phone call asking
them to give (17 per cent).

Poople who stopped giving.
Some 12 per cent of the respon-
dents reported that they had
stopped giving to an organization
in the past year. When asked why
they had done so, the highest num-
ber said that they suspected a mis-
use of their donations (18 per cent),

lacked money (17 per cent), ordis-

trusted an organization (12 per
cent).

Attitudes About Charity
“* Americans hold morc positive

Who Gave to Charity and How Much They Gave )
Pessentage wive gove Svemge soutvibution Pessanings of inseme
o sharty
| $10,000-519.999 ... ...ooio. 65.1% 429 a8s 2.5% 3.2%
$20,000-$29,999 .. 76.9% 666 728 2.5% 2.9%
$30.000-$39,999 .. 81.9% 769 894 2.0% 2.6%
$40,000-$49,999 .. 84.5% 833 831 1.9% . 1.8%
$50,000-$74,999 .. 85.5% -4.015 1,096 1.5% 1.8%
$75,000-$99,999 " 92.1% | 1,602 2,793 1.7% 3.2%
$100,000andabove .............. - - 79.8% 86.8% | 2225 2.893 2.1% 2.9%
Marital status ]
i 79.7% 967 1,132 2.1% 2.6%
60.8% 293 654 0.8% 1.7%
72.8% 493 592 1.9% 2.6%
77.3% 797 1.097 1.8% 2.4%
76.4% 788 1,163 1.7% 2.5%
81.6% 826 806 2.9% 2.0%
70.3% 779 734 2.4% 2.5%
Public Attitudes Toward Charity
° - Smagly Strongty Not
apee Agres Disagres disapreo sure
The need for charitable organizations is greater now than
five years ago 31.6% 49.7% 10.8% 1.4% 6.5%
Charitable organizations are more effective now in -
providing services than five years ago -~ 13.7% 43 3% 22.0% 3.1% 17.9%
| place a low degree of trust in charitable organizations - 4,9% 23.5% 50.4% 13.4% 7.7%
Most charitable organizations are honest and ethicalin .
their use of donated funds T 31.29% 59.4% 15.9% 3.6% 9.8%
On the whole, | believe that my donation isputto en :
appropriate use when | give to a charitable organization ** 17.1% 63.1% 8.6% 1.5% 9.8%
1 believe most charitable organizations are administered by
honest people 10.8% 64.3% 13.2% 2.3% 9.4%
Most J £} jons are ful in their use
of funds . 4.6% 21.1% 48.4% 13.4% 12.6%
Levels of Confldence In Institutions
Apant Quie Vory Cant
[ deat & ot Seme Rtte =y
1. Private higher education 22.8% 35.4% 29.1% 6.3% 6.4%
2. Public higher education 19.3% 37.3% 32.4% 8.1% 2.9%
3. Charities providing heaith or social services 16.0% 37.8% 37.1% 7.2% 2.0%
4. Private elementary or secondary education 21.2% 31.4% 33.8% 7.7% 5.8%
5. Public eiementary or secondary education 20.0% 32.2% 34.4% 11.9% 1.6%
6. The military . 19.6% 31.5% 32.0% 14.1% 2.9%
7. F charitable is (e.g.. United Way) 16.5% 34.1% 32.9% 13.5% 3.0%
8. Organized religion 23.9% 25.5% 31.9% 16.0% 2.8%
9. Community foundations 10.1% 27.4% 45.7% 9.6% 7.2%
10. Media. such as newspaper, television, radio 11.1% 26.0% 41.8% 19.4% 1.7%
11, State end local government 8.8% 27.0% 45.2% 16.2% 1.8%
12. Federal government 8.5% 25.7% 45.4% 17.5% 1.8%
13. Organized labor 11.3% 20.0% 40.0% 24.9% 3.8%
14. Organizations that advocate a particular cause 7.6% 21.5% 47.4% 17.3% 6.2%
14. Congress 7.3% 21.8% 43.79% 24.4% 2.7%
- 16. Private foundations 6.1% 21.1% 48.5% 16.3% 8.1%
17. Big business 7.0% 18.8% 45.2% 25.5% 3.5%
Nots: 1o the total of thoss who agreed “8 great desl” and “quits s lot.”
SOURCE: INDEPENDENT SECTOR
attitudes toward non-profits than colleges and universities. Private Need. Eighty-one per cent of the

toward many other institutions in
society, the survey showed:
Confidence. Peopie expressed
more confidence in certain types of
non-profits than in such institu-
tions as Congress, organized labor,
big business. and private founda-
tions. Private higher education got
the highest approval rating. Some
22.8 per cent of those surveyed had
a great deal of confidence in private

foundations rated second lowest.
just above big business, with only
6.1 per cent expressing a great deal
of confidence in them.

Honesty. Scventy-one per cent
of those responding to the survey
said they thought most non-profits
were honest and ethical in their use
of funds, while 80 per cent believed
that their charitable donations had
been put to an appropriate use.

respondents. up from 71 per cent
on the last survey, agreed thal
charities were more needed today
than five years ago.

The Independent Sector study is
the second in a planned series of
biennial surveys. Copies of the full
report may be purchased for $3(
from Independent Sector, 1828 L
Street, N.W., Washington 20036.
Computer tapes are also available.



PRESS CLIPPINGS

Compufer Compam;es Clvmg, Cr1t101$m
- of Nader’s Groups; Celebrities’ Charities

“The personal compuler in-
.dustry is better at making money
than it is at giving it away,"” says
an article in the September 24 is-

sue of Infoworld. .

- Only a handful of computer
companies are particularly gen- -
erous, says the newspaper; -

“which covers the computer in-
" dustry. Among the big givers, it
-says, are Apple Computer, Digi-

" tal Equipment Corporation, the
Hewlett-Packard Company, In-
“ternational Business Machinés

" Corporation, and chrosoft Cor- -
_porauon . o

" ~'But most c,ompam&s do not
‘have ~established giving pro-

grams. "*‘Smaller companies

" who've earned their entire for-~
tunes within the last 10 years, the

.nouveau riche of the industry,

" have given the least back,” the
article says. *“These younger,
smaller companies are also less
likely to have fonnahzed chanta-

- ble-giving activities.’

Much of the giving in the com-
“puter industry goes to education,
Infoworld says, partly because
the gifts are eligible for federal
tax credits and because the do-
nations often get good publicity.
The article adds: **Contributions
of time and equipment to schools
and other .educational projects
teach potential customers about -
p.c.’s and often enable p.C. com-
panies to get out their marketmg
messages.” . .-

The article says that some ob-
servers think the computer com-
panies will become more philan- -
thropic as the industry matures.
Jeffrey Weiss, a co-founder of
SOCALTEN, a group of executives
at southern Califormia technol-
ogy companies, told the paper:
“They have the excuse that
they've been growing and
haven’t had the infrastructure to
determine which charities to
support. They’re probably ready
to give their fair share.”



IN NEW ENGLAND,
HARDEST RECESSION
N US. TAKES HOLD

SWIFT REBOUND UNLIKELY

High-Technology Companies
and Military Contractors
Cut Back as Taxes Rise

By FOX BUTTERFIELD

Special to The New York_ Times
LOWELL, Mass. — After a decade of

of high-technology industries, military
contractors and financial services,
New England has plunged into reces-
sion, the worst of any region in the
country. ’

In an economy that has had the high-
est per capita income and housing
prices in-the country, unemployment is
rising rapidly in all six states in the
area, real estate prices are falling and
the growth of wages is slowing.

Five states — Maine, Massachusetts,
New Hampshire, Rhode Island' and
Vermont — suffered job losses in the

Sara Johnson, a regional specialist
with DRI/McGraw-Hill, an economic
consulting organization in Lexington,

a job growth rate of only 0.1 percent,
giving it the 'seventh-worst record after
the other New England states and
Michigan. .

An lmportant Measure

Job growth is important, Ms. John-
son said, because economists often use
that as the best measure of a state’s
economic performance. It is particu-
larly important because the Federal
Government does not calculate output
by state, as it does for the nation as a
whole with the gross national product.
“We're suffering a big hangover
from the party we threw in the 1980’s,”
said Nicholas S. Perna, chief economist
for the Shawmut National Bank in Bos-
ton. ‘I call it life in the slow lane.”

Ten years ago, for instance, Pauline
Anton eagerly quit her job to take a
new position with Wang Laboratories
Inc., then emerging in the fast lane as
the world’s leading maker of word
processors and the force behind the re-
vival of Lowell, an old mill town.

~

spectacular growth built on the pillars -

last year, the only states to do so, said -

Mass. The other state, Connecticut, had -

“It was a career move, [ was looking
for security,” Mrs. Anton said of her
decision to leave her job at a smaller
electronics company. But facing in-
creased competition and poor business
decisions in the last two years, Wang
has cut its work force to 21,000 from
31,600, and Mrs. Anton was registering
recently to collect , unemployment
benefits in this city where the first
American industrial revolution blos- -
somed in the 19th century.

Foreclosures Are Doubling
The situation has become so bad that

- personal and business bankruptcies in

the first six months of this year are

‘ -about double the level in the first half of

1989 in each New England state, ac-
cording to the United States Justice De-

i partment. Real estate foreclosures in

Massachusetts jumped to 3,497 in the

. | first half of this year, against 1,441 in

1

same period in 1989, according to

" Banker and Tradesman, a weekly

trade publication in Boston. . i
-The.Land Court in Boston is where
many such cases are filed, and The {
Boston Globe reported its figures as :
showing 254 residential and commer- |
cial foreclosures in 1985 during the .

. bogm.. The number more than doubled

in 1988, to 546, and in 1989 the number
more than doubled again, to greater
than'1,200. . :
Throughout New England, states and
local communities have begun slashing
services as tax revenue has sharply
fallen. In Laconia, N.H., for instance,
the-City Council has eliminated kinder- .
garten, achievement tests and sports

and all other extracurricular activities
like band and chorus.

The Outlook.

"How Long Will -

Downturn Last?

The major question is: What kind of
a downturn is New England facing? It
could be just a normal cyclical correc-
tion after one of the greatest periods of
regional growth in modern American
history.

Or is it a long-term structural con-
traction, as the industries on which
New .England’s prosperity was built
undérgo permanent decline? These in-
clude high-technology companies like
Wang, many of which made the now
out-of-fashion minicomputers or word
processors; military contractors im-
periled by the winding down of the cold
war, and financial service companies,’
which have suffered since the stock .
market crash of 1987.

-hike the high-technology and military

Unlike those who expect the pi1
lems to last a long time, the optim
say ‘they believe that the worst -
happen this year or next year as wa

“and real estate prices continue to 1
and that then a gradual rebound °
ogcur. .
“"%The down cycle was inevitable al
we'hifthe wall’* with an unemploym
rate-below 3 percent and wages ris
almost 10 percent a year, said Karl
Case,- a professor . of economics

"Wdllesley College. “We priced o
selves out of the market so busines.
just'didn’t want to invest here. Thist
nothing to do with high technology
defense.” N -

At the height of the boom years,
1987, for example, Boston became !
highest-priced housing market in |
country. Today, the city has dropped
being -the fifth-costliest housing m
ket, with the median price of an exi
ing single-family house at $182,300,
cording to the National Association
Realtors. But that is still almost doul
the national median of $95,900. -

. But. ather economists . see .deeg
problems. “This is not just cyclic
it’s also structural,”’ said Barry Bh
stone, a professor of political econor
-at the University of Massachusetts
Boston, ..- e

M"‘““ S

In his view, the pillars on which the
New England economy has been built,

businesses, are in trouble and may
have to shrink. ‘“There will be a period
of painful readjustment,” he said.
Diane Swonk, an economist with the
First National Bank of Chicago who
wrote a recent study called “Regional
Winners and Losers,” predicts that
“New England will be at the bottom of
all the regions for growth in the
1990°s.” : _ :

fhe Advantages

ICofnpetitive Edge
‘Will Not Go Away

Most economists agree, however,.
that even with much slower growth,-:
New England will remain one of the
country’s most affluent regions. The.
Commerce Department’s Bureau of
Economic Analysis projects that Con-
necticut, which ranks first amongw ?tlti
states. in r capita income, .
$18,500 a yeg(:, will still be No. 1 in the
year 2000. Similarly, Massachusetts,
which is fourth, is expécted to remain
in that position, while New Hampshire,
which is seventh, is expected to keep

e et
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Economic Pulse

New
~ England

A special report

that ranking. The worst drop is ex-
pected to occur in Maine, falling to 30th
froin 28th. N
One reason for hope that the econ-
omy will rebound, experts say, is that
New England will retain its main com-
petitive advantage: the large number
of universities that produced the found-
.ers of companies like Wang and the
Digital Equipment Corporation, the
biggest employer in both Massachu-
setts and New Hampshire. ‘“Universi-
ties are our natural resource, and we
were able to mine them when the infor- '
mation age came in the 80’s,” Mr. Blue-
stone said. . - |
New England has the highest per-.
.centage of employees in professional,
technical and managerial jobs of any of
the eight regions counted by the Com-
merce Department, said Andrew M.
Sum, the director of the Center for
Labor Market Studies at Northeaste
University in Boston. L -
The economists also stress that the
jgrowth of the 1980's in New Englans

icut and Madeleine Kunin of Vermont
— deciding not to run again. And while
the three Republican Governors in the

region are running again, two of them,."
William DiPrete of Rhode Island and.’
John R. McKernan Jr. of Maine, ap:-

pear to be in trouble, and Judd Greg of

‘New Hampshire faces an unexpectedly

tough campaign. t

But despite this abundance of diffi-
culties, most economists believe that*

New England is far from being in as

bad shape as Texas was in the late
1980°s when the price of oil declined. -

They estimate that after the regional

.economy works off some of the high -
costs of labor and housing, it will rez _

sume a period of slower growth some
time in the next few years.

<

““The real question is how long it wilt " -

take us to work off the excesses of thé

80’s,” said Frederick Breimyer, presi---
dent of the New England Economic’

Project, a nonprofit organization that
does regional economic analyses. .

New England still has several poten-
tial advantages, Mr. Breimyer and.

tracted few new residents even in the
boom years, a result partly of its high
thousing costs and of its climate: But
-this slowly growing population also
means that any improvement in the
economy will reduce unemployment
faster than in regions with greater .
population growth. : T

.funds by 1995, roughly double the na-

‘or both in each state. For example, the

Te

o .

other economists say. For one thing, if'-
has an older and slower-growing popu- -
lation than most other regions and at: '~

The Future

Region AddsUp
Pluses and Minuses

There is more bad news to come. Be-
cause New England, particularly Mas-
sachusetts and Connecticut, benefited
disproportionately from the military
buildup in the Reagan years, the region
will be harder hit than much of the na-
tion as the Pentagon’s budget is cut in
the next few years, said Yolanda K.
Henderson, an economist with the Fed-
eral Reserve Bank in Boston. :

In a study published in June by the |
Federal Reserve, Ms. Henderson esti- |
mated that New England could lose
$4.1 billion to $9.6 billion in military

tional average, and from 57,000 to|
134,000 jobs. ¢ - ; ’

The recessjon, which has led to sharp
declines in state tax receipts and
caused havoc with state budgets, has
resulted in tax increases or budget cuts

largest tax increase in the history of
Massachusetts was signed into law last
week in an effort to raise more than $1
billion to pay for a deficit in the fiscal

year that ended on June 30 and to bal-:
ance the budget for the current year. |
The developments have taken a toll
on New England’s politicians, with the .
three Democratic Governors — Mr.
Dukakis, William A. O’'Neill of Connect-

so soft that Nece Caratelli, a health
food store manager in the upper-mid-
dle-class town of Hampton Falls, has
not had one person come to look at her
house in the two years it has been for
sale.

-In Vermont, Walter Gray, a 58-year-
old inventory manager, was laid off in
December by the General Electric Ar-
mament Systems plant in Burlington,
which makes high-speed machine guns
for aircraft, as it has reduced its work
force to 1,000 employees from 2,000 last
year. Mr. Gray has not found another
job, and like many of the factory’s for-
mer employees is preparing to move
from Vermont. . :

- - In Connecticut, the vacancy rate for
office buildings in the Hartford area
has climbed from 13.4 percent in the
second quarter of 1988 to 20.6 percent in
the same period for 1989 and now to 25

percent this year, according to the real
estate company Coldwell Banker. The

. current national average is 19.7 per-

cent.

- Gerard Cassidy, an analyst with the:
stock brokerage firm of Tucker An-
thony Inc. in Portland, Me,, points to
other indicators of a regional slow-
down. The help-wanted index, for in-
stance, a survey of help-wanted adver-
tisements in newspapers in Hartford,
Providence and Boston, published by .
the Conference Board in New York, has |
fallen from its high reading of 186 in |
the second quarter of 1987 to 80 in|
April.

!

But there remains the critical ques-
tion of what will happen after New
England returns to a normal slower
pattern of development in the next few
years, as Mr. Perna put it. e

Can New England, drawing on its_.
universities and high-technology re-..
sources, develop new indusgrles or .
revitalize its faltering electronics com :
panies so that it can continue having ,
one of the highest rates of productivity -
growth? 0

There are some candidates for new:
industries: computer software and bio- -
technology are often mentioned. But.
Mr. Bluestone is dubious. “They won't-
be the white knight,” he said. They em= '
ploy too few people and there is to0
much competition from parts of the
country that missed out on the conf® -

puter manufacturing boom in the-
1980’s. : R

More important to Mr. Bluestone 1s
how ““‘the current pillars are restruc-
tured,” meaning how well the big com= :
panies like Digital can develop new -
products to replace its minicomputers -
or Pratt and Whitney in Hartford can
make the transition from manufactur-
ing military jet engines to engines for
civilian airliners.

The evidence on this question so far :

is mixed. : :
still, a number of the economists are -
optimistic. “My gut feeling is, if the
American economy is going to make it,
it will be in technology,” said Professor .

!

!

'
}

I
'

Case of Wellesley College. “And tech- -

nology is what we do best.” -
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| Computer eammg‘s contmue thelr shde

i By Gordon McKibben
S chfiy il S

. There was more bleak news on the high :
' technolog front yesterday as Data Gener-
- al Corp. and Teradyne Inc. reported big
- " losges and falling sales, following Wednes-"
+ day’s first-ever loss reported by Digital
" Equipment Corp. of Maynard. 2
- Data General failed to pull out of its
: longtaﬂspmashopedmthethxrdquarter
. and the company is “not likely to be profit-

., able” in the fourth |quarter chief executive L 4

L

_ofﬁcer Ronald L Skates said yesbarday

.The Westborough computer maker's
““third-quarter net loss was 71 cents a share, | i
~compared with 79 cents in the 1989 third
quarter. Sales in the quarter fell to $302.4
‘million from $306.1 million, due mostly to
the continuing fall in demand for the com-
pany’s proprietary line of minicomputers.
The one-time high-flying minicomputer
maker, which suffered its fifth consecutive
quarterly loss, paid the price for surprising
WaIlStreet,wfuchhadexpecbedalossof
o KT < HIGH TECH, Page 22

s

We:

C'Se ales hlt DG, Tera“a" e

1{’? FTQ AT il 35 }'Ia‘t& ‘.ﬂ{:#- #if g

] HIGH TECH T3 e ;,u‘ Boston divisian’s, §1gnal jtestmg
Contmued frorn Page 21 * \ %k lﬁ,eqmpment.uﬁ”q. @,a@"i S
s s.yabout . Teradyne, stock closed yesterday =

40° cents Data General stock Jost, ,’at 8%, down i/ﬁ, 1 3}'3,}.!‘*,.,;& _é ok v
-more than 10 percent of its value in. e At Data Genera] Skates ‘sdid in
active trading yesterday as t.he share . ".an interview. that’he is “dxsapromted

"pnce fell 1 to T8, |

e, in the results, ”whlch fell far

hort of

.!I‘eradyne ‘the Bosmn ‘maker of lns projections ]ast,spnng for FPpos-
test syst,ems for electronic and tele- . 8ible breakeven’ ﬂm-d quarter and -

quarterly ‘sales off nearly 17 percent

1tof$55mﬂhoniﬁ

'1ck Van Veenblamed the figures on> .
weak capital spénding in mdusr.ry, .
_but added that Teradyne is encour-:;

weeks. In particular,

communications ‘producers, reported proﬁtable fourth -
«the company. will | ‘take’ every
_'t.o *$108.571 mﬂhon, 'and a-net. Ioss Of o fumity t0 tuts costs:

$6.9 mxlhon, compared with net prof- ﬂ%re.lleducﬁd
the 1989 quarter, ,, quarter. b

. Teradyne vice “president Freder. .z

};uarter He said |
oppor- .}
Further Lithey -
miIhonm e third |
égl}' _(.{ﬂﬂ_& rﬂr
NP Jayoffs are‘.planned ut; “we
can't say-we will or won't. have lay-

ek

offs, s Skates said., Since ‘Skates ar-

rived at Data General less than four
'aged by a plckup in orders in recent , syears ago, the ‘wark force has been !"
he said, there - reduced from’ more t.han 18000 to
has been strong new busmess for the «about ,11 600 ;" SR l"'l L

o3 i"-?
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THE COMPUTER MUSEUM
Case for Support

Executive Summary

Computers have changed the world. Today they affect people in all walks of life.
And though their impact has already been enormous, still greater changes are imminent.

While computers have become ubiquitous, the public's understanding of them has
not kept pace. If today's youth -- tomorrow's workforce -- are to be inspired to pursue
careers in technology or simply prepared to function effectively within the future
workplace, they must be shown the potential of computing and be encouraged to engage
with it in an accessible environment.

The Computer Museum is the only institution in the world dedicated to educating
the public about computer technology and to preserving its origins. Visitors to the
Museum learn by active participation and direct access to computers. For students, this
informal educational experience provides a complement to classroom instruction or, in
many cases, the only access to education about computers. For historians and scholars, the
Museum is a national center for the collection of an important history. For visitors of all
ages, the Museum experience removes the sense of mystery often associated with
computing technology.

Founded in 1982 as an independent, public non-profit institution, the Museum has
grown rapidly in the past five years. Annual visitation has grown from 30,000 to 150,000,
while off-site impact -- through traveling exhibits and internationally distributed
educational materials -- has spread to more than one million people. The Museum has
assembled the world's most significant collection of computers and, in 1987, it forged an
unprecedented joint collecting agreement with the Smithsonian Institution. The
Museum's operating budget has tripled, with a solid base of earned income and
contributed support from a broad spectrum of corporate, foundation, government, and
individual donors.

Today the Museum is poised to move to new levels of international prominence.
Its strategic plan for 1992-96 calls for dramatic new exhibits that present and explain the
myriad uses of computers in communications, the arts, education, environment, and
business. Through its own offerings and cooperative programs with schools, universities,
museums, and other institutions, the Museum seeks to reach an international audience of
10 million by 1996.

In order to achieve its programmatic goals, the Museum has launched a $7.5-
million capital campaign. Of the total, $5 million will form the basis of the Museum's
operating endowment, income from which will support education programs and
collections management. The remaining $2.5 million will repay an interest-free loan for
the purchase of the Museum's building. Most important, the Campaign's success will help
ensure the Museum's long-term financial stability and continued growth.

The Computer Museum has developed a dynamic and achievable plan to fulfill its
mission of education and preservation. Realization of that plan will depend on the
generosity of those who share a commitment to building a technology-literate society and
to preserving for future generations a history that has reshaped the world.



A Commitment to Education

The Computer Museum plays an important role in addressing today's crisis in
science education through exhibits, education programs, and instructional materials. In
seeking to make technology accessible and understandable, the Museum creates
educational exhibits and materials that are dynamic, fun, and highly informative for
visitors of all ages and backgrounds. The Museum has been a pioneer in the development
of exhibits on computer technology, and has set an international standard for quality and
effectiveness. Through international distribution of educational exhibits and materials,
the Museum influences informal education about computer technology worldwide.

The core of the Museum's educational offerings is its nearly 100 interactive exhibits,
which are displayed along with appropriate contextual and historical materials in an
engaging presentation. Trained Visitor Assistants guide visitors and encourage direct
participation and interaction with the exhibits. The two most recent permanent exhibits --
The Walk-Through Computer ™ and People and Computers: Milestones of a Revolution
-- exemplify the Museum's scope and diversity. While The Walk-Through Computer uses
scale to make a familiar object both exciting and comprehensible, People and Computers,
funded in part by the National Endowment for the Humanities, uses time and history to
illustrate the profound ways in which computers have changed society. The Computer
Discovery Center, a collaborative project with The Boston Computer Society opening in
1992, will round out the offerings even further, with hands-on stations exploring the wide-
ranging uses of personal computers.

However, the most significant impact of the Museum's award-winning exhibits
extends far beyond the institution's walls. As the first and only museum devoted to
fostering an understanding of the history, applications, workings, and influence of
computers, the Museum has become the definitive resource and model for museums and
technology centers seeking to integrate computer exhibits into their offerings. Since The
Computer Museum's founding, hundreds of exhibit developers and museum educators
have visited it to view the displays and to seek guidance in planning and developing their
own computer-related exhibits.

In response to this rapidly growing need, the Museum initiated an Exhibit Kits
Program, funded in part by the National Science Foundation. Through this program, the
Museum develops software, documentation, educational support materials, and
specialized hardware for interactive computer exhibits. The Kits are available to science
museums and technology centers throughout the world, enabling those institutions to
create and install interactive computer displays in the most cost-effective manner possible.
The Museum's distribution plan calls for the installation of at least 270 of these exhibits in
90 institutions by 1996 -- exhibits that will reach four million museum visitors each year.

Like the Exhibit Kits, a series of Educator Kits is now being prepared for distribution
to schools and teachers nationwide. Educators from the middle school level through
college have requested materials on computer history, technology, and applications. To
meet this demand, the Museum is developing a set of teaching tools, including videos,
hands-on projects, educator handbooks, discussion guides, books, and slide sets.



The Educator Kits are based on the Museum's permanent exhibits and are designed
for classroom use. The first such project, a video entitled How Computers Work: A
Journey Into The Walk-Through Computer, with accompanying curriculum and activity
guides, has been highly popular and successful among both student and adult audiences.
New videos, slide sets, and other materials are now being planned for future distribution
to schools, colleges, and libraries.

The Museum's Board, staff and advisors have laid the groundwork for developing
additional ways to reinforce the educational mission through expanded programs, service,
and distribution of teaching materials. As the world's only computer museum, the
institution is compelled to address the international demand for this service. A course has
been charted for the next five years, combining new on-site exhibits and education
programs together with traveling exhibits, exhibit kits, instructional materials, seminars,
lectures, and contests.

The Collections: A Record and Resource

Museums generally derive most of their prominence and importance from
their collections, and these holdings constitute the primary difference
between museums and other kinds of institutions. The collections, whether
works of art, artifacts, or specimens from the natural world, are an essential
part of the collective cultural fabric, and each museum’s obligation to its
collection is paramount.

Museum Ethics

American Association of Museums

Like most museums, but unlike most science and technology centers, The
Computer Museum is defined in part by its permanent collections. The Museum's
collection of artifacts associated with the history of computing has been assembled to help
future generations understand that history and its evolution. Exhibits use materials from
the collections extensively, while researchers outside the Museum -- journalists, authors,
historians, filmmakers, scholars -- rely on the collections for projects as diverse as writing a
novel or documenting first use of a particular technology.

Objects in the collections document the evolution of computer technology from the
1940s to the present day. The holdings include computer artifacts, films, videotapes,
photographs, books, technical documentation, and ephemera, all acquired according to a
rigorous set of standards. More than one object has been rescued from the trash heap,
saved and catalogued through foresight and a commitment to historical preservation.

Highlights of the collections include UNIVAC I, the first commercially-sold
computer; Whirlwind, the first real-time computer incorporating the first core memory;
NEAC 2203, the first commercial Japanese computer, and Kenbak I, the first personal
computer. Historical films and videotapes document major events in the history of
computing and provide oral histories from computing pioneers. The technical document
collection includes manuals, engineering notebooks, and memoranda about computers
and their components -- material that no other institution saves -- while the library
provides an overview of the industry through its publications.

3



Because the Museum is home to the world's most comprehensive collection of
historic computers, artifacts, and documentation, it is imperative that its holdings be added
to judiciously, managed properly, and made available to researchers. The long-range plan
calls for the production of a catalog of the collections by 1993, and distribution of it through
the Museum's store and mail-order division to individuals, universities, libraries,
museums, and technology centers. Completion of this major effort will further strengthen
and enhance the Museum's national and international role.

The Need

The Computer Museum is at a turning point. As the Museum nears the end of its
first decade, it looks back on a proud record of achievement. It has attracted an
international following and has become a resource and model for researchers, museum
professionals, and educators. Today it reaches over one million children and adults each
year through on-site and cooperative exhibits and education programs.

The Museum's Board of Directors has approved a plan for growth that lays the
groundwork for reaching an international audience of 10 million people around the world
by 1996, and will continue to plan for future growth and the long-term vision for The
Computer Museum. The key to the realization of that plan is the completion of a $7.5-
million capital campaign.

The $7.5-million goal has two equally important segments: $2.5 million will be
applied toward the purchase of the Museum's building and $5 million will be placed in an
endowment fund. When the Museum moved to the Boston waterfront in 1984, it was
granted an interest-free loan of $2.5 million for the building down payment. Without
generous support on that level, the Museum would not have been able to grow at the rate
that it has. However, the loan comes due in 1993, and the Museum is obligated to raise
outside funds in order to repay it.

The establishment of an operating endowment is critical to the Museum's future.
The Museum currently has no endowment or reserve fund, and every dollar of the
operating budget must either be earned through admission revenues, merchandise sales,
and other fees, or solicited through the Annual Fund appeal, The Computer Bowl, and
project support. This leaves the Museum vulnerable to economic fluctuations and limited
in its ability to plan with a great degree of certainty. The long-range plan calls for
significant growth in earned revenues, primarily through admissions and Museum Store
sales, as well as continued expansion of the base of contributed income. However, it also
calls for the creation of an endowment, a restricted fund that will provide income to
support expansion in educational programming and public service as well as collections
management and growth. In order to support the projected budgetary growth, the
Museum must begin to build an endowment.

The Computer Museum has both similarities to and differences from other types of
museums, be they art-, science-, or history-related. Like all museums, it has a mission of
public service; without such a mission it would not be eligible for the generous tax benefits



allowed by the federal government and would not be able to solicit tax-deductible gifts. In
the case of The Computer Museum, that mission is manifested through a commitment to
collection and education. However, unlike many other non-profit institutions, The

Computer Museum is not sustained by an endowment built by generations of supporters.

The Museum has benefitted from the generosity of many within the computer
industry who share its vision of education and preservation. Today, in order to grow, it
must garner support from all who are affected by computers and technology -- pioneers
and inventors within the industry, individuals and corporations that develop, use or rely
on technology, and civic leaders who recognize the need for a computer-literate society and
workforce. Now is the time to ensure the Museum's future. Now is the time to invest in
the vision and mission of The Computer Museum.



The
Computer
Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

May 31, 1991

Mr. Gardner C. Hendrie

Sigma Partners

300 Commercial Street, #705
Boston, Massachusetts 02109

Dear Gardner:

After a year of study and planning, we are preparing to launch the "quiet
phase" of The Computer Museum’s Capital Campaign. As you know, the
Campaign was initiated to address two critical needs: the $2.5-million
loan repayment for its building; and the establishment of an endowment.

As we launch this Campaign, we are confident that the Museum will reach its
goal. The clear momentum and direction that the Museum has achieved in the
past few years will be most helpful. Ve are fortunate to have an
international group of individuals, corporations, and foundations, to which
we can turn for support.

I have agreed to Chair the solicitation of Campaign gifts from members of
the Museum’s Board. As with every campaign, this is the first stage, and
is absolutely necessary before we can ask others to contribute. Our goal
is to obtain 100 percent participation of the Board, with gifts and pledges
that are generous within the means of each individual. We must complete
Board pledges by the October board meeting.

Together with other Campaign volunteers, I plan to contact every member of
the Board within the next few months to schedule a personal meeting to
discuss the Campaign and their commitment to it.

Enclosed is a copy of the draft of the Campaign "Case for Support". Ve
welcome your comments on it.

I look forward to talking with you in the coming months. Thank you in
advance for your support.

Sincerely,

T’V‘“‘]e‘u/ Were off od mnm‘va e

Anthony D. Pell
Chairman, Board Campaign Gifts

Enclosure
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CONFIDENTIAL PROSPECT PROFILE

David Marbury (Dave) Donaldson, Esquire

office: Ropes & Cray

One Internaticnal Place
Baston, Messachusetlts D2110-26%Z4
phone: (617) 951-7230
FAX: {€17) 951..7050
assigtant: HNancy Smith

home: 22 Vestoan Road

!l'l'"

v ‘
e
!

Lincoln Center, Massachuy
phone! (617) 239-B824

Biograpfl&al Information

born in Lincoln, MA on 4/27/38
married {(wife, Lynn Burrows); 3 childrzen (Sarah, Robert, Rachel - one
of the girls i{s nov & student at Harvaird)

Unitarian (deacen, First Parish Church in Lincoln)

A.B, in 1960 and L.L.B. in 1963, Harvard University

Board, Radcliffe Col e

Emerson Hosplital (and Campaign voluntesr)

Harvayd Law ﬁchoul (vigiting commivtee)

Catroll Schocl (trustee)
Secratary, Hatvard Class ¢f 19¢0
Member, Barvard Club of Boston
Member, VGBH Endowment for Program Exce
Town of Lincoln, Planning Board f'wi?«?

Moderator (1%78-presen

L)

neighbor of Ken Olsen (Digital)

-]

:-»—-r-

..JQT‘

[
-
f£.
1]

lence Campaign Commi

Professiona‘ History

i

1961-65, Lecturer, Lav, University of Singapore

1965-present, Partner, Ropes § Gray

(chairman, tax depariment and expert on tax-exempl organizations and

charitable contributions)

Lacturer, Barvard University Extension School

Director, Charrette Corp

Lemire & Co,, Inc.

Author, Ha: cvacd _Hanual on Tax Aspects of Charltable Givin

Fellow, American Bar Foundation - B
ABA Soclety

Member, National Assaciscion of Colle
{director 1985-87)
American Bar Asscclation
Massachusetis Bar Aszociation
Boston Bar Asscciation (beard, Volunteer Lavyers Proiec:,

Indicators of Vealth

L d

No published record ¢f investments availalle.

Property: House and lot at 22 VWeston Road assessed at $5625,800; also
ovn house and lot at 33 Tover Road in Lincoln, assessed at 5384,200
and adjolning lot (3 acres held under a 30-year conservation),
agssessed at $20,200. David and Lynn are co-owners of all properties
and all assessments are for fiscal year 1991 and reflect the full and
fair market value,

i
[§4
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Confidential Prospect Profile
David M. Donaldson
Page Two

TCM Affiliacion

1983 -~ present, Board of Directors

1984 - present, Museum Wharf Board

1991, Campaign Committee

former member, Executive Committee

Nominating Committee (Vice Chair)

- 1/17/91, hosted long-range planning retreat at Ropes & Gray
- provides pro-bone counsel

Possible Solicitors
Gardner Hendrie
Tony Pell

Bill Poduska

Ed Schwvartz

Oliver Strimpel

TCM Personal Giving History

12/30/90 55,000 Annual Fund 791

12/21/89 5,000 Annual Fund 90

12/29/88 1,000 Annual Fund /89

12/19/88 5,000 Capital Campaign (final payment on $10k pledge)

12/23/87 5,000 Capital Campaign (first payment on $10k pledge)
08/14/86 200 Executive Committee retreat expenses
12/85 100 Membership

11/09/84 5,000 Capital Campaign (from JY Boldings Corp.)
EST. TOTAL $§78,300

TCH Corporate Giving History (Ropes & Gray)
12/31/90 $3,000 Corpotrate Membership - Patron

12/27/90 1,500 Breakfast Seminar Sponsorship
02/017%0 3,000 Corporate Membership - Patron
09/28/88 3,000 Corporate Membership - Patzon
07/26/868 889 Breakfast Seminar Sponsorship
07/25/88 1,000 Computer Bowl ’88 cheerleader
11/24/87 3,000 Corporate Membership - Patron (from JH Management)
08/28/86 Braakfast Seminar Sponsorship

563
01/07/86 , 000 Corporate Membership - Patron

EST. TOTAL $1B,

Other Giving
Harvard = significant donor, gave §$%.000 jn 1983 and $38,000 in 1986
(possibly a 25th reunion stretch gift), more recent giving could not be
determined.

-~ WGBB ~ in 1989/90, gave annual gift (The Ralph Lowell Society) of
betveen 52,500 and $4,999

Next Step
6/13/91 Pell and Strimpel to solicit for Board Campaign gift

Sources: Board files/Development files; Database; Who's Who in America,
1990/91; Towvn of Lincoln Assessor’'s Office; WGBH Finaneial Year 1990
report.

J¥: 6/4/91




The
Computer
Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

1)
2)
3)
4)

CAPITAL CAMPAIGN

Working Capital Group Meeting 11,/20,/90

AGENDA

Discussion of proposed plan and time table
Recruitment and scheduling of Planning Committee
Hiring consultant

Hiring staff coordinator/review of job description
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Campaign Coordinator

Reporting to Director of Development and Public Relations, the
Campaign Coordinator will assist the board and key staff in all
aspects of the Capital Campaign coordination and implementation.
Responsibilities will include:

-Organizing and scheduling meetings and appoinments for and with
board, staff, volunteers, consultants, and prospects
-Researching, developing, and maintaining prospect lists
-Maintaining prospect and donor data base

-Drafting and distributing campaign related correspondence and
mailings

-Coordinating campaign related staff efforts

-Organizing and scheduling all cultivation events and activities

r—— ——— O ———————4

p————— —— %
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VI. RECOMMENDATIONS

1. The Board should appoint an ad hoc planning commit-
tee. This group should work with the Museum staff to review
and clarify long-range plans for programs, exhibits, collec-
tions, fund raising, and marketing. An overall strategic
plan, or business plan, should be developed showing the
institution's goals and objectives and strategies for
achieving them. The value of this plan in fund raising --
particularly among The Computer Museum's target constituency

-- cannot be overemphasized.

2. A case for sﬁpport should be prepared for use in
annual and capital campaign fund raising. The case will
serve as the basis for all campaign materials. It shbuld
reflect the Museum's strategic plan and need for building
and endowment support, and should include the following

points.

a. The Museum serves a national and international audience
through collections, research offerings, exhibits, and
programs. It is a resource to other educational insti-
tutions and museums, offering exhibit kits and travel-
ing exhibits, and serving as a model for education in
computer literacy. It has a long-range plan in place
to further strengthen its educational role and geo-
graphical scope through outreach and cooperative pro-
gramming.

b. The Museum is the only institution of its kind. It
functions as the central repository for the history of
the computer industry.

50



c. Although it was founded with the generous support of a
single corporate donor, the Museum has succeeded in
attracting a wide range of funders. One objective now
is to reach -- as audience and funders -- the large
group of individuals and corporations that use comput-
ers but are not directly involved in the computer
industry.

The case must also demonstrate the specific benefits
that will derive from the purchase the Museum building and

establishment of an endowment education.

3. The Museum should conduct extensive prospect re-
search and distribute prospect dossiers to a development
review committee. In preparation for a campaign, all donor
and prospect files (national and international corporations,
foundations, and individuals) must be brought up to date and
assessed by a prospect re&iew committee. All prospects must
be assessed as to readiness for solicitation for an annual
gift, specific project support or sponsorship, or a campaign

pledge.

4. A Campaign Steering Committee should be recruited.
An effecfive campaign chairman should be an individual of
national or international prominence, capable making of a
significant campaign gift, and able to devote volunteer
time. The campaign may be structured with an honorary
chairman in addition to a working chairman. The committee

should include subcommittees for different segments within
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the industry, Board gifts, Cultivation, Prospect Review,
Foundation Gifts, and such giving levels as Lead Gifts,

Supporting Gifts, and Community Gifts. (See Appendix A.)

5. The Museum should make a special effort to cultivate
West Coast prospects. 1In general, donors from the West
Coast currently view the Museum as a valuable institution in
terms of its role as a central repository and educational
model, but feel a primary obligation to support local non-
profit institutions. The Museum can communicate its nation-
al role through the Computer Bowl, temporary exhibitions,
and cooperative programming with other local institutions.
The Board should continue to appoint Directors and Trustees

from different geographical regions.

6. The Development Office should strengthen communica-
tion with the New England funding community. Representa-
tives from foundations and corporate giving programs should
be added to all Museum mailing lists for press releases,

" invitations, and general announcements. Individual meetings

with funders should be scheduled, preferably for Museun

tours.

7. All participants in this study should be thanked. A

brief letter should be sent to all interviewees, thanking
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them for their time and informing them (in general terms) of

the Museum's plans.

8. As the campaign progresses, the Development Office
should assess personnel needs and add staff. It will be
essential that all campaign communication be conducted with
efficiency and a high standard. A campaign coordinator/
researcher should be added to the staff early on, and other
positions (administrative assistant and director of major

gifts and/or corporate and foundation gifts) later on.

9. The Museum should institute a formal cultivation
program. A brief audio-visual program, based on the cam-
paign case for support, should be prepared for showing in
informal social gatherings of campaign prospects. The
objective of the cultivation program should be to introduce
prospects to the Museum and its long-term funding needs. A

Cultivation Chairman should be appointed to supervise this

effort.

10. The Museum should continue to seek new sources of
support for annual and project support. Not all of the
Museum's prospects will be interested in supporting the
campaign. In fact, many corporations have already indicated
‘that their preference is to sponsor specific programs and '

exhibits. Throughout the campaign effort, the Museum should
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continue to identify and cultivate donors for annual and
project support, and should continually review and upgrade

what means of recognition it can offer sponsors.

11. Campaign Timetable

A. Campaign Preparation and Institutional Advancement:
November 1990 - October, 1991

Decemeer, - February

Novembe¥r, 1990 - January, 1991

Appoint ad hoc planning committee

Prepare strategic plan

Prepare campaign case for support

Hire campaign coordinator/researcher

Begin prospect research and review

Identify candidates for campaign chairman and
honorary chairman

Hold regular meetings of Capital Funds Working Group

m . Ma
Fé;;$t¥y - Ap:fi, 1991

Complete case for support

Prepare audio/visual presentation

Review all prospect lists

Identify prospects for annual support

Recruit campaign chairman

Recruit campaign steering committee

Continue prospect research

Solicit Board and lead gift pledges

Develop recognition opportunities/naming opportunities
for annual, project, and campaign donors

Hold meetings with local funders

Develop structure for a Museum "friends" group:;
recruit chairman

June - Auaust
May - J—uqi? 1991

Produce audio/visual presentation

Hold meeting of campaign steering committee
Hold volunteer training seminar

Launch cultivation program

Solicit Board and lead gift pledges

Contact local funders for personal meetings
Continue prospect research
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Scp’&mbef' ~MNorember
August - Oetoeber, 1991

Complete Board solicitation

Continue lead gift solicitation

Review all prospect lists

Prepare major gifts prospect lists

Assess fund-raising progress and adjust goal if
appropriate

Continue prospect research

B. Campaign Solicitation Phase: November, 1991 - October,
1993

December May
Nevember, 1991 - April, 1992

Begin major gifts solicitation

Continue solicitation of annual gifts

Continue cultivation program

Hold regular meetings of campaign steering committee
Produce and print campaign brochure

Add campaign staff, as appropriate

Submit proposals to corporate and foundation campaign

prospects

Follow up all prospects that have been cultivated
Continue prospect research .
(Hold campaign kick-off event J hold al-ﬁul

Hold volunteer training seminar

Prepare prospect lists for supporting and community
gifts solicitation

Continue cultivation program

Hold regular meetings of steering committee

Submit corporate and foundation proposals

Hold West Coast cultivation events

DE.( embtr = N\
November, 1992 - AézgiL 1993

Continue prospect research and review

Complete outstanding solicitations

Hold West Coast cultivation events

Continue volunteer training

Hold regular meetings of steering committee

Launch supporting and community gifts solicitation
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Jln«ﬂ - N@be/
May - October, 1993

Continue to submit and follow up corporate and
foundation proposals

Conduct direct mail phase of campaign to lower-level
donors

Follow up all outstanding solicitations
Plan and hold victory celebration

Continue to conduct prospect research and review for
annual and project support
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. Pell, Rudman & Co., Inc. 40 Rowes Wharf
Pe Boston, Massachusetts
02110

617 439-6700
Rudman A e

November 1, 1990

Mr. Gardner Hendrie

Sigma Partners

300 Commercial Street #705
Boston, MA 02109

Dear Gardner:

I think that some of the "case" ideas of the
Directors' meeting were excellent and imaginative.

My view is that the fund raising for specific programs
is an "easy" fund raising activity for the Museum. It has had
great success in this in the past and should continue to do so
going forward. I do not share the general optimism that $ will
easily be raised for the Museum's endowment. Perhaps the theme
for the campaign can be to raise the funds to build the support
and staff to be the innovative producer of programs and
products which relate broadly to computer education. This
would enable the Museum to go out as specific program ideas are
developed to find sponsors for those programs. The key, in my
view, is to link the two efforts for the fund raising drive but
to be clear that the $5,000,000 campaign is for general, not
specific, purposes. The opportunity is to be the Channel 2 of
the Science Museum world - The entity to which Science Museums
around the world look for innovation and products relating to
computer education and training.

Some care should be exercised in accepting illiquid
stocks. The Museum has already had some experience with this.
As you know, these values can be pretty fragile. What sort of
discount should they be carried at by the Museum, and how does
that price relate to what the donor - entrepreneur - is trying
to claim as a charitable gift? There have been some recent
incidents where museums lost their tax-exempt status for
consenting to arrangements which give taxpayers inflated tax
deductions. An unanticipated writedown of Museum assets would
seem to be highly probable if it is carrying too much private
company stock. Writedowns of fully liquid stocks are enough to
worry about!



November 1, 1990
Page 2

I would 1like to remain involved with the capital
campaign, and leave it to your discretion as to what Committee
I can be most useful on.

I would like to organize a lunch to acquaint you with
Dave Riddeford and Greg Stone, who are responsible for our
venture capital fund. We are able to invest roughly $1 Million
in any particular company, anticipating that the payments would
be in stages. Our focus is regional (i.e. the Northeast) and
we concentrate on technology, medical instrumentation and
services and telecommunications.

Very truly yours,

Anthony D. Pell
President

ADP/Jjaa



LIST OF PERSONS WHO INDICATED INTEREST IN WORKING ON THE CAMPAIGN

Gene Amdahl
James Baar
Edward Belove
Gwen Bell
Larry Brewster
Richard Carpenter
Richard Case
David Chapman
Jon Eklun
Bob Everettt
Richard Greene
Gardner Hendrie
Peter Hirschberg
Max Hopper
Ted Johnson
\Mimh_@p@
Fritz Landmann
Andy Miller
Hugh Miller
Christopher Morgan
Laura Morse
Suhas Patil
Nicholas Pettinella
Bill Poduska
Jonathan Rotenberg
Grant Saviers
Paul Severino
Robert Shafto
Hal Shear
Michael Simmons
Irwin Sitkin
Gordon Smith
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Cctober 31, 1990

Pr. Oliver Strimpel
Executive Director

The Computer Museum

Museum Wharf

300 Congress Street

Eoston, Massachusetts 02210

Dear Dr. Strimpel:

It has been our pleasure to work on the fund-raising strategy for
The Cemputer Museum. Should the Museum wish to continue working
with The Charles Webb Company, Inc. as fund-raising counsel, we
wculd be prepared to offer the following services during the
Campaign Preparation/Institutional Advancement phase of Novemker
1990 through October 1991.

’

on” Facilitate and'guidc the dcvc}opmcnt of the institu-
tion’s strateagic plan.  The final document should ke
clear and cencise, and sheuld include market projec-
tions, services, operating and capital needs, financial
projections, and the fund-raising plan.

2. Research and write a comprehensive case for support.
04 Two different versions would be prepared, for annual
support as well as the capital campaign. Several
drafts would be anticipated, with the opportunity for
discussion and comments from Board, volunteers, and
staff. This document would form the basis for other
materials to ke written by ccunsel, including:

P

SR . - - | -
Ok( 2) the scripgt fcecr an audic/vicu2l presentcaticn:
~—————
. - - - - - - & - - - - - -
o cuoLo L Atleon hanmi-cut £cr use 1n the culsivaticn

P - . . . q b
oK<} a vclunteer training kit.
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nigues fcr research and reccri-xeeping;®supervise deonor
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ctober 31, 1990
page two

4..Assist in the identification, recruitment, and training
h,uy7 of campaign volunteers, including the steerlng Commit-~
tee members, a campaign chairman, and chairs of cam-
paign subcommlttees.

viae. . . . .
5. ééeéaee an audio/visual presentation for use in donor
cultivation.

6. Provide specific guidance in the cultivation of West Coast
HTMJ7 prospects. Prepare spec1f1c written materials (a simple
brochure, or hand-out) explaining the Museum’s national and
fPfMd’lnternational role and documenting its achievements in
o~ 287 different geographical areas. Work with campaign staff and
volunteers to develop specific strategies for reaching
donors for capital or project support.

. Organize a Cultivation Proaram, providing guidelines
(»%At' for the committee and volunteers, recommendations for
Ed follow-up, and reccommended script for speakers. Assist
in recruitment of chalrman and committee and provide
training and guidance

8. Supervise Board and Lead Gift solicitation, including
0 preparation of prospect lists, prospect review and
analysis, and development of cultivation and solicita-

tion strategieg.

et 0 55Ut v Puperny o
oK 9. ér—epa—sg% list of namlft opportunities for use in

solicitation calls.

0K 10. Conduct voluntecer training seminars for campaign work-

ers.
oK1, Provide a !cnthlv Action Plan for both fund-raising
a“”‘ czuns2i and Museun statff and vceclunteers, with tasks anz
deadlines fcr the campailgn.
Rngli As3ist in staff recruitsent and training, where appr
Friate.
1. Cffer ceaneral fund-ralsing ccunsel and participaticn az
1 whatever levels are necessary and appropriate, withy,
recard to staff functlions, Board and committee meet-
ings, and diresct assistance te the adnministration of
the Museunm’s LCevelopnent office



D, Qliver Strimpel
Cctober 31, 1990
page three

(52& 14. Attend meetings,of the Steering Committee and subcom-

mittees. as ’r05‘5‘b’€ Con our SCLU.M D)

15. At the close of Phase I, evaluate campaign progqress and
advise the Steering Commlttee on the adjustment of the
goal.

Oour fee for these services would be $6,000 per month, invoiced on
the first of each month and payable within thirty days. In
addition to our fee, we invoice out-of-pocket expenses, 1nclud1ng
transportation, hotels and meals, photography and studio time for
the audio/visual production, postage, photocopying, fax and
courier, telephone, and other related expenses. In all cases
expenses are kept to an absolute mininum commensurate with opti-
mum service to our client’s cause, and any extraordinary items
are cleared with you in advance.

It lg undgrgtood that The Charles Webb Company, if cngagcd will
ip all dLClJlO s_af 3. the campai in_and

involvement.
AV,

This contract may be canceled by either party with or without

cause upon written notice thirty (30) days prior to the month in

which the contract is to be terminated.

If the Board of Directors of The Computer Museum wishes to move
forvard with our continued assistance, this may serve as our
Letter of Agreement if you will sign both copies and return one

to our office.

(AGREZD) (AGREED)
The Charles Wekk Ccompany, Inc. The Computer Musaunm
N YT
L/ L _’, (./u'/‘l/’/—‘ E‘j'
‘Charles D. he": Presicent

e
o (L2732 @40 Date



THE COMPUTER MUSEUM
PROJECTED CAMPAIGN BUDGET

Consultant Fee
Consultant Expenses

SUBTOTAL
Printing
Telephone, Fax, Xerox
Staff Travel and
Donor Cultivation
A/V Presentation
SUBTOTAL
Additional Staff Member

TOTAL

Phase I

(12 months)

$ 72,000
9,000

$ 81,000

$ 6,000
3,000

3,000
1,500

$ 13,000
T.B.D.

$ 94,000

Phase IT

(24 months)

$144,000
20,000

$164,000

$ 20,000
7,000

8,000
0

$ 35,000
T.B.D.

$199,000
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The
Computer
Museum

300 Congress Street
Boston, MA 02210

(617)426-2800
DATE: November 27, 1990
TO: The Computer Museum Executive Committee
FROM: Oliver Strimpel
RE: December 3, 1990 Agenda

The agenda for the next meeting (7:30 a.m., 5th floor conference
room) is enclosed. Also enclosed are the October financial

statements.

I look forward to seeing you next Monday.

/53

Enclosures




The
/Computer
- Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

Executive Committee Meeting
December 3, 1990
7:30 a.m.

Operations Update

Milestones Exhibit

Capital Campaign: Recommendations for planning
activities and staffing from the capital campaign
working group.

Cash flow projections based on Capital Campaign Schedule



GOAL: $300,000

SPONSOR

Presenter
ACM

Undervriter(s)

Apple

Official Sponsors

AT&T

AMD

Andersen Consulting
BASF

Kubota

MPAE

Metaphor

Price Waterhouse
Robertson, Stephens
Stratus

Visix

Satellite Sponsors

Borland

Table Sponsors

Forster

Cheerleaders

Individual Tickets

East Coast
West Coast

kpj/11/29/90

THE 1991 COMPUTER BOWL

Revenue Report (FY 91)
November 29, 1990

COMMITTED: $145,000 RECEIVED: $51,000
COMMITTED RECEIVED GOAL SUBTOTAL
(committed)
$ 50,000
$47,500 $ 47,500
$ 25,000
$10,000 $ 10,000

(815,000 in-kind for set)

$125,000 $105,000

$10,000
$10,000 :
$ 9,000 $ 9,000
$ 9,000 $ 9,000
$10,000 $10,000
$10,000
$10,000
$ 9,000 $ 9,000
$10, 000
$ 9,000 $ 9,000
$ 9,000 $ 9,000
$ 15,000 $ 5,000
$ 5,000 $ 5,000
$ 50,000 $ 2,500
$ 2,500
$ 5,000
$ 18,000
$ 12,500



REVENUES:
Operating Fund
Capital Fund

Total Reverwes

EXPENSES:
Operating Fund
Capital Fund

Total Expenses

NET REVENUES (EXPENSES)

THE COMPUTER MUSEUM
STATEMENT OF REVENUES AND EXPENSES
CCHMBINED OPERATING AND CAPITAL FUNIDS

(¢ - Thousands )

EOR THE EOUR MONTHS ENDED

10/31/89 10/31/90 FY91 FY91
ACTUAL BUDGET  ACTUAL FAV(UNFAV) BUDGET  FORECAST

524 561 650 89 167 2,019 2,144

361 158 168 10 6% 1,011 1,028

805 719 818 99 147 3,020 3,172

473 665 601 64 107 1,992 1,962

266 222 284 (62)  (287) 1,138 1,238
739 887 885 2 17 3,130 3,200

$146 ($168) ($67)  $101 602 ($100) ($28)

SUMMARY:

For the four months ended October 31, 1990, The Museum operated at a deficit

of (67K) coampared to a budgeted deficit of (168K). As of October 31, 1990
total cash and cash equivalents amounted to 359K.

OPERATING: Operating revenues were 161 over budget due to strong earnedrevenue
streams. Expenses were 101 under budget due mainly to lower personal costs
(vacant positions).

CAPITAL: Capital revenues were 6% over budget. Capital expenses were
28X over budget due to unbudgeted Walk-Through Video expense in Exhibits
Development (funding which was received in FY90).



* THE COMPUTER MUSEUM
‘ STATEMENT OF REVENUES AND EXPENSES
OPERATING EUND
- ( § - Thousands )

EOK THE EOUR MONTHS ENDED

10/31/89  =meee—- 10/31/90------- EY91 EFY9l
ACTUAL  BUDGET ACTUAL FAV  (UNEAV) BUDGET FORECAST
REVENUES:
Unrestricted contributions: 131 $109 107 (2) (1%) 600 389
Restricted contributions 57 47 30 an (36%) 315 309
Corporate memberships k) 35 K} (24) (447) 200 200
Individual memberships 15 17 14 (3) (20%) 92 72
Admissions 133 149 275 126 854 370 496
Store 83 112 us) 6 hY4 268 276
Functions 62 64 71 7 19V 153 162
Interest Income 4 3 2 n 0% 4 6
0ther 8 5 2 (3) (60%) 97 34
Gain/Loss on Securities 0 0 0 0 0z 0 0
Total Revenues 524 961 650 89 162 2,019 2,144

EXPENSES:

... Exhibits Development 0 47 7 40 852 204 175
Exhibits & Collection 44 46 45 1 2% 123 120
Education 63 82 97 (19 (18%) 261 273
.Marketing & Memberships 3 144 106 38 262 391 370
General Manageaent 89 83 83 0 0x 239 240
Fundraising 2] 43 41 2 X 182 183
Store 66 % (3) (37%) 232 240

. Eunctions 22 29 28 1 31 74 7%
Museum Wharf expenses 86 93 95 0 4 286 286
Total Expenses 473 663 601 64 101 1,992 1,962

. NET REVENUES(EXPENSES) $51  ($104) $49 $153 1472 . 827 $182



THE CONPUTER MUSEUM

STATEMENT OF KEVENUES AND EXPENSES -
CAPITAL EUND
( ¢ - Thousands )

EOK THE EQUR MONTHS ENDED

10731789  -emmee-- 10/31/90-------- EY91 FY9l
ACTUAL BUDGET  ACTUAL FAV  (UNFAV) BUDGET EQRECAST
REVENUES:
Unrestricted Contributions $11 $15 $30 $15 04 250 230
Restricted Contributions 330 143 133 ($10) (7% 761 771
Interest Income 0 0 7 $7 100% 0 9
Gain/Loss on Securities 0 0 (2) ($2) (1002) 0 (2)
Total Kevermes 361 158 168 10 6% 1,011 1,038
EXPENSES:
Exhibits Development 113 83 139 (76) (92) 746 839
_ General Managesent 80 21 22 (1) 0x 90 85
Eundraising 2 68 93 15 22% 135 147
Wharf mortgage - . 92 50 30 0 02 . 147 147
. Total Expenses . . 266 222 284 (62) (28%) - 1,138 1,238

NET REVENUES (EXPENSES) . $95 (464) ($116)  ($52) (81%) ($127)  ($210)




ASSETS:

Current:
Cash
Cash Equivalents
-Investaents
Receivables
Inventory
Prepaid expenses
Interfund receivable

TOTAL

Property & Equipaent (net):
Equipment & furniture
Capital improvements
Exhibits

Construction in Process
Land

Total

TOTAL ASSETS

LIABILITIES AND EUND
BALANCES:

Current:
Accounts payable and

accrued expenses

Deferred income
Line of credit/Loan Payable
Interfund payable

Total

Fund Balances:
Dperating
Capital
Plant

Total

T0TAL LIABILITIES AND
EUND BALANCES

THE COMPUTER MUSEUH

BALANCE SHEET

10/31/%

OPERATING  CAPITAL  PLANT T0TAL T0TAL
EUND EUND EUND 10/31/90  6/30/90
$61,197 $61,197 48,298
297,985 297,985 282,190

$0 0 53,33

10,827 10,827 120,302
62,697 62,697 63,212
5,621 1,564 7,185 15,238
509,938 509,938 617,702

438,327 511,502 0 949,829 1,160,305
- $45,442 45,442 45,442

- 651,467 651,467 651,467

- 1,016,738 1,016,738 1,016,738

- 71,084 71,084 71,084

- 24,000 24,000 24,000

0 7,084 1,737,647 1,808,731 1,808,731
$438,327  $582,586 $1,737,647 $2,758,560 $2,969,036
$63,784  $47,734 $131,518  $158,341
8,938 - 8,938 16,938

0 - 0 0
509,938 - 509,938 617,702
602,660 47,734 0 650,394 792,981
(164,333) (164,333)  (213,272)
534,852 534,852 651,680

$1,737,647 1,737,647 1,737,647

(164,332) 534,852 1,737,647 2,108,166 2,176,055
$438,327  $582,586 $1,737,647 $2,758,560 $2,969,03




Cash provide by/(used for)

operations:
Excesss/(deficiency) of
support and revenue
Depreciation

Cash from operations

Cash provided by/(used for)
working capital:

Receivables

Inventory

Investuents

Accounts payable

& other current liabs

Deferred income

Prepaid expenses

Cash from working capital

Cash provided by/(used for)
Fixed assets

Net increase/(decrease) in
cash before financing

Financing:
Interfund pay. % rec.

Iransfer to Plant
Line of credit/Loan Payable

Cash from financing

Net increase/(decrease)
in cash ¢t investeents
Cash, beginning of year

Cash, end of period

THE COMPUTER MUSEUM ‘
STATEMENT OF CHANGES IN CASH POSITION

10/31/90
OPERATING  CAPITAL  PLANT 10TAL T0TAL

EUND EUND EUND 10/31/90  6/30/90
$48,939  ($116,828) $0  ($67,889)  $748,966
0 0 310,606

48,939  (116,828) 0 (67,889) 1,059,572
109,475 109,475  (83,875)
(515) (515 (19,504)
53,363 53,33  (15,863)

16,919  (43,742) (26,823) 81,895
(8,000) (8,0000 (5,292
9,579 (495) 9,084 (8,011)
127,458 9,126 0 13,584  (50,650)
0 $0 0 (996,328)

176,397 (107,702) 0 68,695 12,504
(107,702) 107,702 0 0
0 0 0 0 7,564

0 0

(107,702) 107,702 0 0 7,564
68,695 0 0 68,695 20,158
290,487 0 0 290,487 270,329
$359,182 $0 $0  $359,182  $290,487




The
Computer
Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

DATE: May 4, 1990
MEMO TO: Capital Campaign Working Group
FROM: Janice Del Sesto

I wanted to remind you about our next meeting on Wednesday,
May 9, at 8 am in the 5th floor conference room. On the
agenda will be a review of the interviews Oliver, Gwen, and I
have had with various fundraising consultants.

For your information, I am enclosing the two proposals and
client information we have received from the Corcoran Company
and The Charles Webb Company.

There are reserved spaces for you in front of the Museum. I
look forward to seeing you on Wednesday.



ROBERT J. CORCORAN COMPANY Fund Raising Counsel

II.

III.

Iv.

274 SUMMER STREET ¢ BOSTON ¢ MASSACHUSETTS 02210 o 617 ¢ 423-1330

April 20, 1990
MEMORANDUM OF AGREEMENT BETWEEN
ROBERT J. CORCORAN COMPANY
and

COMPUTER MUSEUM

Robert J. Corcoran Company (RJCC) is pleased to furnish professional
fund-raising counseling services to the Computer Museum (CM), a non-
profit Massachusetts Corporation. The following will serve as a
Memorandum of Agreement between the parties.

RJCC will provide up to 10 hours of counseling services if needed to
assist the CM in carrying out the necessary steps prior to conducting an
effective feasibility study.

The counseling services would include assisting the CM in:

1.

2.

The preparation of presentation booklet explaining the institution
and its needs.

The development of a cross-section of individual names to be reviewed
in order to identify those who would be the most knowledgeable about
the feasibility of a campaign.

RJCC will undertake a feasibility study to determine the level of capital
funds CM is capable of raising.

RJCC agrees to provide the following professional services to CM:

1.

2.

Create an introductory letter to be mailed by CM to those to be
interviewed.

Design a questionnaire to be used in interviews and in the
development of specific information.

Finalize the list of individuals to be interviewed concerning CM's
capital needs.

Arrange appointments for approximately 40 personal interviews with a
cross-section of the market which best reflects opinions on the
image, the proposed needs, the sources of funds, the quality of
leadership, and the timing of a possible campaign. -



5. Conduct personal interviews lasting on an average of one hour each.
6. Compile and evaluate the results.

T. Submit a written report to the Board of CM. If a capital campaign
is appropriate, the report will detail an over-all fund-raising
plan, including a realistic goal, sources of funds, a gift table, a
time schedule, an organizational chart, and job descriptions of
campaign leadership. )

VI. If the recommendations of the feasibility study are positive and if
requested by the CM, RJCC will provide up to 20 hours of counseling
services to assist the CM prepare for a capital campaign.

VII. The professional fee for the counseling services of RJCC in Section II
and Section VI will be billed at $130 per hour.

The professional fee for the services of RJCC in Section IV will be
$17,500 payable as follows: $8,750 at the mid-point of the study, and
$8,750 upon submission of the final report.

Balances outstanding in excess of 30 days are subject to a late payment
charge of 1.5% per month.

VIII. In addition to the above, certain reimbursable expenses will be incurred
by RJCC for CM. These expenses will include travel, telephone, and
printing additional copies of the report. Expenses will be billed to CM
by RJCC following the submission of the feasibility study. '

When executed by the parties, this Memorandum of Agreement will take effect as
a binding agreement under Massachusetts law.

Accepted this day of » 1990.

ROBERT J. CORCORAN COMPANY

vy (it L enn—

President

COMPUTER MUSEUM

By




ROBERT J. CORCORAN COMPANY Fund Raising Counsel

274 SUMMER STREET ¢ BOSTON ¢ MASSACHUSETTS 02210 ® 617 ® 423-1330

Past and Present Clients Area of Activity

Adaptive Environments, Inc. State
Boston, Massachusetts

Alea III Metropolitan Boston
Boston, Massachusetts

¥% American Association of National
Neurological Surgeons
Chicago, Illinois

*¥%  Andover/North Andover YMCA Local
Building Fund
Andover, Massachusetts

Anesthesia & Resuscitation Foundation National
of Pittsburgh
Pittsburgh, Pennsylvania

Anna Jaques Memorial Hospital Local
Newburyport, Massachusetts
¥%¥ Appalachian Mountain Club New England, New York,
Boston, Massachusetts Middle Atlantic
Archdiocesan Urban Affairs - Local
East Boston Collaborative
East Boston, Massachusetts .
¥ Arlington Boys' Club, Inc. Local

Arlington, Massachusetts

Arlington Seniors Association, Inc. Local
Arlington, Massachusetts

Associated Day Care Services Metropolitan Boston
of Metropolitan Boston
Boston, Massachusetts

Belmont Day School _ Local
Belmont, Massachusetts

Belmont Music School Local
Belmont, Massachusetts -



*¥*

*%

*%

Past and Present Clients

Benevolent Fraternity of
Unitarian Churches
Boston, Massachusetts

Bishop Stang High School
No. Dartmouth, Massachusetts

Boston Cecilia Society
Boston, Massachusetts

Boston Center for the Arts
Boston, Massachusetts

Boston Children's Services Association
Boston, Massachusetts

Boston City Hospital
Boston, Massachusetts

Boston College
Chestnut Hill, Massachusetts

S AT S s e

"BoSton College High School !

_.Dorchester, Massachusetts
William McNeill;

Vice President of DéVelopment

436-3900)

Boston Computer Society, Inc.
Boston, Massachusetts

Boston Housing Partnership
Boston, Massachusetts

Boston Latin School
Boston, Massachusetts

Boston Municipal Research Bureau
Boston, Massachusetts

Boston Natural Areas Fund
Boston, Massachusetts

Boston Public Library
Boston, Massachusetts

Boston Symphony Orchestra -
Hundredth Anniversary Fund (BS0/100)
Boston, Massachusetts

Area of Activity
Metropolitan Boston
Local

Metropolitan Boston
Metropolitan Boston,
National Foundations
Metropolitan Boston
Local

National

National

National

Local

National

Local

Metropolitan Boston
National

National



£%

X%

Past and Present Clients

Boston 200 (Bicentennial Program)
Boston, Massachusetts

Boston Young Women's Christian Association
Boston, Massachusetts

Brockton Art Center
Brockton, Massachusetts

Buckingham, Browne & Nichols School
Cambridge, Massachusetts

Cambridge Arts Council
Cambridge, Massachusetts

Cambridge Boys' Club, Inc.
Cambridge, Massachusetts

Cambridge College
Cambridge, Massachusetts

Cambridge Family YMCA
Cambridge, Massachusetts

Cambridge Historical Society
Cambridge, Massachusetts

Cambridge Street Community Development
Corporation
Boston, Massachusetts

Cambridge Young Women's Christian Association

Cambridge, Massachusetts

Camp Becket in the Berkshires -
Chimney Corners Camp for Girls
State Executive Committee,
YMCAs of Massachusetts and Rhode Island

Cape Ann Historical Association
Gloucester, Massachusetts

Cardinal Cushlng General Hosp1ta1

~ Brockton, Massachusetts | 3

' Ms. Charlene Pontbriand
Director of Development
(508) 588-4000

Cardinal Cushing School & Training Center
Hanover, Massachusetts -

Area of Activity
National

Metropolitan Boston

Southeastern

‘Massachusetts

Local
Local
Local
National
Local
Local

Metropolitan Boston
Local
New England, New York,

Middle Atlantic

Local

Local

National



x%

*¥

%%

Past and Present Clients

Careers for Later Years, Inc.
Boston, Massachusetts

Carney Hospital
Dorchester, Massachusetts

Carroll Center for the Blind
Newton, Massachusetts

Center House, Inc,
Boston, Massachusetts

Charles River Watershed Association
Newton, Massachusetts

Cheney Hall
Manchester, Connecticut

Cheswick Center
Cambridge, Massachusetts

Children's Aid & Family Service
Fitchburg, Massachusetts

Children's Discovery Museum
Acton, Massachusetts

Children's Museum
Boston, Massachusetts

Civic Education Foundation
Lincoln Filene Center
Tufts University

Medford, Massachusetts

Community Music Center
Boston, Massachusetts

Community Workshops, Inc.
Boston, Massachusetts

The Computer Museum
Boston, Massachusetts

Continuum
Newton, Massachusetts

Coolidge Corner Theatre Foundation, Inc.

Brookline, Massachusetts

Copley Square Centennial Committee
Boston, Massachusetts

Area of Activity

Metropolitan Boston
Metropolitan Boston,
Metropolitan Boston,
National Foundations
Local

Local

State

National

Local

Local

Eastern Mass.

National Foundation

National

Metropolitan Boston

Metropolitan Boston

National

Metropolitan Boston

Local

Metropolitan Boston



*¥

%%

Past and Present Clients

Creative Center for the Arts
Medfield, Massachusetts

Dante Alighieri Society of Massachusetts
Brookline, Massachusetts

DeCordova & Dana Museum & Park
Lincoln, Massachusetts

Dorchester YMCA
Dorchester, Massachusetts

Ecumenical Social Action Committee
Jamaica Plain, Massachusetts

Emerson College
Boston, Massachusetts

Emerson Hospital
Concord, Massachusetts

Emmanuel College
Boston, Massachusetts

Episcopal City Mission /
John Melville Burgess Fund
Boston, Massachusetts

Facing History and Ourselves
National Foundation, Inc.
Brookline, Massachusetts

Faulkner Hospital
Jamaica Plain, Massachusetts

First Night, Inc.
Boston, Massachusetts

First Parish Unitarian Universalist Church

Arlington, Massachusetts
Fitchburg Art Museum . °,
- Fitchburg, Massachusetts,

,Peter Timms .. ¥
Director o
(508) 345-4207

4

}

Forest Park Zoological Society
Springfield, Massachusetts

Foundation for Faces of Children
Boston, Massachusetts

Area of Activity

Southeastern
Massachusetts

Metropolitan Boston

Metropolitan Boston,

"National sources

Local

Local

Metropolitan Boston
Local

National

Eastern Massachusetts

Local

State
Local
Local

Regional

Western Massachusetts

National



Past and Present Clients

* Framingham Union Hospital
Framingham, Massachusetts

¥ The Franciscan Children's Hospital
and Rehabilitation Center
Brighton, Massachusetts

Friends of St. Mary's, Inc.
Lawrence, Massachusetts

Gifford School
Weston, Massachusetts

Good Samaritan Hospice Inc.
Boston, Massachusetts

Greater Boston Young Men's Christian Association

Boston, Massachusetts

Greater Boston Youth at Risk Program
Boston, Massachusetts

¥%* Hancock Shaker Village
Pittsfield, Massachusetts

* Handel and Haydn Society
Boston, Massachusetts

* Hingham Visiting Nurse and Community Service Inc.

Hingham, Massachusetts

Hospice of the Good Shepherd, Inc.
Waban, Massachusetts

Huntington Theatre/Boston University
Boston, Massachusetts

* TInstitute for the Arts -
The Cultural Education Collaborative
Boston, Massachusetts

¥*% The Institute of Contemporary Art
Boston, Massachusetts

* The Irish American Partnership, Inc.

_ Boston, Massachusetts . . .. .. J
Joseph Leary . = .- 3
‘President ... . - - ¥
723-2707 ... . .

Area of Activity

Local

Metropolitan Boston

Local

Local

Metropolitan Boston

Metropolitan Boston

Local

Eastern United States

National

Local

Local

Metropolitan Boston

State

Eastern Mass.
National Foundations

National



%

%%

R e T

Past and Present Clients

Italian Home for Children ;
Jamalca Plain, Massachusetts’
o Christopher Small .
‘Executive D1rectorf
§2ﬂ:§]16 L
The Jones Library, Inc.
Amherst, Massachusetts

Judge Baker Guidance Center
Boston, Massachusetts

Kodaly Musical Training Institute
Wellesley, Massachusetts
Leominster Hospital ~ wf;
_ Leominster, Massachusetts 3
Ms. Nancy Norman -
Director of Development
(508) 537-4811

Little People's School
Newton, Massachusetts

Longy School of Music
Cambridge, Massachusetts

Louisiana Children's Museum
New Orleans, Louisiana

The Lowell Children's Museum
Lowell, Massachusetts

Made In USA Productions, Inc.
New York, New York

Massachusetts Audubon Society
Lincoln, Massachusetts

¥ Flat Rock Wildlife Sanctuary
Fitchburg, Massachusetts

#% [ aughing Brook
Hampden, Massachusetts

¥ Wellfleet Bay Wildlife Sanctuary
Wellfleet, Massachusetts

Massachusetts Bible Society
Boston, Massachusetts

Area of Activity

Local

Local
State & National
sources

National

Local

Metropolitan Boston

Local

State

Local

National

State

Local

Western Massachusetts

Northern Connecticut

National

State



*%*

x¥

Past and Present Clients

Massachusetts Easter Seal Society
Worcester, Massachusetts

Massachusetts Horticultural Society
Boston, Massachusetts

Massachusetts Society for the
Prevention of Cruelty to Children
Boston, Massachusetts

Massachusetts Taxpayers Foundation
Boston, Massachusetts

Mayor's Office of Cultural Affairs
Boston, Massachusetts

M. Harriet McCormack Center for the Arts
Dorchester, Massachusetts

Medical Foundation, Inc.
Boston, Massachusetts

Merrimack College
North Andover, Massachusetts

The MET in Boston
Boston, Massachusetts

Metropolitan Boston Zoos
Boston, Massachusetts

Milford/Whitinsville Regional Hospital
Milford, Massachusetts

Milton Hospital
Milton, Massachusetts

Miramar Retreat House
Society of the Divine Word Fathers
Duxbury, Massachusetts

Mount Auburn Hospital
Cambridge, Massachusetts

Museum of Afro-American History
Boston, Massachusetts

Museum of Science
Boston, Massachusetts

Museum of Transportation
Brookline, Massachusetts

Area of Activity

State
State

State

State

Metropolitan Boston
Local

Metropolitan Boston
National
Metropolitan Boston
New England

Local

Local

Eastern Mass.

Metropolitan Boston
Metropolitan Boston
New England

State



%%

%%

Past and Present Clients

National Trust for Historic Preservation
Washington, D.C.

Henry C. Nevins Home
Methuen, Massachusetts

New Bedford Child and Family Service
New Bedford, Massachusetts

New England Aquarium
Boston, Massachusetts

New England Conservatory of Music
Boston, Massachusetts

New England Deaconess Hospital
Boston, Massachusetts

New England Dinosaur Dance Theatre, Inc.
Cambridge, Massachusetts

The New England Home for Little Wanderers
Boston, Massachusetts

New England School of Law
Boston, Massachusetts

Newton Country Day School
of the Sacred Heart
Newton, Massachusetts

Newton Free Library
Newton, Massachusetts

Newton-Wellesley Hospital
Newton, Massachusetts

Noble Hospital
Westfield, Massachusetts

Odwin-Health Careers, Inc.
Boston, Massachusetts

Opera Company of Boston
Boston, Massachusetts

Parents' and Children's Services, Inc.
Boston, Massachusetts

Parish of Christ Church Andover
Andover, Massachusetts

Area of Activity
New England

Local

Local

New England,
National Foundations
National

National
Metropolitan Boston
National Foundations
Eastern Mass.

National

Local

Local

Local

Local

Metropolitan Boston
New England
Metropolitan Boston

Local Foundations

Local



*%

*%

Past and Present Clients

Peabody Museum of Salem
Salem, Massachusetts

Photographic Resource Center
Boston, Massachusetts

Pittsburgh Children's Museum
Pittsburgh, Pennsylvania

Project Triangle, Inc.
Malden, Massachusetts

Protestant Guild for the Blind
Watertown, Massachusetts

Provincetown Playhouse on the Wharf, Inc.

Provincetown, Massachusetts

Quincy Historical Society
Quincy, Massachusetts

Reading Community YMCA
Reading, Massachusetts

Region West
Newton, Massachusetts

Regis College
Weston, Massachusetts

Richmond Children's Museum
Richmond, Virginia

The Rivers Country Day School
Weston, Massachusetts

Shady Hill School
" Cambridge, Massachusetts

St. John of God Hospital
Brighton, Massachusetts

St. Joseph's Manor Nursing Home
Brockton, Massachusetts

Simmons College Graduate School
of Management
Boston, Massachusetts

- 10 -

Area of Activity

Metropolitan Boston
National Foundations
New England

Greater Pittsburgh
Local

National Foundations
State

National

Local

Local

Local

National

Local

National
Metropolitan

Local

Local

National



Past and Present Clients Area of Activity

Society for the Preservation New England,
of New England Antiquities National Foundations
Boston, Massachusetts

South Boston Neighborhood House Local
South Boston, Massachusetts

¥% South Shore Arts Center Local
Cohasset, Massachusetts

#% South éhore éogég}vatory of Musicj Local

Hingham, Massachusetts o

T i ames S:meson

“Pirector ..
749—7565
South Shore Rehabilitation Center Local
Quincy, Massachusetts
Southeastern Middlesex Community Council Local
Framingham, Massachusetts
Stage West Western Massachusetts
Springfield, Massachusetts
Suffolk University Nationai
Boston, Massachusetts
* Tabor Academy National
Marion, Massachusetts
TESFA Village, Inc. International
Ethiopia
Douglas A. Thom Clinic for Children, Inc. Metropolitan Boston

Boston, Massachusetts

¥ Thompson Island Education Center Metropolitan Boston
Boston, Massachusetts

U.S.S. Constitution Museum National
Charlestown, Massachusetts

University Hospital Metropolitan Boston
Boston, Massachusetts

Very Special Arts Festival State
Boston, Massachusetts

Visiting Nurse Association of Boston - Metropolitan Boston
Boston, Massachusetts

- 11 -



Past and Present Clients

Waltham Boys' Club
Waltham, Massachusetts

Waltham Young Men's Christian Association
Waltham, Massachusetts

Watertown Boys' Club
Watertown, Massachusetts

Watertown Center for the Arts
Watertown, Massachusetts

West Suburban YMCA
Newton, Massachusetts

et g T I EY

WGBH Educational Foundation é
cBoston, Massachusetts @rmm~§

~"Susan Galler '}
“Vice President of Deve10pment
492-27773* e

Wheelock College
Boston, Massachusetts

Wolfeboro-Brewster Memorial Library
Wolfeboro, New Hampshire

Worcester County Horticultural Society
Boylston, MA

World Conference on Religion & Peace
New York, New York

Feasibility Study
Feasibility Study and Capital Campaign

November 1989

- 12 -

Area of Activity

Local
Local
Local
Local
Local

Eastern Massachusetts

National
Local
State

National



The Charles Webb Company, Inc. Suite 304

1133 Broadway

. New York, N.Y. 10010
Fund-Raising Counsel (212) 661 1055

Fax: (212) 627-2113

April 27, 1990

Dr. Oliver Strimpel
Executive Director
The Computer Museum
300 Congress Street
Boston, Massachusetts 02210

Dear Dr. Strimpel:

Thank you for the chance to meet and learn more about the plans
you are making for The Computer Museum. Janet Cochran and I were
glad to have the chance to meet you and Founding President and
Trustee, Dr. Gwen Bell, and to renew our acquaintance with Direc-
tor of Development and Public Relations, Janice Del Sesto.

As you requested, I am writing to review our discussion and offer
a formal proposal for you to consider along with the other candi-
dates you have interviewed as possible fund-raising counsel.

The Computer Museum has demonstrated its importance as the only
institution of its kind in the world and has survived numerous
challenges. Evidence indicates you are poised now to make sig-
nificant advances in securing the future and increasing your
value to science education, the understanding and mastery of
technology, and improved basic skills among young and old alike.
The fact that you are doing this in an atmosphere that is both
interesting and exciting for your visitors is testimony to the
vision of your founders and to the continued wisdom of your
management and programs.

We suggested to you that you might begin your new development
thrust with a Comprehensive Planning Study of the type conducted
by our firm. Since we have an outstanding track record in Boston
but also do business throughout America, we felt that our firm
could be a logical contender in your current selection process.

Let me try to reiterate, as briefly as possible, the key points
which emerged in our discussion. As I have indicated, our firm
specializes in cultural institutions with a very heavy concentra-
tion in museums and scientific organizations. This experience
has lead us to the evolution of a comprehensive Planning Study



Dr. Oliver Strimpel
April 27, 1990
Page 2

procedure that is unmatched, to my knowledge, among firms doing
business with museums and scientific organizations. Not to be
confused with a mere "feasibility study," our process accomplish-
e;fsezeral particular goals at the outset of your fund-raising
effort:

1. Our knowledgeable preparation of your initial case statement
positions your cause in the best possible way from the very
beginning;

2. Our emphasis on the importance of the planning process
results in a more detailed and more useful final report which
includes an analysis of preferred themes and strategies, recom-
mendations on organizational structure and leadership enlistment,
and timing. 1In fact, this report includes a month-by-month
timetable for the accomplishment of your goals whether or not
you re-engage our firm after the study to direct your actual
campaign.

3. oOur emphasis on the importance of the planning process is
supported by the fact that we do more interviews than most (from
75 to 100) over a longer period of time, which helps assure the
availability to us of key leaders in your community (hasty stud-
ies over a few weeks obviously do not give adequate time for busy
community leaders to fit the interview into their crowded sched-
ules). And I, as founder and chief executive of the firm, devote
two full days to interviewing key people myself, in addition to
personally directing the preparation of the case statement and
the interview list, and supervising the preparation of the final
report which I personally present to your Board. In fact, I have
sometimes been told that our firm was selected because the client
felt it deserved the personal attention and involvement of the
chief executive officer of the consulting firm.

4. We offer two optional "seminar" or "retreat" opportunities
for the Board during our study process, including my initial
meeting with the Board to discuss the project and its special
issues, and to answer questions about our process. This enables
me to be more familiar with the substantive concerns of the
Board, to increase my sensitivity to their style of interaction,
and to assure them that our approach to the issues and to the
constituency will be satisfactory. The second is a presentation
seminar at the end, again personally conducted by me, during
which we can examine the final report in detail, clarify issues,
answer questions, and decide upon a course of action, so that
your planning report doesn't merely end up gathering dust on a
shelf.



Dr. Oliver Strimpel
April 27, 1990
Page 3

5. Finally, our studies, with their pragmatic and innovative
approach, are supported not only by our many years of successful
fund raising for museums and scientific facilities, but by our
intensive research into other factors affecting the campaign:
local economic conditions, competing campaigns either planned or
in process, and the possibility of support from national corpora-
tions and foundations that give to regional museums. Two other
significant factors are our long history of successful relation-
ships with government funding agencies, and our widely recognized
determination to avoid jargon or "boilerplate" in order to pro-
vide a precise, individualized, practical course of action for
your particular needs.

Should you select our firm, your obligation at this time would be
for a Planning Study only; but should you decide later to engage
us to direct the campaign, you should know that we are recognized
for achieving the goal at a reasonable cost, within predictable
time schedules, and in a way that clients appreciate. Our meth-
ods reveal an understanding of their fields of operation and the
institution is left stronger when we leave than it was when we
arrived.

In fact, most of our campaigns exceed their announced targets,
sometimes by substantial amounts. Examples: Boston Ballet,
goal $7.6 million with over $8 million raised and solicitation
continuing and the Newark Museum, where we exceeded our goal five
times, because of the necessity to continue revising the target
due to of increased needs (final amount raised: $23 million).
Our current projects include the Chicago Academy of Sciences
Advancement Program, which you may want to discuss with Dr. Paul
Heltne there; the $48.5 million program at the Cincinnati Art
Museum which has involved us as fund-raising consultants as well
as long-range planners; and our program now underway at Memphis
Museums, Inc., much of which is for scientific programming.

After the study, we do not send in a resident campaign director
to take over a temporary campaign. Rather, we recognize the
intimate relationship between capital fund raising and ongoing
development projects, such as annual giving and project funding.
We therefore work closely with the staff in carrying out our
projects and thus leave the institution in a stronger internal
position than it was when we began. Our method, which has the
added advantage of being much less expensive, is described in a
special insert in our presentation folder.

Our fee for the study is $18,000, to be invoiced in three equal
monthly installments. In addition we invoice our out-of-pocket
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expenses to include transportation, hotels and meals, postage,
photocopying, fax and courier, telephone and related expenses.
In all cases expenses are kept to an absolute minimum commensu-
rate with optimum service to our client's cause, and any extraor-
dinary items are cleared with you in advance. Since we serve
other clients in your area, we attempt to combine trips whenever
possible and thereby reduce expenses even further. Once we have
determined what areas in addition to New York and Boston we are
to conduct interviews in, we can give an estimate of expenses in
advance. You will recall that Dr. Bell suggested interviews
might be needed in California, and possibly in Minneapolis or
Texas.

I hope the above will provide you and your colleagues sufficient
information to continue your deliberations and look forward to
hearing from you with further questions or comments.

Should you and your associates wish to proceed on the basis
described above, this can serve as our Letter of Agreement if you
will return a signed copy for our files.

(AGREED) (AGREED)

THE CHARLES WEBB COMPANY, INC. THE COMPUTER MUSEUM

BY(QM&UOUV/ oy

Charles D. Webb, President
c
Date W 7//71 / /ﬁﬂ Date

CDW:pc

cc: Dr. Gwen Bell
Ms. Janice Del Sesto



THE COMPUTER MUSEUM
FUND-RAISING ISSUES/DISCUSSION QUESTIONS

1. As the only institution of its kind in the world, The Computer Museum seems to be
ideally situated for fund raising. How can it make the most of its ties to the computer
industry? How can it convey most effectively the reasons that the computer industry should
support it? What more can it do for its donors? How can it reach more donor prospects;
how can it cultivate them and encourage support?

2. Science education is a growing concern throughout the country, and The Computer
Museum has already taken a leadership role in exploring this issue. How can the Museum
delineate and define its role in providing scientific and technological education for children
and adults? Is its role clear -- and compelling -- to donors?

3. The Museum's unique new Walk-Through Computer promises to attract international
attention from the media, visitors, and funders. In fact, the Museum has already been
extremely successful in securing advance coverage for the exhibit. How can this important
exhibit -- and other ongoing programs and exhibits -- be used to help position the Museum
for a successful campaign?

4. Endowment funding is often difficult to raise, particularly for a younger institution.
Does the Museum have a long—ranﬁe ;K/l(an in place to assure donors that their investment is
sound? What approaches should the Museum use in soliciting endowment support?
Where will endowment gifts most likely come from -- the industry, individuals, or founda-
tions? What can the Museum do to ensure solid annual support during a campaign?
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The Charles Webb Company raises -- and answers -- questions like those above during a
planning study. The study report includes recommendations on how an an institution can
best prepare for a fund-raising campaign, how it should position itself vis-a-vis different
funding sources, how to identify and cultivate new funders, and how to use programmatic
resources. Long-range planning is becoming increasingly important to fund raising; donors
are generally concerned with an institution's vision, its specific goals and objectives, and its
long-term financial viability. The Webb Company has participated in long-range planning
and space needs analysis for different types ot museums as part of the overall fund-raising
“plan.

The Charles Webb Company, Inc.
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Fund‘-Roising Counsel

CURRENT AND RECENT CLIENTS

The Charles Webb Company has served a wide variety of cultural institutions, both large and
small, conducting Planning Studies, directing Capital, Endowment and Construction campaigns,
advising on long-range plans and designing and guiding special development programs. These
clients, past and present, include:

The American Numismatic Society The Mount Vernon Ladies'
Association
Boston Ballet
Museum of American Textile
The Chamber Music Society History
of Lincoln Center
Naval Aviation Museum
The Chicago Academy of Sciences Foundation
Cincinnati Art Museum The Newark Museum
Colonial Dames of America Nova Spes International Foundation
English-Speaking Union Penobscot Marine Museum
of the United States
The Phillips Collection
Fairbanks Museum and
Planetarium Scottish Museum Council
(Edinburgh)
Hancock Shaker Village
South Jersey Performing Arts
Mansfield Symphony Orchestra Center
Memphis Museum, Inc. The Springfield Library and

_ Museum Association
Mississippi Museum of Art
USS Constitution Museum
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THE PLANNING STUDY

Planning Studies conducted by The Charles Webb Company have proved to be highly
advantageous to organizations considering a major fund-raising campaign. A Planning
Study allows the institution to evaluate its internal strengths and provides valuable informa-
tion about public and constituency reactions to a proposed campaign before the campaign
is underway.

The Charles Webb Company pioneered a Planning Study procedure that is known for its
thoroughness and which avoids perfunctory execution or routine conceptualization. In-
deed, the representative of one major funding agency for the arts referred to a Charles
Webb Company study as "the best we have ever seen." The Webb organization spends
more time on the planning study process, digs deeper, reaches further afield, brings more
pertinent experience to bear upon the cultural institution being studied, conducts more
interviews, and provides recommendations of uncommon thoughtfulness, imagination,
comprehensiveness, and practicality.

Confidential, face-to-face interviews are conducted with the institution's current and poten-
tial constituents, and recommendations are made based on opinions expressed and the
Company's collective knowledge of fund raising. Interviews help forge a consensus, attract
new supporters and illuminate criticism. A professionally conducted Planning Study is the
cornerstone of a successful campaign and helps devise a systematic and logical approach to
the fund-raising task.

Once the Study procedure begins there is usually an immediate and positive effect on the
institution's cause and, because it involves many people in the cause before solicitations
have begun, "quiet" support for and interest in the campaign is garnered. Quite frequently,
potential significant gifts are identified during the Study process.

This comprehensive research and analysis phase of the fund-raising campaign has proved
to be successful time and time again. Perhaps most important of all, The Charles Webb
company takes a pragmatic approach to the Planning Study process. Each report includes
a detailed and practical strategy and timetable for action designed to capitalize on the
momentum created during the Study. This plan of development is specific and detailed,
drawn up in consideration of Board and staff time as well as funding available. It is always
a practical plan. -
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Fund-Raising Counsel

ESSENTIALS OF A SUCCESSFUL FUND-RAISING CAMPAIGN

There are four prerequisites to a successful fund-raising campaign. All four elements
should be present before an institution launches a public drive for contributions.

1. The case must be truly worthy, realistic and inspiring to the current and
potential constituency.

2. There must be a reservoir of potential donors with a known interest in similar
causes and a history of generous giving.

3. Volunteer leadership and workers are essential, for they are the personal links
which bring the cause and potential donors together.

4. There must be a budget allocation of funds to launch the campaign.

Fund-raising campaigns are generally initiated with a specific goal in mind and are
conducted within a given time period. They thrive on momentum, optimism, peer per-
formance and challenge, all in an atmosphere of measurable progress toward an exciting
and meaningful goal. Once an institution decides to launch a campaign, the following
materials and systems must be developed:

The Case for Support is an eloquent and fully explanatory statement of the
institution's history, present needs, opportunities, plans and objectives for the
future.

The Plan of Campaign is a comprehensive, orderly presentation of all significant
campaign elements and activities, with organizational charts, timetables and budgets.

A Cultivation Program is the systematic plan to educate all significant prospects about
the institution's importance and its needs for the future.

solicitation of potential donors and provide inspiration and leadership for the campaign.

The research, carding and evaluation of prospects is the process of identifying the
reservoir of potential donors, coding them into an organized format and reviewing the
best strategy and approach for each donor.

Face-to-face solicitation of all likely prospects is the single most effective component
of the well-organized campaign. Nothing is so persuasive as a convinced volunteer -
personally requesting a generous contribution to a worthy and needful cause.
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Fund-Raising Counsel

DIRECTION OF CAPITAL CAMPAIGNS: SUMMARY OF PROCEDURES

It is the goal of The Charles Webb Company to combine flexibility with adherence to the
following "blueprint” of basic services:

1. Prepare a written Plan of Campaign, developed in consultation with the client,
to include:

a) Overall campaign strategy;
b) Specific methodology; and
¢) Comprehensive timetable.

2. Develop the Case for Support, written specifically for the current campaign, and
geared to predetermined prospects and areas of support.

3. Coordinate and supervise the establishment of prospect files.

4. Coordinate prospect review and evaluation.

5. Coordinate the assignments of prospects to individual solicitors, or in some cases,
team of solicitors.

6. Coordinate the activities of the Campaign Committees, including:

a) Enlistment of key leaders and
b) Enrollment and motivation of additional volunteers.

7. Coordinate and attend meetings; supervise record-keeping of action taken there;
direct follow-up on campaign committee decisions made during these meetings.

8. Follow up throughout the campaign period to see that calls are made, in conjunction
with the Campaign Chairman and his or her committee.

9. Conduct an appropriate communications program to keep all key people informed;
develop written and visual materials as needed.

10. After the official end of the campaign establish ongoing procedures for follow-up and
collection.




The'Charles Webb Company, Inc. Suite 304

1133 Broadway
New York, N.Y. 10010
(212) 691-1055

Fax: (212) 627-2113

Fund-Raising Counsel

April 27, 1990

Dr. Oliver Strimpel
Executive Director
The Computer Museum
300 Congress Street
Boston, Massachusetts 02210

Dear Dr. Strimpel:

Thank you for the chance to meet and learn more about the plans
you are making for The Computer Museum. Janet Cochran and I were
glad to have the chance to meet you and Founding President and
Trustee, Dr. Gwen Bell, and to renew our acquaintance with Direc-
tor of Development and Public Relations, Janice Del Sesto.

As you requested, I am writing to review our discussion and offer
a formal proposal for you to consider along with the other candi-
dates you have interviewed as possible fund-raising counsel.

The Computer Museum has demonstrated its importance as the only
institution of its kind in the world and has survived numerous
challenges. Evidence indicates you are poised now to make sig-
nificant advances in securing the future and increasing your
value to science education, the understanding and mastery of
technology, and improved basic skills among young and old alike.
The fact that you are doing this in an atmosphere that is both
interesting and exciting for your visitors is testimony to the
vision of your founders and to the continued wisdom of your
management and programs.

We suggested to you that you might begin your new development
thrust with a Comprehensive Planning Study of the type conducted
by our firm. Since we have an outstanding track record in Boston
but also do business throughout America, we felt that our firm
could be a logical contender in your current selection process.

Let me try to reiterate, as briefly as possible, the key points
which emerged in our discussion. As I have indicated, our firm
specializes in cultural institutions with a very heavy concentra-
tion in museums and scientific organizations. This experience
has lead us to the evolution of a comprehensive Planning Study
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procedure that is unmatched, to my knowledge, among firms doing
business with museums and scientific organizations. Not to be
confused with a mere "feasibility study," our process accomplish-
es several particular goals at the outset of your fund-raising
effort:

1. oOur knowledgeable preparation of your initial case statement
positions your cause in the best possible way from the very
beginning;

2. Our emphasis on the importance of the planning process
results in a more detailed and more useful final report which
includes an analysis of preferred themes and strategies, recom-
mendations on organizational structure and leadership enlistment,
and timing. In fact, this report includes a month-by-month
timetable for the accomplishment of your goals whether or not
you re-engage our firm after the study to direct your actual
campaign.

3. Our emphasis on the importance of the planning process is
supported by the fact that we do more interviews than most (from
75 to 100) over a longer period of time, which helps assure the
availability to us of key leaders in your community (hasty stud-
ies over a few weeks obviously do not give adequate time for busy
community leaders to fit the interview into their crowded sched-
ules). And I, as founder and chief executive of the firm, devote
two full days to interviewing key people myself, in addition to
personally directing the preparation of the case statement and
the interview list, and supervising the preparation of the final
report which I personally present to your Board. 1In fact, I have
sometimes been told that our firm was selected because the client
felt it deserved the personal attention and involvement of the
chief executive officer of the consulting firm.

4. We offer two optional "seminar" or "retreat" opportunities
for the Board during our study process, including my initial
meeting with the Board to discuss the project and its special
issues, and to answer questions about our process. This enables
me to be more familiar with the substantive concerns of the
Board, to increase my sensitivity to their style of interaction,
and to assure them that our approach to the issues and to the
constituency will be satisfactory. The second is a presentation
seminar at the end, again personally conducted by me, during
which we can examine the final report in detail, clarify issues,
answer questions, and decide upon a course of action, so that
your planning report doesn't merely end up gathering dust on a
shelf.
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5. Finally, our studies, with their pragmatic and innovative
approach are supported not only by our many years of successful
fund raising for museums and scientific facilities, but by our
intensive research into other factors affectlng the campaign:
local economic conditions, competing campaigns either planned or
in process, and the p0551b111ty of support from national corpora-
tions and foundations that give to regional museums. Two other
significant factors are our long hlstory of successful relation-
ships with government fundlng agencies, and our widely recognized
determination to avoid jargon or "boilerplate" in order to pro-
vide a precise, individualized, practical course of action for
your particular needs.

Should you select our firm, your obligation at this time would be
for a Planning Study only; but should you decide later to engage
us to direct the campaign, you should know that we are recognized
for achieving the goal at a reasonable cost, within predictable
time schedules, and in a way that clients appreciate. Our meth-
ods reveal an understanding of their fields of operation and the
institution is left stronger when we leave than it was when we
arrived.

In fact, most of our campaigns exceed their announced targets,
sometimes by substantial amounts. Examples: Boston Ballet,
goal $7.6 million with over $8 million raised and solicitation
continuing and the Newark Museum, where we exceeded our goal five
times, because of the necessity to continue revising the target
due to of increased needs (final amount raised: $23 million).
Our current projects include the Chicago Academy of Sciences
Advancement Program, which you may want to discuss with Dr. Paul
Heltne there; the $48.5 million program at the Cincinnati Art
Museum which has involved us as fund-raising consultants as well
as long-range planners; and our program now underway at Memphis
Museums, Inc., much of which is for scientific programming.

After the study, we do not send in a resident campaign director
to take over a temporary campaign. Rather, we recognize the
intimate relationship between capital fund raising and ongoing
development projects, such as annual giving and project funding.
We therefore work closely with the staff in carrying out our
projects and thus leave the institution in a stronger internal
position than it was when we began. Our method, which has the
added advantage of being much less expensive, is described in a
special insert in our presentation folder.

Our fee for the study is $18,000, to be invoiced in three equal
monthly installments. In addition we invoice our out-of-pocket
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expenses to include transportation, hotels and meals, postage,
photocopying, fax and courier, telephone and related expenses.
In all cases expenses are kept to an absolute minimum commensu-
rate with optimum service to our client's cause, and any extraor-
dinary items are cleared with you in advance. Since we serve
other clients in your area, we attempt to combine trips whenever
possible and thereby reduce expenses even further. Once we have
determined what areas in addition to New York and Boston we are
to conduct interviews in, we can give an estimate of expenses in
advance. You will recall that Dr. Bell suggested interviews
might be needed in California, and possibly in Minneapolis or
Texas.

I hope the above will provide you and your colleagques sufficient
information to continue your deliberations and look forward to
hearing from you with further questions or comments.

Should you and your associates wish to proceed on the basis
described above, this can serve as our Letter of Agreement if you
will return a signed copy for our files.

(AGREED) (AGREED)

THE CHARLES WEBB COMPANY, INC. THE COMPUTER MUSEUM

BY(QM&UQMV/ By

Charles D. Webb, President
C
Date W }71 / /qﬂ Date

CDW:pcC

cc: Dr. Gwen Bell
Ms. Janice Del Sesto



THE COMPUTER MUSEUM
FUND-RAISING ISSUES/DISCUSSION QUESTIONS

1. As the only institution of its kind in the world, The Computer Museum seems to be
ideally situated for fund raising. How can it make the most of its ties to the computer
industry? How can it convey most effectively the reasons that the computer industry should
support it? What more can it do for its donors? How can it reach more donor prospects;
how can it cultivate them and encourage support?

2. Science education is a growing concern throughout the country, and The Computer
Museum has already taken a leadership role in exploring this issue. How can the Museum
delineate and define its role in providing scientific and technological education for children
and adults? Is its role clear -- and compelling -- to donors?

3. The Museum's unique new Walk-Through Computer promises to attract international
attention from the media, visitors, and funders. In fact, the Museum has already been
extremely successful in securing advance coverage for the exhibit. How can this important
exhibit -- and other ongoing programs and exhibits -- be used to help position the Museum
for a successful campaign?

4. Endowment funding is often difficult to raise, particularly for a younger institution.
Does the Museum have a long—ranﬁe R}{an in place to assure donors that their investment is
sound? What approaches should the Museum use in soliciting endowment support?
Where will endowment gifts most likely come from -- the industry, individuals, or founda-
tions? What can the Museum do to ensure solid annual support during a campaign?
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The Charles Webb Company raises -- and answers -- questions like those above during a
planning study. The study report includes recommendations on how an an institution can
best prepare for a fund-raising campaign, how it should position itself vis-a-vis different
funding sources, how to identify and cultivate new funders, and how to use programmatic
resources. Long-range planning is becoming increasingly important to fund raising; donors
are generally concerned with an institution's vision, its specific goals and objectives, and its
long-term financial viability. The Webb Company has participated in long-range planning
aild space needs analysis for different types of museums as part of the overall fund-raising
plan.

The Charles Webb Company, Inc.
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CURRENT AND RECENT CLIENTS

The Charles Webb Company has served a wide variety of cultural institutions, both large and
small, conducting Planning Studies, directing Capital, Endowment and Construction campaigns,
advising on long-range plans and designing and guiding special development programs. These
clients, past and present, include:

The American Numismatic Society The Mount Vernon Ladies'
Association
Boston Ballet
Museum of American Textile
The Chamber Music Society History
of Lincoln Center
Naval Aviation Museum
The Chicago Academy of Sciences Foundation
Cincinnati Art Museum The Newark Museum
Colonial Dames of America Nova Spes International Foundation
English-Speaking Union Penobscot Marine Museum
of the United States
The Phillips Collection
Fairbanks Museum and
Planetarium Scottish Museum Council
(Edinburgh)
Hancock Shaker Village
South Jersey Performing Arts
Mansfield Symphony Orchestra Center
Memphis Museum, Inc. The Springfield Library and

Museum Association
Mississippi Museum of Art
USS Constitution Museum
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THE PLANNING STUDY

Planning Studies conducted by The Charles Webb Company have proved to be highly
advantageous to organizations considering a major fund-raising campaign. A Planning
Study allows the institution to evaluate its internal strengths and provides valuable informa-
tion about public and constituency reactions to a proposed campaign before the campaign
is underway.

The Charles Webb Company pioneered a Planning Study procedure that is known for its
thoroughness and which avoids perfunctory execution or routine conceptualization. In-
deed, the representative of one major funding agency for the arts referred to a Charles
Webb Company study as "the best we have ever seen." The Webb organization spends
more time on the planning study process, digs deeper, reaches further afield, brings more
pertinent experience to bear upon the cultural institution being studied, conducts more
interviews, and provides recommendations of uncommon thoughtfulness, imagination,
comprehensiveness, and practicality.

Confidential, face-to-face interviews are conducted with the institution's current and poten-
tial constituents, and recommendations are made based on opinions expressed and the
Company's collective knowledge of fund raising. Interviews help forge a consensus, attract
new supporters and illuminate criticism. A professionally conducted Planning Study is the
cornerstone of a successful campaign and helps devise a systematic and logical approach to
the fund-raising task.

Once the Study procedure begins there is usually an immediate and positive effect on the
institution's cause and, because it involves many people in the cause before solicitations
have begun, "quiet” support for and interest in the campaign is garnered. Quite frequently,
potential significant gifts are identified during the Study process.

This comprehensive research and analysis phase of the fund-raising campaign has proved
to be successful time and time again. Perhaps most important of all, The Charles Webb
company takes a pragmatic approach to the Planning Study process. Each report includes
a detailed and practical strategy and timetable for action designed to capitalize on the
momentum created during the Study. This plan of development is specific and detailed,
drawn up in consideration of Board and staff time as well as funding available. It is always
a practical plan. -
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ESSENTIALS OF A SUCCESSFUL FUND-RAISENG CAMPAIGN

There are four prerequisites to a successful fund-raising campaign. All four elements
should be present before an institution launches a public drive for contributions.

1. The case must be truly worthy, realistic and inspiring to the current and
potential constituency.

2. There must be a reservoir of potential donors with a known interest in similar
causes and a history of generous giving.

3. Volunteer leadership and workers are essential, for they are the personal links
which bring the cause and potential donors together.

4. There must be a budget allocation of funds to launch the campaign.

Fund-raising campaigns are generally initiated with a specific goal in mind and are
conducted within a given time period. They thrive on momentum, optimism, peer per-
formance and challenge, all in an atmosphere of measurable progress toward an exciting
and meaningful goal. Once an institution decides to launch a campaign, the following
materials and systems must be developed:

The Case for Support is an eloquent and fully explanatory statement of the
institution's history, present needs, opportunities, plans and objectives for the
future.

The Plan of Campaign is a comprehensive, orderly presentation of all significant
campaign elements and activities, with organizational charts, timetables and budgets.

A Cultivation Program is the systematic plan to educate all significant prospects about
the institution's importance and its needs for the future.

Formation of a committee structure of volunteers who will perform face-to-face

solicitation of potential donors and provide inspiration and leadership for the campaign.

The research, carding and evaluation of prospects is the process of identifying the
reservoir of potential donors, coding them into an organized format and reviewing the
best strategy and approach for each donor.

Face-to-face solicitation of all likely prospects is the single most effective component
of the well-organized campaign. Nothing is so persuasive as a convinced volunteer -
personally requesting a generous contribution to a worthy and needful cause.
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DIRECTION OF CAPITAL CAMPAIGNS: SUMMARY OF PROCEDURES

It is the goal of The Charles Webb Company to combine flexibility with adherence to the
following "blueprint” of basic services:

1. Prepare a written Plan of Campaign, developed in consultation with the client,
to include:

a) Overall campaign strategy;
b) Specific methodology; and
c) Comprehensive timetable.

2. Develop the Case for Support, written specifically for the current campaign, and
geared to predetermined prospects and areas of support.

3. Coordinate and supervise the establishment of prospect files.

4. Coordinate prospect review and evaluation.

5. Coordinate the assignments of prospects to individual solicitors, or in some cases,
team of solicitors.

6. Coordinate the activities of the Campaign Committees, including:

a) Enlistment of key leaders and
b) Enrollment and motivation of additional volunteers.

7. Coordinate and attend meetings; supervise record-keeping of action taken there;
direct follow-up on campaign committee decisions made during these meetings.

8. Follow up throughout the campaign period to see that calls are made, in conjunction
with the Campaign Chairman and his or her committee.

9. Conduct an appropriate communications program to keep all key people informed;
develop written and visual materials as needed.

10. After the official end of the campaign establish ongoing procedures for follow-up and
collection.




Agenda

Capital Campaign Working Group Meeting, May 9, 1990

1. Status of Consultants: Boardman, Corcoran, Webb
2. Offer from McKinsey and Co.

3. Board meeting

4. Suggestion of people for screening list of interviews in a feasibility study
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April 11, 1990
CAPITAL CAMPAIGN WORKING COMMITTEE

AGENDA

1) Discussion of proposed organizational structure
2) Discussion of proposed leadership

3) Creation of time line




FUND FOR THE
FUTURE - $10,000,000

CHAIR_ (51000000

First Draft of an organizational,
and budget for a new Capital
Campaign for the Museum.
Instead of a name of Chairman, I
inserted the desired amount of a
gift from each one. GB 3/20/90

ENDOWING THE
VISION
CHAIR ($500,000)

$5,000,000

CORPORATIONS
CHAIR (150,000)

$1,500,000

PRESIDENT'S
CLUB

CHAIR (150,000)
$1,500,000

FOUNDATIONS
STAFF

$1,500,000

Pat McGovern &

Fritz Landmann are the
ideal co-chairmen, with a
gift from Pat of $500,000.

The funds would be raised from
the major companies and CEOs
represented in his "Chairman’s
Committee.

The Staff would apply for an
NEH matching fund grant,
which is 1 for 3 for the whole
campaign.

The funds from this would be
used for long-range planning and

the selection of a permanent home.

If it were to be Museum Wharf,

these funds would be used to repay

Digital.

o, ueb

u}o CU‘@

activities of the Museum.

EDUCATIONAL COLLECTIONS
PROGRAM FUND ENDOWMENT
CHAIR ($300,000) CHAIR ($200,000)
$2,000,000
$3,000,000
CORPORATIONS GRAPHICS
CHAIR ($100,000) CHAIR (50,000)
$1,200,000 $500,000
INDIVIDUALS ARCHITECTURE
CHAIR (100,000) CHAIR (100,000)
$500,000 $1,000,000
FOUNDATIONS Al & ROBOTICS
STAFF CHAIR (50,000)
$1,000,000 $300,000
The Chairman here would probably The Chairman of this
represent a large user of computers group would be an
concerned with education for the individual inventor/
future. contributor. The targets
would be the contributors
The pitch would be to our potential and the professional
for national educational outreach and organizations.
insuring its institutional support.
The funds from this would
The funds thrown off from this be used to house the space
money could be used for the on-going of the collection and its
support for all the educational management.

Viewm e Q Cei[w[.’\dﬂ
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Fund for the Future

Organization and Jobs
G.B. 4/10/90

The following job descriptions and job nominees, are drawn from the present list
of Board members, nomineers for 1990, and people who have made major
donations to The Computer Museum.

CHAIRMAN of $10,000,000 FUND for the FUTURE
The Chairman is -
a National/International Name
a million dollar donor to the Museum
Sponsors several parties -
Helps with major foundation cultivation
Helps recruit the hree chairman for Endowment, Education and
Collections

Candidates: Mitch Kapor




CHAIRMAN FOR the $5,000,000 ENDOWMENT
Chairman is
a National/International Name
commits a $500,000 gift
Recruits two Chairmen listed below who give $150,000 gifts
Helps with major foundation cultivation and goal of $1,500,000
Sponsors several events
Helps his chairman make their goals

Candidates:
Pat McGovern/Fritz Landmann
Bill Hambrecht

CORPORATIONS CHAIRMAN: $1,500,000
represents a Fortune 500 Corporation
commits a $150,000 Corporate Gift
targets 12, $100,000 corporate gifts
signs up 3 committee members who give to get 3 gifts each

Candidates:
Michael Simmons (now Bank of Boston)
William Spencer, Xerox
Roland Pampel, or Michel Bloch, Honeywell Bull

PRESIDENTS or CHAIRMENS’ CHAIRMAN : $1,500,000
represents a Fortune 500 Corporation
this is an individual who probably has a large amount of stock so
that there is an ability to give a personal gift
commits a $150,000 personal gift
targets 12, $100,000 personal gifts
signs up 3 committee members who give , and get 3 gifts each

Candidates:
William Foster
Jack Lewis




CHAIRMAN FOR THE $3,000,000 EDUCATIONAL FUND
a respected name who is concerned about the educational mission
commits a $300,000 gift
recruits two chairman listed below who each give $100,000 gifts
helps the chairman close important gifts
helps with foundation strategy and goal of $1,000,000
sponsors several events

Candidates:
Bob Higgins
Lynda Bodman

CORPORATIONS CHAIRMAN: $1,200,000
a representative of a company that has shown concern for education
commits a $100,000 corporate gift
recruits 4 committee members each who give $50,000 corporate gifts
this focus may be more local than the Endowment Corporations chair
helps close important gifts
sponsors several events

Candidates:
Bob King or Belove (Lotus)
Ray Stata (Analog Devices)

INDIVIDUALS CHAIRMAN: $500,000
an individual committed to the educational mission
commits a $100,000 personal gift
recruits 3 committee members who give $50,000 each and get 2 gifts
sponsors several events

Candidates:
Owen Brown
Howard Cox




CHAIRMAN FOR THE $2,000,000 COLLECTIONS ENDOWMENT
an individual committed to the collection
a well-known ‘original contributor’ to the industry
commits a $200,000 personal gift
recruits 3 chairman listed below who give $50-100,000 each
sponsors several events
Candidates
Bob Noyce
Gordon Bell

GRAPHICS COLLECTION CHAIRMAN: $500,000
a well-known graphics contributor
commits a $50,000 personal gift
recruits 3 committee members for $50,000 gifts
sponsors several events
targets 12 - $25,000 gifts
Candidates
Ivan Sutherland
Chuck Geschke

SYSTEMS/ARCHITECTURE COLLECTION CHAIRMAN: $1,000,000
a representative of a well-known classic set of ‘computers’
commits a $100,000 personal or corporate gift
recruits 4 committee members who give $75,000 gifts
sponsors several events
targets 12 - $50,000 gifts
Candidates

DEC nominee

AT and ROBOTICS COLLECTION CHAIRMAN: $300,000
a representative of the field
commits a $50,000 personal gift
recruits 3 committee members who give $35,000 gifts
targets 6 $25,000 gifts
sponsors several events

Candidates
Ed Feigenbaum




A B C

1 1 500000 500000
2 1 300000 300000
3 1 200000 200000
4 2 150000 300000
5 30 100000 3000000
6 10 75000 750000
7 40 50000 2000000
8 18 25000 450000
9

10 103 /7500000
11

12 |Foundations 2500000
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The

Computer
Museum

300 Congress Sieet
Boston, MA 02210

(617)426-2800

April 11, 1960
CAPITAL CAMPATIGN WORKING COMMITTEE

AGENDA

1} Discuasion of proposed organizational structure
2) Disecuszion of proposed leadaership

3) Creation of time line

iR 2




SENT

7]

which is 1 for 3 for the whole
campaign.

The funds from this would be
used for long-range planning and

the selection of a permanent home,

If it were to be Museum Wharf,
these funds would be used to repay
Digital,

actlvites of the Museum,

BY: THECOMPUTERMUSEUM ; 4—-12-98 SI45PM 51742628080
FUND THE First Draft of an arganizational,
FUTUIEE Rmoooooo@o and budget for 8 now Capital
- i Campaign for the Museum.
CHAIR ($1,000,000) Instead of a name of Chairman, I
inserted the desived amount of a
gift from esch one. GB 3/20/20
ENDOWING THE EDUCATIONAL COLLECTIONS
VISION PROGRAM FUND ENDOWMENT
CHAIR ($500,000) CHAIR ($300,000) %Igﬁol% %00,000)
$5,000,000 $3,000,000 T
CORPORATIONS
CORPORATIONS GRAPHICS
CHAIR (150,000) CHAIR ($100,000) CHAIR (50,000)
$1,500,0600 $1,200,000 $500,000
PRESIDENT'S INDIVIDUALS ARCHITECTURE
CLUB CHAIR (100,000) CHAIR (100,000)
g%o&w'(M) SSOO»OOO $ 1 ,000,0%
FOUNDATIONS FOUNDATIONS Al & ROBOTICS
STAFF STAFF CHAIR (30,000)
$1,500,000 $1,000,000 $300,000
Pat McGovern & The Chairman here would probably The Chairman of this
Fritz Landmann are the represent a large user of computers group would be an
ideal co-chairmen, with & concesnoed with education for the individual inventor/
gift from Pat of $500,000. future. contributor. The targets
would be the contributors
The funds would be raised from The pitch would be to our potential and the professional
the major companies and CEQs for national educational outreach and orgamzations,
represented in his "Chairman's insuring its institutional support.
Connnlies. Thes Poouly P thls wiouhl
The funds thrown off from this be usad to house the space
The Staff would apply for an money could be used for the on-going of the collection and its
NEH matehing fund grant, support for all the educational management,
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%z@% Toble

A B C

1 1 500000 500000
2 1 300000 300000
3 11 200000 200000
4 . 150000 300000
5 30 100000 3000000
5 10 75000 750000
7 40 50000 2000000
8 18 25000 450000
9

10 103 7500000
1 1

12 |Foundations 2500000
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Fund for the Future

Organization and Jobs
G.B. 4/10/90

The following job descriptions and job nominees, are drawn from the present list
of Board members, nomineers for 1990, and people who have made major
donations to The Computer Museum,

CHAIRMAN of $10,000,000 FUND for the FUTURE
The Chairman is -
& National/International Name
a million dollar donor to the Museum
Sponsors several parties -
Helps with major foundation cultivation
Helps recruit the hree chairman for Endowment, Educatmn and
Collections

Candidates: Mitch Kapor




SEMT BY: THECOMFUTERMUSEUM : 4-189-93 S:47PM 6174262500

CHAIRMAN FOR the $5,000,000 ENDOWMENT
Chairman is

a National/International Name
commits a $500,000 gift
Recruits two Chairmen listed below who give $150,000 gifts
Helps with major foundation cultivation and goal of $1,500,000
Sponsors several events
Helps his chairman make their goals

Candidates:
Pat McGovermn/Fritz Landmann
Bill Hambrecht

CORPORATIONS CHATRMAN: $1,500,000
represents & Fortune 500 Corpomuon
cornmits a $150,000 Corporate Gift
targets 12, $100,000 corporate gifts
signs up 3 committee members who give to get 3 gifts each

Candidates:
Michael Simmons (now Bank of Boston)
William Spencer, Xerox
Roland Pampel, or Michel Bloch, Honeywell Bull

PRESIDENTS or CHAIRMENS’ CHATIRMAN : $1,500,000
represents a Fortune 500 Corporation
this is an individual who probably has a large amount of stock so
that there is an ability to give a personal gift
commits a $150,000 personal gift
targets 12, $100,000 personal gifts
signs up 3 commitiee members who give , and get 3 gifts each

Candidates:
William Foster
Jack Lewis
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CHAIRMAN FOR THE $2,000,000 COLLECTIONS ENDOWMENT
an individual committed to the collection
& well-known ‘original contributor’ to the industry
cornimits & $200,000 personal gift
recruits 3 chairmen listed below who give $30-100,000 each
sponsors several events
Candidates
Bob Noyee
Gordon Bell

GRAPHICS COLLECTION CHAIRMAN: $500,000
a well-known graphics contributor
commits 8 $50,000 personal gift
recruits 3 committee members for $50,000 gifts
sponsors several events
targets 12 - $25,000 gifts
Candidates
Ivan Sutherland
Chuek Geschke

SYSTEMS/ARCHITECTURE COLLECTION CHAIRMAN: $1,000,000
a representative of & well-known classic set of ‘computers’
commits a $100,000 personal or corporate gift
recruits 4 commiitee members who give $75,000 gifts
sponsors several events
targets 12 - $50,000 gifts
Candidates

DEC nomines

Al and ROBOTICS COLLECTION CHAIRMAN: $300,000
& representative of the field
commits a $50,000 personal gift
recruits 3 committee members who give $35,000 gifts
targets 6 $25,000 gifts
sponsors several avents

Candidates
Ed Feigenbaum




SERT BY: THECOMPUTERMUSELM i 4-18-98 2:48PM ; 6174262800

CHAIRMAN FOR THE $3,000,000 EDUCATIONAL FUND
a respected name who is concerned about the educational mission
cormmnits a $300,000 gift
secruits two chairman listed below who each give $100,000 gifts

helps the chairman close important gifts
helps with foundation strategy and goal of $1,000,000
sponsors several events

Cendidates:
Bob Higgins
Lynda Bodman

CORPORATIONS CHAIRMAN: $1,200,000
a representative of & company that has shown concern for education
commits & $100,000 corporate gift
recruits 4 committee members each who give $50,000 corporate gifts
this focus may be more local than the Endowment Corporations chair
helps close important gifts
sponsors several events

Candidates:
Bob King or Belove (Lotus)
Ray Stata (Analog Devices)

an mdawduai commmed to the educational mission

commits & $100,000 personal gift

recruits 3 committes members who give $50,000 each and get 2 gifts
sponsors several events

Candidases:
Owen Brown
Howard Cox




The
Computer
Museum

305 Cong Street
Eg;ogﬂaﬁizzﬁie CAMPAIGN OVERVIEW

(617) 426-2800

RESTRUCTURING:

It must be national if not international in scope
in terms of leadership, and prospective donors.

It must be designed as a highly visible campaign celebrating
the industry and the people in it.

It must be be shaped and promoted in such a way that it it
preceived as essential and so compelling that the "who’s who"
of the industry, both individuals and corporations, and those
that depend on the industry will consider it a "must" to be
involved.

A nev case statement based on a long range plan must be
completed including the case for support, financial needs, and
giving opportunities.

A budget and strategic plan must be completed.
LEADERSHIP:
There should be two levels of leadership:

A national committee made up of the "who’s who"

led by a highly respected and recognized individual.

This group should be willing to lend their names, be
major donors to the campaign, and attend and/or host 1-2
cultivation events yearly. Other than the chairperson,
the rest of the group might be named anhonorary committee
rather than national.

A second group must be formed locally to develop and keep
on track the strategy and implementation of the plan. The
y must commit time and resources to the Museum and be

the "engine" or driving force working with staff and nati
onal committee.




The
Computer
Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

NEXT STEPS:

Identify and recruit chair

Identify and recruit national leadership

Expand working group locally

Begin focus groups nationally to discuss long range plan

Idenitfy and begin cultivation and solicitation of
insider seven figure givers

Review and begin modifications to case statement
Begin budget planning and goal setting
Complete draft of promotional plan
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January and February dinners

hs |cul |d Barber, David Language Tec, 27 Congress St. Salem, Ma 01970 member beofe
q\r\ cul |d 5|Boucher, David Interleafl Pres
< Jcul [d Carpenter, Richard Index Technology President
cul |d +CongehensBitlarl  617|235-2384h617 423 4355w vC ? $4K first round Said at least $250 annual
gkb|cul [d 25|Coulter, Charlie, {  617[423-7500 YC alat lots of 1alk cultivation
Im |cul |d 25|Crocker, EdgarC{  617]876-5500 |{876-6791 1336 Mass ave. 02138
cul |d 25|Cunningham, Joh{ 617|890 7868 Jane, Waltham, 7 cultivate
cul [d D'Allesandro, Bob
gh [cul |d 50|D'Arbeloff, Alex 617(734-7828 Pres, Teradynd? $4K on first Stratus, Lotus stock and boards
cul |d 25|Drane, Doug 603/654-2334 |888-2600 $25,000 first ume
cul |d Goldman, Bob Al Corp
W [cul [d Greata, Michael founder Apollo no to P. Severino 11/89
= Jcul |d Hambrecht, Bill | 415986-5500w
cul |d Hatsopoulos, George Thermo-Electron and Ch{Pres & Chrman
cul_|d Henderson, Bob, {  617]423-5525
cul |d Kavner, Bob
cul |d King, Frank
cul |d Kinkead, Michael Saddlebrook Corp Pres
gkb|cul |d Levine, Steve Wang, head of sofltware
cul |d Manzi, Jim
cul |d McGovem, Pat 508875-5000 publisher trustee  |sometimes gives $1000 a Bowl, and cultivation
gkb|cul |d Nassi, Ike, Apple 617)868-7440 238 Main, Cambridge 02142 Bowl
kblcul |d Paul, John 617]890-3600 Pres, Nixdorf US
cul |(d Perozek, David Apollo Division HP VP
cul |d Rabin, Richard Alpha Software President corp
ids fcul |d Robelen, Ben Eastech owes $2000 partner Richardson
cul |d 10|Robelen, Russ cultivate
cgblcul [d 10[{Ross, Doug gave $16K to stan said should get more involved
cul [d Ruopp, Dick 617]|489-5254 |0873-3455  |1489-5255 nom dinner 3/8
cul |d Schechter, Bob 617]|577-8500 CFO, Lotus break  |[stanted breakfasts, President Children's Mus...
cul |d Shields, Jack vp, DEC if Ken gives
gkblcul |d Stata, Ray - 329-4700 CEO, Analogiq870k corp gives via company cultivate
gkblcul [d 1 Tsongay=paut- 627482-1390 - trusiee cultivate
cul |d Vicidomino, Josef  617(266-200 |[375-1468 Emst & Young, 200 Clarjpartner
gkb|cul |d 50| Waite, Charles & | 415[441-4560 |617 423 5535 BOD, Stardeny $4K, events cultivate
kb [cul [d Wallach, Alan 508443-5449 cultivate
cul |d Wheelwritht, Steven Harvard B School Prof. Management Board of Quantum
cul ld Zraket, Charles | Pres, MITRE |

/"I&/Qv‘/a,“-%
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Major gift potentials

salelPr name zip [number number address title net$s$ MuJlelng history Next step
os |* 5|Sammet, Jean 301|h907 0233  [w301 493 143({301-493-1746 retired ibm BOI[$5K in 89 Should be good for $1-5 per year plus m
gkb|cap 5|McCracken, Dan $4K first time history exhibit or other help
os_|cap 5 [McElfresh, David (Mary McNery ex VP Software at Lotus Miich dinner
g\'\ CUIl  5|Boucher, David Interleaf Pres
Ekb * 10|Hirschberg, Peter 4158570387 (94025 1009 Windermere, MP Apple lots gave $4K in first get involved, ask for more
cgb|ca 10|Patil, Suhas, Cirrus 408(945-8305  |x. 201 Chaiman wic |no Will give corporate $$
cgb|CA| 10|Rosing Wayne 415(336-5707  |h408 3541549 VP, SUN help at Apple personal gift
gh [ca 10MDennis, Reed VC,IVP lots $10K in early 89 keep informed annually for next gift
gh |ca 10|Merill, Steve Merrill Pickard Bowl )
,0\"\ CA | 10|Jeffries, Brad Metcalfe dinner

ca | 10|¥#PS; Mashey, Tohn 408(991 0253
cgb|cul 10|Ross, Doug gave $16K 1o start said should get more involved

cul 10{Robelen, Russ cultivate

10|Powell, Casey 503]626-5700 Chmnan,Seq. Bow corporate membership,m $25,000

cgb|* 25|Mead, Carver (Helen) - 818{356-6568w |356 6993 Cal Tech Gave Sil. Compilers stk |cultivate more
cgb|BO\ 25|Doerr, John 415|sf421-3110 2672 Vallejo, SF 94123 vC ? BO\$1000 membership overdue
cgb|CA | 25|Bechtolshein, Andy --- |316-6167Th [691-7247s VP, Sun 7 Met¢nothing Ask
gkblcul |  25|Coulter, Charlie, ARD 617]423-7500 vC alot lots of 1alk cultivation
Im |cul | 25|Crocker, Edgar Camb. Trust | 617|876-5500 |f876-6791 1336 Mass ave. 02138

cul 25[Cunningham, John and co., 617/890 7868 Jane, Waltham, ? cultivate

cul [ 25|Drane, Doug 603/654-2334  [888-2600 $25,000 first time
gh [* 50|Poduska, Bill 617]484-7763  |964-0288w CEO Stardent BOIL$50Kyr

* 50|Hendrie, Gardner 508/393-7096  |393-7394 617-227-0303
pen|bow|  50|Joy, Bill 415]|354-4680 [h336 2847 VP, SUN Bownone $25,000 underwriter
cgb|CAl  50|Fredkin, Ed and Joyce 617|277-4444 10277-1310  |BU, 590 Commonwealth 02215|VC BOD get $50K gift
cgb|cul | 50|Goel, Prabu, Gateway 508(458-1900 1508 441-1109f GET CADENCE AS CORP. 7 sold Gateway/dinner 4/84Personal gift
gh [cul 50|D’Arbeloff, Alex and Brit 617|734-7828 Pres, Teradyne|? $4K on first Stratus, Lotus stock and boards
gkb|cul | 50|Waite, Charles & Angela 415(441-4560 1617 423 5535 BOD, Stardent $4K, events cultivate
gh 50{Johnson, Ted and Ruth 508{369-2640 retired BOILSI0K, $1K 88 annual  {$50,000 ask
gkb 50|Noyce, Bob 512|356-3500 [415-494-4741 sematech trustee

CAY 500|Gates, Bill, Microsoft 206|882-8055 |206 828 0808 Bowl
dd 800(Olsen, Ken 508|493-2300w |259-8754h  |NH 603 366-5523 900k fyr|foun $200,000 |ask for $1M

2040
' e .
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, (,T | - (:)lfﬁ—" tgo(”
J \ : ] o ¢ /

Page 1 as of 1/20/90

~

Ok/hz/‘



CAPITAL CAMPAIGN

FY 90 GOAL
$400
From:

Eliot Bank/Channel
Kent

McLaughlin
McKenney
Pettinella

Spencer

Jamieson

Brown

Foster

TOTAL REC’D

JANUARY 25, 1990

TOTAL RECEIVED TO DATE

$ 51,312

$ 11,500
512

500
2,500
800
1,000
11,500
17,250
5,750

$ 51,312

(51,500 due in matches)

(w/$1,500 match due)

(plus $1,500 match)= $§ 52,812

FY 90 RECEIVABLES AND PLEDGES EXPECTED

Feigenbaum
Rodgers
Severino

TOTAL

OTHER FY 90 PLEDGES

Apollo
Clark
Coit
Hoffman
Index
Lucky
Robelen
Schwartz
Shear
Wang Laboratories
Wolfson

TOTAL

S 8,000

2,250

$ 10,250

$ 15,000
1,024
1,024

250
2,500
1,000
2,000
2,500
1,000

20,000

1,000

S 47,298

$ 10,250

$ 47,298



FY 90 OTHER?

Qo e SRS SRR
Fredkin 50,000
shiemdani-a- -mBGwOSer. ..
Poduska 50,000
TOTAL $200,000 ? $200,0007?
FY 89 PLEDGES OVERDUE
Apollo S 15,000
Brewer 500
Cady 1,024
Clark 1,024
Coit 1,024
Hoffman 250
Index 2,500
Wolfson 1,000
TOTAL $ 22,322 $ 22,322
TOTAL POTENTIAL FY 90 . $332,682

Qmw? , Q@«D 10,000

ay



Outstanding Capital Pledges

FY 89 FY 90

Overdue
Apollo 15000( 15000{ |approved by HP
Brewer 500 . probably will not come through
Brown 20000] |Janto call __
Cady 1024 Jan to call-
Clark 1024 1024 |Jan to call
Coit 1024 1024| |Jen-iessai—
Foster 250 shares Stratus/year
Hoffman 250[ [always pays
Index Group 2500 2500 |Jim McKenney to call
Jamieson 10000 Serdrertogat— [ecemln)
Lucky 1000/ |Jan tocall
Pettinella 800| [Jan to call
Robelen 2000] |Jan to call
Schwartz 2500 . N
Severino 2250 ualled -
Shear 1024| |Jan to call
Spencer 1000 1000] |Jan to call
Wang 20000| |probably will not come through
Wolfson 1000/ |Jan to call
TOTAL 24322 79122| |plus 250 shares Stratus
Prob TOTAL 23822 | 59122 TOTAL minus probably uncollectable pledges

12/1/90




PROSPECTS:

25,000

25,000

10,000 with IBM match of $15,000

10,000 Severino to ask

25,000 GH?

50,000 Sitkin asked in spring. Said not then, maybe
something in future.

Barger, J.P.
Bodman, Lynda
Bloch, Erich
Greata, Mike
Gasee,Jean-Louis
Green, Richard

<0 O Lr A

Henson, Joe 25,000

Hindle, Win 50,000

~Jehrsomr;—Ped- 505000

Kay, Alan

Manzi, Jim $100,000 Ask MK for help

McGovern, Pat $100,000 should eventually be seven figure request
McKennea, Regis 50,000

S

Noyce, Bob $ 50,000 should eventually be seven figure request
Olsen, Ken $ 1 mill Dave Donaldson to ask 12/9/89

Seligman, Naomi § 5,000_

Shields, Jack § SO'OOE#T
Smith, Jack $ 50,000
Vanderslice, Tom $ 50,000
Waite, Charlie §$ 50,000

sskerF=Stirm— 2000w
Oonnio, eed.

-

COMPUTER BOWL SPONSOR SOLICATIONS MADE BY P. NELSON 11/15/89

Bunnell, David S 25,000 Underwriter

Dyson, Esther S 5,000 Table

Goldberg, Adele § 25,000 Underwriter
Hathaway, David §$ 5,000 Table =
Joy, Bill $ 25,000 Underwriter
Powell, Casey $ 25,000 Underwriter
Shaffer, Dick S 5,000 Table

If these do not become bowl sponsors, they should be solicited for capital
gifts.
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SENT BY: THECOMPUTERMUSELM 12— 1-89  1:42PM 517
CAPTTAL CAMPATIGN BY 90

FY 90 COLLECTED: § 11,012

PLEDGESt

OVERDUE 89:

Apollo $ 15,000
Brewer 500
Cady 1,024
Clark 1,024
Coit 1,024
Index Group 2,500
Saverino 2,250
Spenser 1,000

TOTAL FY 89 DUB: § 14,322

FY 90 DUE:

aApollo § 15,000

Clark 1,024

Coit 1,024

Foster 250 ghares Stratus
Hendrie 6, 7507

Boffman 250

Index Croup 2,300

Jamieson 10,000 JDS received call to expect in DEC
Lucky 1,000 ¥
Nelson 53,0007

Pettinella BOO

Robelen 2,000

Sehwacty 2,500

Sheat 1,024

Spensar 1,000

¥ang 20,0007

Yolfson 1,000

TOTAL FY 90 DUE: 5 70,87% + 250 ghares Stratus

TOTAL DUB FY 89
& FY 9C: $ 96,218 + 250 she .5 Stratus



» TLar 1st phase

A B C D
1 |Who|Who GAVE How much | NOW
2 |OGB |Ken Fisher $30K $1K/y
3 |OGB Beb Noyce™ SO 35— B R
4 |0GB | Fonlaine Richardson $30K Gives via Eastech/ said NO to CGB last yr
5 |0OEB [Charles Sporck $25K $1K/yr
6 |0GB|[Ivan Sutherland $20K not yet
7 |OGB | Stephen Watson land $1K/yr
8 |CGB |Harlan & Lois Anderson $10K $1K/yr
9 |OGB |Erich-&Renee-Blochy— $10K $5K with IBM match
1 0 |08 [John Allen Jones
11 |0CEB | Stan Olsen $i1K/yr
1 2 |OGB | Doug Ross $16K $1K/yr
1 3 |OE | Erwin Tomash $10K $1K/yr
1 4 |0&B [Bob Chinn Hras e pridupis=
15 |OCEB.LRI 1O R
16 Jack Kilby ) $4K
1 7 |ccBYRichard Mallefy $1K/yr
18 |08 |Tom Marill $1K/yr
1 9 |OGB | Dan McCracken $4K $1K/yr
2 0 |0G8 |Bob Price $4K $1K/yr
2 1 |OGB | Grant Saviers $4K $1K/yr
2 2 |OGBTAT Shugart ——— — i
2 3 |08 [EharesWaite-—— $4K $50K-or-more - Gordon, Bill, Allen M
24

Page 1




BD & Trustees not on 89/90 list

BOARD

POTENTIAL Comments
Bell
G H Bodman pledged $5000 towards outreach ¥ 5009 D H
Brewster )
Case 1000 to annual
Chapman
Donaldson 5000 to annual
Eklund annual
(A Fredkin commit550,000 to milestones
Gerrity not positive
GH Greene not positive P5DK cC
Hendrie
(Y] Hopper only done some annual 3/0K Ce.
Humphreys |retired/ write off
(_G» |Johnson RODK L
McKenney given this year
Morse 250 to annual
Nelson paid off pledge plus Bowl monies - $50000
Noftsker nothing since Symbolics
Papert
Pell
Poduska
Rotenberg 100 to annual
Sammet
H Seligman 5 0m cC
Severino
Shafto
Sitkin now retired
Skrzypczak
Smart
Trustees
- Bachman Has said would give 5000 to milestones
Bloch has 2/1 IBM match up to 5000
Cragon professor gives $250/500 to annual
Everett something to milestones
Hogan never gave
Klein
Knowles never gave
Pt Kobayashi working on NEC
; Lacey $200 to annual
Q' McGovern
Mead need to cultivate
Metcalfe
Michael $250 to annual
Millard out of business
C&I37 |Noyce need to cultivate ®S0.000
) Randell '
Selfridge gave $25 to annual
Spock
Tomash
Tsongas
op—

Page 1




SEMT BY: THECOMPUTERMUJSELM jlz—- 1-89 1:43FM 51 TFa4=Z52000-
PROSPEBCTS:
oL  Barger, J.P. $ 25,000
¢t Bodman, Lynda $ 25,000
nJ! Bloech, Brich $ 10,000 wiri iBM mateh of $15,000
Greata, Mike & 10,000 Severine to as.
Gasee,Jean-Louls § 25,000 GH?
—> Green, Richard § 50,000 Sitkin asked in spring. 5aid not then, maybe
gomething in future.
Henson, Joea 8 25,000
scke Cumele Hindle, Win $ 50,000
—p Johnson, Ted § 50,000
Kay, Alan
Manzi, Jim $100,000 Ask MK for help
Hotovarn, Pat 100,000 should eventually be seven figure request
4 aa, Regls 5 50,000
S izh $ 80,000 should eventually be zeven figure request
—®i i % 1 mill Dave Donaldson to ask 12/9/89
—pBals fagml  § 5,000
Shie. “ack § 50,000
Smith, 3a¢k 3 5G,000
Robert Snoyer’s
FDN 5% mill JD8/Sitkin?Vanderslice, Tom & 30,000
Waite, Charlie § 20,000 N
Vecksr, Stu § 25,000 %\ \f \ Q( ‘L
S IreSgYs Y

\l%VEQIQ,' Eﬂ;;' e 3
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o7 oITTER BOWL SPONSOR S50LICA&TIONS MADE BY P, NELSON 11/15/8%

David
ther
- ., Adels
Hethaesy, David

Joy, Bill
P@yﬂ 1 ] s Eag K:‘,".:w"
Sheffer, Dick

L L A

inderwriver
0 Undesvglter

Wy Tablie
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DATE: July 11, 1990

MEMO TO: Executive Committee

FROM: Janice Del Sesto

RE: Capital Campaign Planning Study

Attached are materials related to the interviews being
scheduled for the planning study underway by the Charles
Webb Co. Included are two lists of names. The list of
65 names labeled Group A Interview List constitutes the
first wave of interviews. As a Board member, you are on
this list and you should already have received the
preliminary case statement and cover letter.

An additional 60 names will be selected from the second
list. We would appreciate your assistance in selecting
an additional up to 60 individuals from the second list.
Our goal is to interview between 75-100 people for the
study including the board, current and past donors, and
other leaders from technology, general business, and
philanthropic communities.

We shall be discussing this list in some detail at the
Executive Committee meeting.




The
Computer
Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

July 3, 1990

<name>
<title>
<{company>
<address>
<Lcity>

Dear <familiar>:

The Computer Museum has engaged The Charles Webb Company, Inc., a fund-
raising consulting firm in New York, to conduct a study for the Museum
relating to our long-term capital and endowment needs. Our objective
is to determine the most appropriate and workable plan for proceeding
vith our development efforts.

Because of your familiarity with the Museum and the technology

industry I have asked that either Mr. Webb or a senior associate from
his firm call you in the next couple of weeks to arrange a confidential
interview to obtain your opinions and suggestions. Your participation
in this study will be of great value in helping us develop our plans
for the future. You should feel free to talk openly and candidly, as
none of your remarks will be attributed to you. Please be assured that
this meeting is not a solicitation.

The enclosed Preliminary Case for Support describes some of the
Museum’s programs and needs, and will serve as the basis for discussion
during your interview.

Thank you for your help and cooperation.

Sincerely yours,

Gardner C. Hendrie
Chairman

Board of Directors
/sj

Enclosures
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The

Computer
Museum

300 Congress Street
Boston, MA 02210

(617) 426-2800

THE COMPUTER MUSEUM

PRELIMINARY CASE FOR SUPPORT

The Computer Museum is the world’s only museum devoted solely to the
evolution, workings, applications and impact of computers. It has
grown rapidly as has the industry that it chronicles and is recognized
today as an educational leader, an innovator in exhibit design, and a
collector and presenter of historical artifacts. Since its inception
in 1979 and formal founding as a public institution in 1982, the Museum
has welcomed over one million visitors. The Museum, in its commitment
to education, has developed new outreach, loan, and traveling programs
in cooperation with other museums and institutions. Through these
extension programs, the Museum is able to reach a wider population, far
beyond its Boston location. In fact, national activities are underway
that will make the Museum an important source of exhibits for other
science centers and museums.

The Museum had a serendipitous beginning. In 1974, Digital Equipment
Corporation’s Ken Olsen and Robert Everett, then-President of MITRE
Corporation, rescued the MIT Whirlwind Computer -- one of the earliest
computers -- from the junkpile. By 1979, a collection was put on
display at a Digital plant in Marlboro, Massachusetts. It soon became
apparent that the Museum needed more space and a more central location
in a neutral, non-corporate setting. The Museum was incorporated as a
public non-profit institution in 1982, and in 1984 the Museum moved to
its current home -- a renovated warehouse on the Boston waterfront.
This site enabled the Museum to accommodate its growing number of
visitors and collections. With the move, visitorship soared from an
annual attendance of 15,000 in Marlboro to more than 100,000 in Boston.

Today the Museum is at a crossroads. It has expanded well beyond its
initial purpose of ensuring historical preservation, and currently
provides creative education programs and more than 70 hands-on,
interactive exhibits. A relatively young institution, the Museum has
also proven it’s ability to maintain a balanced operating budget
without the major subsidy it required in its early days. But to ensure
its future, The Computer Museum must secure a solid financial base by
building an endowment and completing the purchase of the space in which
it is housed. Toward that end, the Museum’s Board of Directors is now
considering a capital campaign to raise $10 million. Capital funds
could be applied toward four areas: the purchase of the Museum’s
facility; the establishment of an unrestricted endowment fund, an
endowment for education programs, and an endowment for its collections.

S
N
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Filling an Educational Need

The American nation faces a growing crisis in science and technology education.
Reports show that U.S. children are nearly at the bottom in international
comparisons of mathematics and science achievement. The National Science
Foundation predicts a shortfall in this country of more than 600,000 engineers
by the year 2020.

Ironically, the problem has reached its most serious dimension just as the
importance of science and technology in daily life has increased. Computers
impact us daily -- in travel, banking and finance, manufacturing,
telecommunications, and in consumer electronics. Despite its role in modern
society, few adults understand or appreciate the computer’s role or potential.
Without that understanding, individuals are less likely to keep pace with
changes in the world around them, either in their homes or in their workplace.

As part of the reexamination of science and technology education in this
country, educators are emphasizing the important role that museums and other
informal learning environments can and should play in making complex subjects
less forbidding and more appealing. Technology is a discipline grounded in
first-hand exploration and analysis rather than rote learning. Therefore,
interactive technological museums can help fill an educational void in the
sciences by providing hands-on resources that are not typically available in
schools.

The Computer Museum addresses this need by developing education programs and
exhibits that can stand alone or work in tandem with curriculum offerings
available in schools, colleges, and other classroom settings. Its interactive
exhibits are designed for a wide range of ages, knowledge and interest levels.
The Computer Museum also helps to educate the non-school age population to be
more knowledgeable computer users and consumers by providing a friendly
environment in which visitors can experiment with computers in a non-threatening
way. Furthermore, The Computer Museum’s informal learning environment supports
the abundant use of technology in the workplace by exposing visitors to a
multitude of different hardware and software, and enables visitors to "practice"
their computing skills at leisure. Thus the Museum engages and educates
visitors about the extraordinary history of computing, the technology and
applications of present-day computers and robots, and the role of computing in
the future.



A Record of Achievement

In less than a dozen years, The Computer Museum has gained an international
reputation for excellence in its programs, collections, exhibits, staff, and
educational materials. Some recent achievements include the following:

In 1987, the Museum signed an unprecedented joint collecting agreement
with the Smithsonian Institution, National Museum of American History.
This agreement is in recognition of the Museum’s unique role as the
owner of the first collection of computers, and ensures that historic
artifacts are preserved, while the research and exhibition potential
for both institutions is enhanced.

In June, 1990, the Museum opened its 5,000-square-foot, two-story Walk-
Through Computer. This authentic working model of a desktop computer
—- blown up to 50 times its actual size -- literally brings visitors
inside a computer to learn how it works and what it can do. Visitors
explore the computer’s central processing unit, clock, RAM chips, and
hard disk drive. This $1.2 million project, fully funded by private
donations, has received extensive international media coverage, and is
expected to bring over 50,000 new visitors to the Museum each year.

Its Graphics and "Smart Machines" Galleries offer its international
visitors a unique opportunity to explore computer graphics, artificial
intelligence and robotics through interactive, hands-on experience. The
Museum owns the most comprehensive collection of early experimental
robots in the world.

The Museum has recently expanded further into the realm of computer art
by hosting the 1989 SIGGRAPH Computer Art exhibition. It plans to make
this an annual exhibition and add the educational offerings during its
stay to include lectures and workshops on computer art and eventually
music as well.

The Museum recently received a major grant from the Nationmal Science
Foundation in support of a new program to create and distribute
Computer Exhibit Kits to other museums and science and technology
centers in the U.S. The Museum has always served as a model for other
museums, providing guidance and assistance in creating computer
exhibits of their own. Through the Kits Program the Museum will
provide, at a greatly discounted price, the software, instructions for
exhibit fabrication, explanatory signage, custom equipment and
educational materials for nine of its interactive exhibits. This
innovative program will allow the Museum to reach an estimated 20
million people each year who will use its exhibits in other science and
technology centers throughout the country. :

To promote computer literacy and offer positive role models, The
Computer Museum launched its highly-acclaimed Computer Bowl tournament
in 1988. This competition pits teams of computer experts representing
the East and West coasts against one another in a test of knowledge.
The 1990 Bowl was transmitted live to four U.S. sites via satellite,
and was broadcast in its entirety on Public Television’s "Computer
Chronicles."



A Vision for the Museum’s Future

The Museum’s Board of Directors, comprised of national and international leaders
in business, academia, and the computer industry, is committed to securing the
Museum’s future as an informal educational center, a research facility, a
resource for other museums and educational institutions, and a repository for
the irreplaceable archives and artifacts that document the most rapidly-changing
industry in the world. To maintain its leadership role and continue to expand
its programs and services, the Board recognizes that the Museum needs a more
solid financial base.

In 1989, the Museum completed a capital fund-raising effort, having raised $3.75
million for building relocation and renovation, and the development of new
exhibits. In preparation for a new campaign, the Board has identified four areas
of need:

Purchase of the Museum building S 2,500,000
Endowment for unrestricted use s 2,500,000
Endowment to support education programs $ 3,000,000
Endowment to support the collections $ 2,000,000

TOTAL $10,000,000

The successful completion of the campaign will provide the Museum with
the security it needs, and will allow it to grow in new ways.
Specifically, the newly established endowment funds will provide annual
income to support:

completion of the expansion and renovation of public space

increased cooperative programs with other museums and science
technology centers for exhibit lending, advice on exhibit design
and creation, and new program development

nev and broader on-site educational programs, including special
seminars for educators, informal learning programs, and
cooperative offerings with public television and;

creation of an historian staff position to curate and provide
on-going care and management for the Museum’s unrivalled
collections of 1,500 artifacts, 1,000 photographs, and over 400
videotapes and films chronicling the history of computing; and to
facilitate the collections’ use for historical research.

The Museum bears a serious responsibility: to preserve a history; to engage all
visitors; to prepare a new generation for a technological world; to provide
models and guidance for other museums; and to serve as an international resource
and research facility for people and organizations throughout the world. Vith a
vision for its future, and an endowment fund to support that vision, these goals
can be achieved.



Group A Interview List for Capital Campaign Planning Study

AKERS, JOHN
Chairman and CEO
IBM

01d Orchard Road
Armonk, NY 10504
(914) 765-1900

BECHTOLSHEIM, ANDY

SUN Microsystems

2550 Garcia Avenue
MS/12-40

Mountain View, CA 94043
(415) 960-1300

BELL, GORDON

Museum Board of Directors
450 Oak Court

Los Altos, California 94022
(415) 949-2735

BLOCH, ERICH

Director

National Science Foundation
Washington D.C. 20550

(202) 357-7748

BLOCH, MICHEL

Executive Vice President
Corporate Strategy

BULL HR

Technology Park
Billerica, MA 01821-4199
(617) 294-4407

BODMAN, LYNDA
President

Schubert Associates
10 Winthrop Square
Boston, MA 02210
(617) 338-0930

BREVWSTER, LARRY

Vice President, Worldwide Operations
Aspen Technology, Inc.

251 Vasser Street

Cambridge, MA 02132

(617) 497-9010



Group A Interview List for Capital Campaign Planning Study

BROWN, OWEN

19753 Farwell Drive
Saratoga, California 95070
(408) 741-5469

CASE, RICHARD

Director of Systems Analysis
IBM Corporation

44 South Broadway, 10th Floor
WVhite Plains, NY 10601

(914) 686-5558

CLARK, JIM

Chairman

Silicon Graphics

2011 Shoreline Road
Mountain View, CA 94039
(415) 960-1980

CULLINANE, JOHN

The Cullinane Group

20 University Road, #310
Cambridge, MA 02139
(617) 499-2724

CUNNINGHAM, JOHN
Cunningham & Co.
950 Winter Street
Waltham, MA 02154

DECASTRO, EDSON
CEO

Data General

4400 Computer Drive
Westboro, MA 01580
(508) 366-8911

DENNIS, REID

3000 Sand Hill Road
Building 2, Suite 290
Menlo Park, CA 94025
(415) 854-0132

DOERR, JOHN
2672 Vallejo Road
San Francisco, CA 94123

DONALDSON, DAVID

Ropes and Gray

One International Place, 3rd Floor
Boston, MA 02110

(617) 951-7000



Group A Interview List for Capital Campaign Planning Study

DUBE, NANCY

Digital Equipment Corporation

Manager of Corporate Community Relations
111 Powdermill Road

Maynard, MA 01754

(508) 493-5111

EVEREIT, BOB

The MITRE Corporation
P. 0. Box 208
Bedford, MA 01730
(617) 271-2000

FEIGENBAUM, ED

1019 Cathcart Vay

Palo Alto, California 94035
(415) 493-4618

FOSTER, BILL

President & CEO
Stratus Computer

55 Fairbanks Boulevard
Marlboro, MA 01752
(508)460-2000

FREDKIN, ED

President

Capital Technologies, Inc.
209 Harvard Street
Brookline, MA 02146

(617) 277-1310

GATES, VWILLIAM
Chairman

Microsoft Corporation
P. 0. Box C97017
Redmond, WA 98073
(206) 882-8080

GREENE, RICHARD

Chairman of the Board and Founder
Data Switch Corporation

One Enterprise Dirve

Shelton, CT 06484

(203) 926-1801

HEARST, WILLIAM RANDOLPH III
The San Francisco Examiner
110 5th Street

San Francisco, CA 94103



Group A Interview List for Capital Campaign Planning Study

HENDRTE, GARDNER

Sigma Partners

300 Commercial Street, #705
Boston, MA 02109

(617) 227-0303

HINDLE, WINSTON

Senior Vice President
Corporate Operations

Digital Equipment Corporation
146 Main Street

Maynard, MA 01754

(508) 493-2338

HOPPER, MAX

Senior Vice President
Information Systems
American Airlines

P. 0. Box 619646, MD 4215
Dallas/Fort Worth Airport
Texas 75261-9616

(817) 963-2072

HOUSE, CHUCK

General Manager

Software Engineering Systems Division
Hewlett-Packard Company

1266 Kifer Road

Sunnyvale, CA 94086

JAMIESON, BURGESS

Sigma Partners

2099 Gateway Place, #310
San Jose, CA 95110

JOHNSON, TED
Consultant

736 Annursnac Road
Concord, MA 01742
(508) 369-2640

JOY, BILL

SUN Microsystems

2550 Garcia Avenue

MS/12-40

Mountain View, California 94043
(415) 960-1300

KAGIYAMA, KEIICHIRO
President

NEC System Labs

1414 Massachusetts Avenue
Boxborough, MA 01719
(508) 264-8000



Group A Interview List for Capital Campaign Planning Study

KAPLAN, DAVID
Price Waterhouse
160 Federal Street
Boston, MA 02210
(617) 439-4390

KAPOR, MITCH

Chairman and CEO

ON Technology, Inc.

One Cambridge Center, 3rd Floor
Cambridge, MA 02142

(617) 225-2545

KUEHLER, JACK
President

IBM Corporation

0l1d Orchard RD, 35-07
Armonk, NY 10504
(914) 765-1900

LANDMANN, FRITZ
Publisher
ComputerWorld

375 Cochituate Road
Framingham, MA 01701
(508) 879-6700

LUCKY, BOB

Executive Director

Research Communications Sciences Division
AT&T Bell Laboratories

Crawfords Corner Road

Room 4E605

Holmdel, NJ 07733-1988

(201) 949-4477

MCGOVERN, PAT
International Data Group
Five Speen Street
Framingham, MA 01701
(508) 875-5000

MCKENNEY, JIM

Professor

Harvard Business School
5 Winthrop Road
Lexington, MA 02173
(617) 495-6595

MEAD, CARVER

California Institute of Technology
(256-80)

Computer Science Department
Pasadena, CA 91125

(818) 356-6841



Group A Interview List for Capital Campaign Planning Study

METCALFE, BOB
400 Kings Mountain Road
Voodside, California 94062

MOORE, GORDON
Chairman

Intel Corporation
3065 Bowers Avenue
Santa Clara, CA 95052
(408) 765-8080

MORSE, LAURA

Managing Director

Russell Reynolds Associates
45 School Street

Boston, MA 01824

(617) 523-5501

NELSON, DAVID

President

Fluent Machines, Inc

1881 Vorcester RoadFramingham, MA 01701
(508) 626-2144

OLSEN, KEN

President and CEO

Digital Equipment Corporation
146 Main Street

Maynard, MA 01754

(508) 493-2300

PALMER, VALTER H.

Vice President

Public and Financial Relations
Raytheon Company

141 Spring Street

Lexington, MA 02173

(617) 862-6600

PAPERT, SEYMOUR

Professor of Media Technology
Diector, Epistemology & Research
MIT

Room E15-313

20 Ames Street

Cambridge, MA 02139

(617) 253-7851

PATIL, SUHASH

Chairman & V.P. R&D
Cirrus Logic, Inc.

1463 Centre Pointe Drive
Milpitas, CA 95035

(408) 945-8300



Group A Interview List for Capital Campaign Planning Study

PELL, ANTHONY

President

Pell Rudman and Co., Inc.
40 Rowes Wharf

Boston, MA 02110

(617) 439-6700

PODUSKA, BILL
President and CEO
Stardent Computer
100 Wells Avenue
Newton, MA 02159
(617) 964-1000

ROTENBERG, JONATHAN
Chairman

The Boston Computer Society
One Center Plaza

Boston, MA 02108

(617) 367-8080

RUOPP, RICHARD
11 York Road
Belmont, MA 02178

SAVIERS, GRANT

Vice President

Digital Equipment Corporation
146 Main Street

Maynard, MA 01754

(508) 493-5111

SCALLON, A. N.

IBM Corporation

Director of Corporate Support Programs
2000 Purchase Street

Purchase, NY 10577

(914) 697-7510

SCHWARTZ, ED

President

New England Legal Foundation
150 Lincoln Street, 6th Floor
Boston, MA 02111

(617) 695-3660

SCULLEY, JOHN
President and CEO
Apple Computer Corp.
20525 Maiani Avenue
Cupertino, CA 95014



Group A Interview List for Capital Campaign Planning Study

SELIGMAN, NAOMI

Senior Vice President
The Research Board

220 East 61st Street

New York, New York 10021
(212) 486-9240

SEVERINO, PAUL

Chairman and CEO
Wellfleet Communications
15 Crosby Drive

Bedford, MA 01730 - 1418
(617) 275-2400

SHAFTO, ROBERT

President

Insurance and Personal Financial Services
The New England

501 Boylston Street

Boston, MA 02117

(617) 578-2835

SHEAR, HAL

President

Research Investment Advisors, Ltd.
10 Commecial Wharf

P.0. Box 2393

Boston, MA 02107

(617) 720-3436

SHULHOF, MICHAEL

Vice President

Sony Corporation of America
Sony Drive

Park Ridge, NJ 07656

(212) 418-9415

SIMMONS, MICHAEL
Executive Vice President
Bank of Boston

P. 0. Box 2016

MS 01 025A

Boston, MA 02106

SUTTER JAMES

Vice President, General Manager
Rockwell International Corporation
P. 0. Box 2515

Seal Beach, CA 90740-1515



Group A Interview List for Capital Campaign Planning Study

YOUNG, JOHN

President and CEO

Hewlett Packard

3000 Hanover Street

Palo Alto, California 94304
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CFAIG, AMUHONY PRIME COMPUTER KW PR, CEO NATICK MA 508-655-8000
(FAVDALL, ROSERT L. AMR CORP Kl CH, PR, CEOQ DALLAS/FY.WORTH TX 817-963-1234
{RAY, SEYHOUR CRAY RESEARCH ™ FOR MINNEAPOLIS M 612-335-5889
CRUIRSHANK, THOMAS H. HALLIBURION FOUNDATION 1) FR DALLAS X 214-978-2600
JULUIKANE, JOHN J. CULLINET SOFTUARE sV CH, CEO, FOR WESTWO0D ‘ma 617-329-7700
LUNNINGHAN, PETER UNIX INT'L 10 PR, CEO PARS | PAHRY KJ 201-263-8400
(LCASTRD, EDSCN D. DATA GEKERAL w PR WE STBOROUGH MA 508-366-8911
TILL, KICHAEL S. ‘3¢ DELL COMPUTER Y CH, CEO AUSTIN ™ $12-338-44007
CE210U20S, PROF. MICHAEL L. MIT/LABORATORY FOR COMPUTER SCIENCE AC DIR CAMSR IDGE M 617-253-5851
CICHNE, JOSEPH L. MCGRAM-HILL Kl CH, PR, CEO KEV YORK NY 212-512-2000
SEUFFEL, DR. LARRY E. CM/SOF TVARE EXGINEERING INSTITUTE A DIR PITISBURG PA 412-268-5800
ELOCLRLY, UILLIAM S, STATE SIREET BANK nl CH BOSTOM NA 617-786-3000
ELOFED, KEXNETH A. NG IHMAC CORP w R, CEO SANTA CLARA cA 408-T27-1970 *
ELLISOW, LAWRENCE J. W % ORACLE sV FR, CED BELMOHT CA 415-598-8000 -
NN, KELSL RICON COMPANY FR cH, PR CALDAELL ) 201-882-2000
INILVIST, A. TKEODORE MYKEX K1 FR,INFO SOL'N GRP WHITE PLAINS nY 914 -993-3800
icziP, ELAAPD M, JR. ASHTOM-TATE v CH, CtO TORRANCE CA 213-329-8000 ,
EvA4S, FRCF. DAVID A. CH/LAB FOR COMPUTATIONAL LINGUISTICS AC OLR PITISBURG PA 412-268-5085
EX_EY, CHARLES E. JR ¢ HCR Y CH, CEO DATTON ON S13-445-2250
PERUNAIEE, JAMES CMS ENHANCEMENTS W FR, CEO TUSTIN CA 714-259-9555
FLvGosom, WILLIAM C, NYXEX nl ¥ CH NEV YORK ny 212-370-7400
FLUNRMIEL, NANKY A, pZ&8 xi FR, CATAQUEST SAN JOSE cA 408-971-9000
FIEBIGER, JAMES R. visl H PR, COO SAN JOSE CA 408-434-3000
FIELCS, OR. CRAIG ADVANCED RESEARCH PROJECTS AGENCY(DARPA) GV OIR ARLINGION YA 202-694-3007
FLLINO, HIROSHI ! SEIKO EPSON R CH TORRANCE cA 213-530-8777
FosulTA, TOM C. 1TOH & CO. IR FR, CIE STSTEMS IRVINE cA T14-640- 1800
GLYIN, ROBERT W. & * MOTOROLA *d CH SCHALMBRG " 3123775000 7/
CLISTERICLD, £THR WP1/M3HT OF ADVARCED AUTCMATIOM TECK CIR AC OIR WORCESIER MA 617-793-5000
LESTHLE, CHARLES M. ¢ ADOGE SYSTEMS sV FR, COO MOUNTAIN VIEW  CA £15-961-4400 ,
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1/05/50

NevE

CI1SSCHS, JOHM H.
GLAVIN, VILLIAM F.
GOTTLIEB, JAY
CREEN, ALVAR
GIEEXBERG, DOMALD
GRCVE, ANOREV S.
HALUMAN, KICRAEL
H:nSTHZ, LANCE E.
“ARRISON, RUSSELL
VAZEN, PAUL
wEIMAN, BERNARD

NEWLETT, VILLIAM R,

SOCH, ORIEX L.

B0, EDMARD E. JR.
$I2WVER, UILLIAN R,

NXARD, MELVIN
MJL, STEVE
IMAT, MIWOQU
IXWR), YAZUO

IKATOME, JOSEPH T.

IMATOME, RICK
JSHI XA, N,
JAZKSOM, DAYID

18s, STEVEX P. 7 fﬁ"mu Y
JDITH, NICKAEL A,

JoXKIwS, JERRY R.
KAiKU, RYUZABURO
KAMEOKA, SUETOMO

LMJFRAX, STEPHEN P.

YAVMER, ROBERT M.

KAWASAK], RASATOSHI

ALPHA ORDER BT COMRPANT RAXE

ORGAN | ZAT 108
OFFICE OF TECH.ASSESSMENT-COWGRESS OF US
XEROX
2f¢ THE COMPUTER FACTORY
AUTODESX 1NC
CORNELL/PROGRAX OF COMPUTER GRAPHICS
INTEL
BOEING COMPUTER SERVICES

€ PHOENIX TECHMOLOGIES LTD.

AR
VELLS FARGO
OKIDATA

3 % HEWLETT-PACKARO

LI1T10M INDUSTRIES

GE

COMPUTER SCIENCES CORP.

XEROX
# EVEREX SYSTEMS

OK] AMERICA

KYOCERA INT'L
M& INACOMP COMPUTER CEMTERS
3¢ INACOMP COMPUTER CENTERS
TOSHIBA AMERICA (NC -
SH ALTOS COMPUTER SYSTENS

NEXT IMC.

THE MILLARD FOUMDATIOM

TEXAS [NSTRUMENTS

CANON USA

ALPS ELEC USA

ARROU ELECTROWICS

ATLT

m’r‘simsm ELECTROMICS AMERICA

[T

.................

PR, CEO, CFO
DIR

PR, CEO

PR

Y CH, PR, COO
FR, AR INFO SVT.
PR, COO

FR, CEO

DIR, FDR

CH, CEO

Y CN

CH, FR, CEO
v c®

FR, CED

cH

CH

cH

PR, CEO

CH, CEO

CH, PR, CED
ER

FR

CH, PR, CED
CH

FR, CEO

FR, CEO

PR, DATA SYS GRP
PR

WASHINGTON
STAMFORD
ELMSFORD
SAUSALITO
ITHACA

SAHNTA CLARA
BELLEYUE
KORWOO0
DALLAS/FT WORTH
SAN FRANCISCO
KT LAUREL
PALD ALTO
BEVERLY HILLS
FAIRFIELD

EL SEQUDO
STAMFORD
FREMOMT
HACKENSACK
SAN DIEGO
TROY

TROY

NEW YORX

SAN JOSE
PALO ALTO
DAKLAND
DALLAS

LAKE SUCCESS
SAN JOSE
NELVILLE
BASKING RIDGE
TORRANCE

PP QQRERREES

STATE

NJ

NI
NI

=8E8

KY

NY
NJ

TELEPHOME

202-224-8713
203-968-3000
914-347-5000
415-332-2344
607-255-4880
403-987-8080
206-763-5166
617-769-7020
817-9463-3003
415-396-0123
609-235-24600
415-857-1501
213-859-5000
203-373-2211
213-615-0311
203 -963-3000
£15-498-1111
201-646-0011
619-576-2600
313-649-5580
313-649-5580
212-308-2040
408-432-6200

PO BOX 10408
214-995-2011
516-483-6700
408-432-6000
516-391-1300
201-221-2000
213-515-3993

~

-



CILRNS, DAVID T.
KIUCHl, TAKASHI
:ozrflsn, GEORGE
CEAUSE, WILLIAA
LRUTZ, DR. RCNALD
MEHLER, JACK D.
VUNZ2EL, NERBERT
LANGER, DR. HORST
LARSENM, ROGERT R.
LEBAU, BEWNETT S.
LEE, LASKENCE
LEFF, ROBERT S.

LEIXNER, TIMOTHY C.

LEUIS, JOHMNM C.
LU, LEOWARD
LOEBER, JAN
LUCAS, DOMALD L.
LUFT, KLAUS
LYCMS, CR. JOHN
MACH]IZ, LEOM
MADJEN, PETER E.
YAu2l, JIM P,

MARKKULA, APJéﬁ CLIFFORD JR

MATSUSAITA, M,
HICAV, BRUCE R.
NICAV, CRAIG O.

MCCAV, JGHN ELROY JR

MCCAV, KEITH W,
WCCOY, JAMES M.

NCCRACKEN, EDUARD R,
MCOmE, UILLIAM J, JR

ALPHA ORDER BT COMPANY XAME

...........................

ORGAN I ZAT [OW
XEROX :
MITSUBISHI ELECTRIC AMER{CA
P¢ WK UTEX/TELEDYHE
S 3coH
CH/COMPUTER ENGINEERING CENTER
¢ I8N
CHARLES LEE POVELL FOUNOATIOM
SIEMENS CORP
LARSEN FUND, [NC.
MAL BASIC FOUR
CORNELL/CORNELL MAT'L SEMICOND. FACILITY
¥ SOFTSEL OOMPUTER PDTS
RAT'L CTR FOR AUTOMATED INFO RETRIEVAL
AMOAHL COMPUTER
ACER TECHS CORP
MOKIA INC.
ORACLE
K1 XDORF
XAT'L INST. OF STDS & TECPROLOGY
AVNET
STATE STREET BANK
LOIUS DEVELOPMENT
APPLE
MATSUSHITA
#< ¥ MCCAW CELLULAR COMMUMICATIONS
W€ ¢ NCCAW CELLULAR COMMUMICATIONS
St W% NCCAN CELLULAR COMMUNICATIONS
W Mt NCCAV CELLULAR COMMUNICATIONS
MAXTOR CORP
SILICOM GRAPKICS
POLAROID CORP

mHW

FR
i
L3
Ml
i
L]

ni

FROF/EVP(RET)
CX, PR, CEO
DIR

Y CH

cx

CH, CEO

PR, TR

CH

oIR

o CH

CH

CH, CED

PR

FR, CED

o™

cx

DIR

CH, PR, CED
PR

CK, PR, CEO
RETIRED, DIR
CH

vP

CH

EVP

YP
o
FR, CEO
(=]

STAMFORD
NEW YORK
AUSTIN
SANTA CLARA
PlT1SBURG
ARMONK

LA JOLLA
HEU YORK
NEU YORK
TUSTIN

[ THACA

[ XGLEWOCD
NEW YORK
SUNNYVALE
SAN JOSE
BASKING RIDGE
BELMOXT
WAL THAM
GA)THERSBURG
GREAT NECX
BOSTON
CAMBRIDGE
WOCDSIDE
SECAUCUS
K1RKLAND
KIRKLANOD
K1RKLANO

K IRKLAND
SAN JOSE
MOUMTAIN VIEW
CAMBRIDGE

STATE TELEPHOXE

IO PEEESE0FEEIRECOEOOSOE03 58I RZEA

203-963-3000
212-223-2250

408-562-6400
412-268-3361

914-765-1900
619-459-3699
212-832-6601
203-255-5318
714-731-5100
607-255-8686
213-412-1700
212-249-0760
408-746-6000
408-922-0333
201-766-4010
415-598-8000
617-890-3600
301-975-2300
516-666-T000
617-786-3000
617-577-8500

201-348- 7000
206-827-4500
206-&2?-4500{___?
206-827-4500 -
206-827-4500
408-432-1700
415-960-1980
617-577-2000



17U 10

ALPMA ORCER B8Y COMPAXY NANE

wspg ORGANIZATION CROUP  POSITION
FILIVERK, PATRICK JOSEPH ¢ H¢ PUBLISHING (COMPUTER) nt

PETCALFE, ROBERT K 3cod . W Y PR, G4 STS
MiNER, ROBERT M. & ORACLE s SR VP DEV
HITCHELL, DAVID T, SEAGATE TECH HY PR, COO
RIFFETT, DONALD P, FUJITSU SYSTEMS OF AMERICA ER PR

“1sE, CORDOM E. FE K INTEL Hd CH

“w<(NC, DR. LUIGI BU/CTR FOR COMPUTATIONAL I APP. DYNAMICS AC DIR

RRITA, MASAAKL SONY CORP OF AMERICA FR cH, CE0
m&i1Z, CHARLES V. ODUX & BRADSTREET nl o, o
WRRISETT, LLOYD N. JOHN & MARY R. WARKLE FOUMOAT]IONM Fo FR

m1ieS, ROBERT J. GRUMMAN X1 PR, DATA SYS DIV
NAKAMURA, YASUSHI FUJLTSU AMERICA FR PR

WAXAD, HIDEO NEC IR PR, CEO
WEPTUE, FROF. ANILE CORMELL/MATNEMATICAL SCIENCES INSTITUTE AC DIR

waifOA, RAYMOND 4. 3k NOVELL sV PR, CH, X0
WEAN, DAVID A. % BUSINESSLAND INC i CH, FR, CE0
XUVAK, OR. GORDON S. JR UT-AUSTIN/ARTIFICIAL (MTELLIGERCE LAS. AC DIR

MOYCE, ROBERT M. INTEL Y] Y CH
MUSSSALM, CUTLER J. ASHTON - TATE sW PR, COO
xJI'1, ROY COMPUTER SCIENCES CORP. SW CO-FTR, PR VP
O'LPIEN, JOHN GRUMMAN Xl CH, PR, CED
Q'QURKE, J. TRACY ROCKWELL INT'L/ALLEN-BRADLEY LT YP/PR, CEOD
TN, DR. J. TINSLEY UT-AUSTIN/TEXAS [NST. FOR COMPUT'L NECH. AC DIR

031, MASAKA FUJITSU SYSTEMS OF AMERICA 3] (o'l

ORR, JAMES F. LI UMM CHARITABLE FOUNDATION 0 PR
OSTERGARD, PAUL N. GEMERAL ELECTRIC FOUNOATION fo FR
FACKARD, DAVIO € I HEWLETT -PACKARD KV CH, FOR
FALLYSAY, MAX A€ ¢ XEROX DATA SYSTEMS X! R CH
FALUIK, ROBERT J. COMYEX COMPUTER KW PR, CEO
FATRICK, DENNIS FEDERAL COMMUMICATIONS COMMISS1OM Gv o

FATICM, UILLIAX B. 2R MAT BASIC FOUR (Y] PR, CEO

HASHUA
SANTA CLARA
BELMONHT
SCOTTS VALLEY
SAN DIEGO
SANTA CLARA
BOSTOX

NEW YORX
NEW YORX
NEW YORK
BETHPAGE
SAN JOSE
MOUNTAIN YIEW
LTHACA
PROVO

SAM JOSE
AUSTIN
SANTA CLARA
TORRANCE

EL SEGUMDO
BETHPAGE
EL SEGUNDO
AUSTINM

SAN DIEGO
PORTLAND
FAJRFIELD
PALO ALTO
926 WESTWOOO
RICHARD SOM
WASHINGTOM
TUSTIN

PREXXTXTXIRODQ

STATE

x
-

x
-

gx8S5

gX88

1B

ME
c1
CA
BLYD
X
bC

Page

TELEPHOME

/A

408-562-6400

415-598-8000
408-438-6550
619-4B1-4004
408-987-8080 -
617-353-3069
212-371-5800
212-593-6800
212-489-6455
516-575-0574
408-432-1300
415-960-6000
607-255-8005
801-379-5900 -
408-437-0400°
512-471-9567
408-587-8080
213-329-8000
213-615-0311
516-575-0574
213-647-5000
512-471-3312
619-481-4004
207-770-2211
203-373-3216
415-857-1501 .
LA, CALIF.
214-852-0200
202-632-7000
714-731-5100



T/ 799

NA&wy
FENF1ELD, DR. PAUL JR,
CiSLINS, THOMAS J.
#iECI, H. ROSS
PHILLIPS, THOMAS L.
PICCTITT, JOHN L.
FOST, DR. ROSERT L. JR
$1S1RS, DR. EDWARD J.
PRESS, FRANK
FFICE, CLAREXCE L.
GIRESHEY, SAFL Y.
7avIOLl, GULIANE
RATM W), STEVEN AL
bEtD, JOHN S.
FELCHARDT, CARL E.
FEMIA, R. BRUCE
PCACH, JOHK V.
F(BIBSON, JAMES D. 111
FUOGERS, T.J.
SuC4l, GIORG1O
W RFORD, JOHN 2R
SCALISE, GEORGE IN.
SCWOCTER, VILLIAM J.
SCULLEY, JOMN
SETWATKA, UALTER
SKEFFLELD, G.L.
SKLLLEY, R.GENE
SHENER, JACK E.
SWEFAERD, MARK JR.
SHILEY, JIN A,
W MRMIZ, FRAXK
;i  TAKARY, ALAX F.

ALPHA ORDER BY COMPAXY KAME

ORGAN] ZAT 1ON

........................................

MIT/MICROSYSTEMS RESEARCH CENTER
TANDEM

>§¢ H< PEROT GROUP

RAYTHEON

CBEMA - COMP. 1 BUS. EQUIP. MFG ASSOC.
OFFICE Of SCI.YTECH. POL.-EXEC OFF. FRES
YT - AUSTIN/ELECTROKICS RESEARCH CEMTER
NAT'L RESEARCA COUMCIL

FON. OF THE LITTION IMOUSIRIES

¥ AST RESEARCH

OLIVETT] MGHT OF AMERICA

R TECH DATA CORP

CLTICORP

WELLS FARGO

PURDUE /CAD/CAM CENTER
TANDY

AMERICAN EXPRESS
CYPRESS SEMICONOUCTOR
MEMOREX (COMPUTER SUPPLY O(V.)
DL&B

MAXTOR CORP

OONNER PERIPHERALS
APPLE COMPUTER
MOGRAW-HILL

PACTEL COMMUNICATIONS
RAVTHEON

TERADATA CORP

TEXAS [MSTRUMENTS
H1CROSOFT

BOEING CO.

SEAGATE TECH

CROUP  POSITION

AC DIR

¥ o

i FCR

M1 CH, CEO

10 PR

cv EXEC DIR

ac DIR

oY DIR

f0 PR

W CH, PR, CEO
FR PR

Kd PR, CXO

xt of, CEo

Xt 4, CEO

AC DIR

b1 t%, FR, LEO
ni CA, FR, CEO
W PR

R PR, CEO

"l PR, IXTERACT.DATA
m PR, CEO

Y v CH

1 CH, PR, CEO
Xl FR, [NFO SYC.S CO
LT FR, CEO

LTl FR

Hd cH

Nl fMR CH, DIR
sw PR, COO

Nt CH, CEO

Hd CH, CEO

CANBRIDGE
CUPERTINO
12377 NERIT DR.
LEXINGTON
WASHINGTOH
WASHINGTOM
AUSTIN
SASHINGTON
BEVERLY HILLS
IRVIXE

KEV YORK
CLEARUATER
NEW YORK

SAN FRANCISCO
THD [AMAPOLIS
FORT WORIN
NEW YORX

SAM JOSE
SANTA CLARA
LEXINGION
SAX JOSE

SAN JOSE
CUFERTIKO
NEY YORK
VALMUT CREEK
LEXINGION
LOS ANGELES
DALLAS
REDMOND
SEATTLE
SCOTTS VALLEY

STATE TELEPHONE

.................

KA 617-253-8138
CA 408-725-6000
1X AUSTIN

nA 617-862-6600
bC 202-737-8383
bC 202-395-4692

“IX 512-471-3954

0c 202-334-2000
CA 213-859-543

714-863-1333
NY 212-371-5630
FL B813-539-7429
NY 212-559-1000
CA 415-396-0123
¢ ] 317-274-000
™ 817-390-3700
nY 212-640-2000
CA 4£08-943-2600
CA 408-957- 1000
KA
CA 408-432-1700
CA 408-433-3340
CA 408-996-1010
NY 212-512-2000
CA 415-947-5000
MA 617-862-6600
CA 213-827-8777
1L 214-995-2011
WA 206-882- 8080
WA 206-655-2121
CA 408-438-6550 /

Poge

-
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1/35/90

LI H]

SIXES, ALFRED
SIMNDS, KENNETH VI,
SINS, JAMES K.
SINILETOM, HEWRY EARL
SKATES, ROWALD L.
SFECTOR, ALFRED
SPCRCX, CHARLES E.
SQUIRES, JOHN P.
STALEY, DELBERT C.,
STEEL, JOHN M.
STEIN, ALFRED J.
SIREETMAN, DR, BEN G.
STWOLSK(, ROBERT
TAMATA, T.

TADOM, SIRJOMG LAl
TASAKI, SEIKI

1AL, HEMRY

TAYLOR, RICHARD Y.
TELLEP, DANIEL M.
1000, MICHAEL J.
TSRY, DAVID
TRAMIEL, JACK
TREYBIG, JAMES G.
TSE, BERKARD K.
IURNER, VILLIAM J.
WEDELL, JORX C.
UAGHAN, DAVID
UALLER, E. LEE
UALKER, JOKM

MWANG, ANTHOMY U,

WXG, CHARLES B.
|

ALPNA ORDER BY COMPAXY NAME

ORGAN[ZATIOH
NAT'L TELECOMM L [NFO ADMIN.(NTIA)
TERADATA CORP
DONCURRENT COMPUTER
#< 3¢ TELEDYNE
DATA GEKERAL
CM/IMFORMATION TECHMOLOGY CEMTER
NATIONAL SEM[CONDUCTOR
of¢ COMNER PERIPHERALS
NYNMEX
PURDUE /COMPUT ING CENTER
vLsi
UT-AUST [N/MICROELECTROKICS RESEARCH CTR.
CAP GEMIWI AMERICA
HITACHI AMERICA
TAMOON CORP
C. ITOM & CO. (AMERICA)
P
LOCKHEED
LOCXHEED CORP
CORMELL/CTIR FOR APPLIED MATH
OPEN SOFTUARE FOUMDATION
M ok ATARL
TANDEM
VISE TECHNOLOGY
ADP
ARROM ELECTRONICS
¢ SOFTSEL COMPUTER PDTS
DELL COMPUTER
MK AUTODESK [NC
% COMPUTER ASSOC.
€ COMPUTER ASSOC.

= Hw

ol

KR

22z

...............

ASST SEC,COMMRIRF

FR, CEO

CH, FR, CED
CH

EVP, Coo
DIR

PR, CEO

3"

CH, CE0

DIR

CH, CEO

DIR

CH, CEO, PR
FR, CEO

CH, PR

o

oM. CH

CRP FR,INFD SYS

CH, CED
DIR

PR

CK, CEO
FR, CEO
Cx, CEO
FR, COO
CcH

co CH
PR, CDO
CH

PR, COO
CH, CE0

VASNINGTOH
LOS ANGELES
JIHTOX FALLS
LOS AMGELES
WVESTBOROUGH
PITTSBURG
SANTA CLARA
SAN JOSE
MEW YORK
INOJAHAPOLIS
SAN JOSE
AUSTINMN

MEW YORK
TARRY TOWN
POORPARK
XEU YORK
ROSELANXD
CALABASAS
CALABASAS
ITHACA
CAMBRIDGE
SUNNYVALE
CUPERTINO
SAW JOSE
ROSELAND
KELVILLE
INGL EVOOD
AUSTIN
SAUSALITO
GARDEN CITY
GARDER CITY

STATE TELEPHONE

ReEZEIRQLTIICCEXILIZ

CA
RY
NY

............

202-377-1832
213-827-8777
201-758-7000
213-277-3311
508-346-8911
612-268-6741
403-721-5000
408-433-3340
212-370-7400
317-494-1787
408-434-360Q
S12-471-46493
212-221-1270
914-332-5800
805-523-0340
212-818-8000
201-994-5700
818-712-2000
818-712-2000
607-255-4335
617-621-8700
408-745-2000
408-725-6000
408-433-1000
201-994-5840
516-391-1300
213-612-1700

-

-

512-338-4400 -

415-332-2344
516-227-3300
516-227-3300

>



7/05/90 ALPHA ORDER BY COMPAXY NAME ) Pege 8
NAPE ORGAN[ZAT[OM GROUP  POSITION CITY STATE TELEPHOME
VARLICK, OR. CHARLES H. UT-AUSTIN/COMPUTAT [OHAL CEWTER AC DIR AUSTIN X S12-471-3241
u.wx?::, JOHK E. *ADOBE SYSTEMS . S| ci, CEO MOUNTAIR YIEW CA £15-961-4400 ©
UASSERMAM. LEW R. | JULES 2 OORIS STEIN FOUNDATION fO CH BEVERLY KILLS CA 213-276-2101
VATSOH, THORAS J. JR A< b¢ 1B wHW MR CH ARMOKK XY -
WIBER, UILLIAX P, TEXAS INSTRUMENTS K EVP,PR,S-COMD.GRP DALLAS X 214-995-2011

LY ILER, ROOERT K. CULLIHRET SOFTWARE SW PR, COO YE STWOD MA 617-329-7700

VI ISSXAN, ROGERT E. DUN & BRADSTREET "t PR, COO MEV YORK ‘NY 212-593-6800
WLLCH, JOHN F. JR GE L} CH, CEO FAIRFIELD cr 203-373-2211
VSLKE, LAWRENCE A. ADAPSO - THE COMP. SFIMR L SVC [ND.ASSOC 10 CH ARLINGTON YA 703-522-5055
VEST, J. THOMAS DATA GENERAL LY SR YP, SIS DEY E STBOROUGH MA 508-366-8911
VESTOH, JOSH S. ADP SvY CH, CEO ROSELANO |'P] 201-994-5828
VUAITE, EUGEWE R. ADAKL COMPUTER Y| Y CH SUKNTVALE CA 408-746-6000
UHITE, PHILIP E. WYSE TECMNOLOGY Hd PR, CEO SAM JOSE CA * 408-433-1000
WWI]TE, ROGERT MAT'L ACADEMY OF ENGINEERING [ PR UASHIXGTON oC 202-334-2000
UINZE-SMITH, DEBRA OFFICE OF TECH. POLICY-DEPT OF COMMERCE 6V ASST SEC WASHINGTON bc 202-377-3653
WITTGEXSTEIN, PETER PRINZ MANNESHAUN CAPITAL FR PR NEW YORK Ny 212-826-0040
YASAFUX, MATAM] FUSITSU MICROELECTROMICS FR PR SAN JOSE CA 4£03-922-9000
YOMG, JOMX A, MEVLETT - PACKARD Y] PR, CEO PALO ALTO cA 415-857-1501
YLEX, THOMAS C.K. € AST RESEARCK Ko Co CH IRVINKE CA T14-863-1333
ZACHARY, RORMAN | LOGICA DATA ARCRITECTS SV PR WALTHAN MA 617-890-7730
TIFF, WILLIAM BERKARD JR ¢ ¥ PUBLISHING (COMPUTER) Mt MANALAPAN FL

Nc'Je“.’// Secott HW CH PRYCEO M, uten View cA  §15 760 /3%

“4¢ Sun '1 t'ero rys‘fcn\(




Capital Campaign Accounts Receivable
Status Report
April 13, 1989

Sent reminder/overdue letters

American Management Systems

Apollo
Robert Claussen
Stephen Coit
Dan Eisner
General Systems Group
Index Systems
Peter Hirshberg
Robert Hoffman

7 Allan Kent

7 John Levy
Ralph Linsalata
John Payne
Benjamin Robelen
William Spencer
William Wolfson

Total

Uncollectables

Howard Cannon
Holloway

Robert Whalen
Daniel McCracken
B. Greenberg

Total

Accounts under research

~Robert Berkowitz
Gene Brewer
Roger and Mary Cady
J. Clark
ICL
Dave and Pat Nelson
New York Air
Ed Schwartz
Paul Severino

Total

$5,475
$5,850

$500
$1,000
$5,850

$18,675

38,000
$1,500
$1,024
$1,024
$2,048
$3,000
$1,000
$2,500
52,250

$24,346

$1,500
$15,000
$2,048
$1,024
$500
$2,048
$2,500
$1,365
$250
$512 hetd ruw addrsa
$100 ned puo
$1,024
$1,000
$2,000
$1,000
$1,000

$32,871%

Symbolics write-off
Symbolics write-off

No correspondance for 3 years
Sent renegment letter
Symbolics write-off

No file found

Need new address

Jan will tell Ted to call
No file found. Ask Gwen
Jane to write letter

Jan

Texas Air Philanthropy
Jan

Jan
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2 [Jack Lewis Chmn Amdahl Sitkin Visit $3$ $$%
3 |R Ungerman [Ungerman Bass Sitkin $$%
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THE LK-THR H PUTE

P L f Landmark Exhibi The C M

Project Summary

Imagine a computer so large that you can dance across its keyboard, ride atop
its mouse and explore its microprocessor and memory chips on a human scale.
The Computer Museum is now planning to develop and construct such a giant
3,500-square-foot walk-through computer, about 20 times its actual size. The
exhibit will meet a growing and increasingly urgent need for the general
public's to understand how a computer works.

The rapid emergence of the computer as a central tool in society has left many
members of the public without a basic understanding of computers. Whereas
cxisting or planned exhibits at The Computer Museum and other institutions
address computer history and applications, no significant project at a public
institution ecxists to tackle thec most fundamental topic—how computers work—in
a way that overcomes thc fcar and inadequacy much of the public fecls about
undcrstanding tcchnology.

The Walk-Through Computer will consist of a large-scale, theatrical,
functioning computer, complcte with keyboard, mousec, display, printer,
circuit boards with proccssor and memory, and disk drives. The computer will
be running a rcal program with which visitors will interact. Special effects
and computers themselves will be used to simulate information flow
throughout the Walk-Through Computer, and respond to visitors as they
explore. Hands-on stations nestled inside the Walk-Through Computer will
explain key parts of the computer in depth, offering opportunities to look
closer and answering visitors' questions at many different levels.

The Walk-Through Computer will attract families, school groups, tourists, and
even professionals with an enjoyable, non-threatening, yet informative
opportunity to discover how computers work. The Walk-Through Computer
has the potential to become both the hallmark of The Computer Museum and a
feature tourist attraction in Boston
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Proposal for -a Landmark Feature at The Computer Museum

The Computer Museum's mission is, in part, to educate all levels of the public
through dynamic exhibits on the technology of computing. It would indeed be
difficult to find a better way to fulfill this challenge than this major initiative
to promote the public's understanding of how computers work: a giant walk-
through computer, 20 times actual size.

Large-scale, gallery-sized exhibits that recreate an environment have a
proven track record of success in museums and science centers around the
world. Some have constructed complete industrial environments at nearly full
scale, such as the elaborate coal mine at the Deutsches Museum, Munich.
Others have used scaled-up models to offer a dramatic new view of a familiar
object. The most famous example perhaps, is the giant walk-through heart, on
display both at The Chicago Museum of Science and Industry and at The
Franklin Institute, Philadelphia. The Heart is frequently cited as "the best" or
"the most memorable" exhibit by museum visitors.

Why a Walk-Through Computer?

Wec arc living at a time in which the computer has rapidly become onc of
socicty's most important tools, perhaps the most important tool. The speed of
thc computer's introduction has lcft many pcople bewildered and confused on
many fronts. Although it might even be difficult for the average person to
formulate questions to alleviate their confusion, our experience with museum
visitors and the the general public points to three general questions:

1. Where did computers come from?
2. What can computers do?

3. How do computers work?

Thematic exhibits at The Computer Museum and in many science and
technology centers around the world are beginning to address the question
"What can computers do?" by demonstrating and explaining various
applications of computing. Other exhibits planned at The Computer Museum
and at the Smithsonian Institution's National Museum of American History will
address the question "Where did computers come from?" However, no
other public institution plans to address the question "How do computers
work?", perhaps the most important of the three questions, in depth. One
reason for this is that computers are complicated machines; the task will be a
challenging one, involving the explanation of phenomena on disparate scales
of size and time. A second reason may be that, until recently, understanding
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how computers work was not regarded as a fundamental part of technological
literacy. This attitude is changing rapidly, as computers take on an ever-
expanding role in the world.

The purpose of the Walk-Through Computer is to help visitors answer the third
question, "How do computers work?" or, at least, to give them the concepts
with which they can focus their questions more clearly.

While many people might ask "How do computers work?", a large
proportion will be ambivalent about finding out since they fear the answer
may be too complicated for them to understand. The concept of the giant Walk-
Through Computer emerged as a vehicle for tackling a somewhat daunting
topic in a playful spirit. The large computer provides a framework on which to
hang explanatory, interactive stations. Standing alone, such stations would
lack the visual impact, excitement, and cohesiveness to engage most museum-
goers.

The Walk-Through Computer will allow visitors to choose their own path
through the many levels of explanation offered and attempt to answer their
own questions. For example, some visitors may initially wish to understand
what computers are doing at the level of ones and zeros, only to discover that
when they have grasped this level, they still want to learn more about the
conncction between this logical concept and the computers they use at home
or at school. Other visitors may desirc to lcarn the detailed anatomy of the
computer at first, and then dccide to explore how the whole hangs together.

Collective cxperiences will be nurturcd within the Walk-Through Computer.
Groups of visitors will be ablc to interact with the computer as a team. The
Walk-Through Computer will have the capability to be pre-programmed for
usec with school groups as part of schcduled demonstrations and tours. One
program will offer a brief introduction to the exhibit, using synchronized
sound and graphics. In another mode, a group will be presented with a series
of tasks that they can accomplish using the Walk-Through Computer. Museum
guides will be able to operate the entire machine as part of a presentation
before they hand over control to the visiting group.

Who is The Walk-Through Computer For?

A large-scale, landmark exhibit will attract new audiences to The Computer
Museum. The exhibit will attract more school groups from low income urban
and rural areas in the immediate vicinity—where there is still a lack of
computer equipment for students—as well as providing an enriching
experience for moderate-income school districts from Rhode Island,
Connecticut, New Hampshire, Vermont, Maine, and New York, as well as
Massachusetts.  Pre-visit materials will help prepare teachers and students.

As The Computer Museum is the only institution of its kind in the world, it
currently attracts a great number of American and foreign tourists, especially
during the summer months. The Walk-Through Computer will attract an even
greater proportion of Boston's tourists, as it will appeal to people even if they
are not particularly interested in computers. Families with young children
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will especially enjoy the Walk-Through Computer, with children participating
in the large-scale interactions and exploring the unusual and unexpected
spaces within the exhibit, while parents investigate the exhibit at the same or
a more detailed level.

The Walk-Through Computer will also provide a valuable experience for
computer-knowledgeable visitors. Though many of them will already be
familiar with the material being presented, they will be intrigued by the
exhibit's unique character, and will want to visit the exhibit and share it with
their friends and relatives. We have frequently observed that even
technologically sophisticated visitors learn something new in the Museum.

The exhibit will be designed to meet the needs of a variety of visitors. For
example, no prior knowledge about computers will be assumed, and only a
minimum of essential information will be presented unless visitors request
fuller explanations, in which case additional details will be readily available.
Informative, interactive experiences will be presented within the context of a
compelling design metaphor so that all visitors can enjoy the environment.

What Wil Visi I f the  Walk-T} h C ter?

As the Walk-Through Computer will address a diverse audience, the main
cducational goals of the exhibit will be to convey only a few important
concepts. However, a rich array of further information will be available for
thosc who scck it, without distracting thcm from the primary educational
concepts of the exhibit. This will be implemented, in part, through interactive,
computcr-bascd stations that usc animation and sound.

The important concepts will include:

1. Computer Programs (Software)

A working computer follows a program, a series of instructions that have
already been stored inside the computer. The program determines what
the computer does. One can change the same computer from doing one job
to doing another simply by changing the program.

2. Instructions

A computer obeys instructions, usually one at a time, using a device called
a processor. The instructions "understood”" by the processor are drawn
from a repertoire of a few dozen. Individual instructions retrieve or send
out information, carry out very simple arithmetic or logical operations, or
cause the processor to execute another instruction. Each instruction that
passes through the processor does very little, but computers execute
instructions at an unimaginably rapid rate, so a lot gets done.

3. Programming a Computer

People write programs in languages that look a little like English. Other
programs (also written by people) are used to translate these languages
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into myriads of detailed instructions that the processor can "understand."
These translation programs include programming languages (compilers
and interpreters) and operating systems.

4. Memory

The computer has physical memory that stores instructions (programs)
and data (information, facts, knowledge). Fast memory uses silicon chips,
and slower, (but more capacious) memory uses magnetic and optical disks.
Disks are used to archive and distribute computer programs and data.

5. Input and Output

Devices are needed to convert information that people use into the form
handled by computers (electric charges, magnetic fields, and microscopic
pits that represent ones and zeros). Input devices, such as keyboards and
mice, convert hand and finger movements into computer-recognizable
form. Output devices, such as printers and displays, reverse the process
and produce information people can use readily.

A_Walk Through The Walk-Through Computer

Approach

As you approach the Walk-Through Computer, you will see a giant monitor,
keyboard, and mousc—scaled up to twenty times over normal size. The mouse,
an actual working tool, will stand about three feet high. A doorway into the
ten-foot-tall front facade of a personal computer's chassis will beckon to one
side. You will immediately notice a changing image on the monitor screen—it
appears as if someone is slowly drawing a line across the screen—which is
actually the output of the interactive program that the Walk-Through
Computer is executing. Careful thought will be given to the selection of
programs for the Walk-Through Computer. The programs will be performing a
useful and genuine task; they will have a clear, graphical output (pictures
connect more quickly than words) and behavior that is clearly modifiable by
visitors through the mouse and keyboard. It seems that the computer is
executing a "paint" program as we begin our tour.

Keyboard

On reaching the keyboard, you will see that you can actually operate the keys
by stepping onto them. Stepping on "function keys" will make something
happen (each keycap will be clearly labeled). The specific actions performed
by the function keys will be determined by the program selected at that time
for the Walk-Through Computer. In fact, you notice a young girl stepping on
the F1 key to clear the immense screen, and then jumping on the F3 key twice
to change its color, first to red, then to green. In addition to the function keys,
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all the keys of a normal keyboard will be active, causing a character to appear
in a "dialog area" on the screen. When the return key is pressed, the computer
will try to understand the character string entered and will execute it if it can.

At the side of the keyboard a cutaway will reveal what lies inside a keyboard
explaining what it does and how it works. You will even be able to glimpse the
underside of the keyboard, seeing the action caused by other people stepping
on the keys.

Of course, if you cannot figure out what's going on at first, guidance will be
given both by the computer's own response on the giant monitor and by
Museum staff. A touch of this playground atmosphere at the keyboard and the
mouse may indeed help you feel more confident in approaching the "meatier"
material that lies ahead.

Mouse

Next, you may find yourself pushing an enormous mouse across its pad while a
small child rides on top. Movement of the mouse will cause a brush to paint a
bright line acoss the large monitor. The mouse and keyboard can be used
simultaneously—indeed, someone might help change the color you are
painting with as you push.

The mousc will also have a transparent portion, revealing the ball, wheels, and
cncoders that track the motion in two dimensions and convert it into a form
the computer can handle. You can follow the action going on inside while
making small movements of thc mouse.

Monitor

The giant color monitor placed next to the keyboard and mouse will instantly
display the cffects of your keyboard and mouse inputs on a larger-than-life
scale, as well as the results produced by the computer program. After
interacting with the keyboard and mouse and watching the monitor's screen,
you might peer inside the monitor housing from an opening on its side. The
tube, deflection coils, shadow mask, and other parts will be visible, together
with a short piece of animation (perhaps computer-generated) showing the
operation of a raster color display.

Your first contact with the computer will thus center on the concepts of input
and output, the fifth item on the previous list of educational goals.

Inside the Computer

Walking through a doorway into the chassis, you will be greeted by a
landscape of giant printed-circuit cards and disk drives (floppy and hard-
disk). Walk across the motherboard, step onto any of the integrated circuits
and pass through the rows of RAM. Vertical cards slotted into the horizontal,
floor-level motherboard, will form walls that approach ceiling height. The
power supply will stand out as a large, sculptural feature, complete with its
huge smoothing capacitors.
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Video and pulsing light fibers will simulate the flow of information
throughout the computer and its peripherals. Your tour will be guided by
spoken explanations, special effects, and video animation which you will
activate by touching the appropriate component or walking by sensors that
will detect your presence. Of course, some artistic license will be taken to
emphasize the information pathway through the machine.

You will be inside, watching the giant computer execute its program, seeing
how all parts of the computer act as a coordinated whole, synchronized by a
clock, and calling the memory and peripherals into play as needed. When
visitors using the mouse and keyboard enter commands to store an image, you
will witness the flow, of information to the RAM and disk. Pathways of
flashing lights will simulate the flow and mechanical movement of the disk,
and its heads will simulate writing data to the disk.

Try one of the built-in interactive, computer-based stations in the Walk-
Through Computer if you are hungry to learn more. Here you will have an
opportunity to explore key aspects of the computer's physical or logical
operation in one or more of three dimensions: physical scale, temporal scale,
and level of abstraction.

The Microprocessor

At pcrhaps thc most important secrics of stations, you will focus in on the
microprocessor. Using a unique "zoom control”, you will be able to see any
part of the microprocessor at high magnification. Each part will be
accompanicd by a spokcn description of its function.

Then, you will have a chance to slow the passage of time down a millionfold
and watch the bechavior of key parts of the microprocessor, perhaps checking
out what's happening in the registers. You will be able to follow the flow of
information and control within the computer in great detail. By varying the
speed of execution, you will see how useful behavior emerges when many
millions of elemental opcrations at the machine level are executed. You will
have an opportunity to discover the distinction between instructions and data
and see how a simple set of registers and instructions enables the computer to
become a general-purpose information-handling machine.

Finally, you will be able to choose the level of abstraction in your magnified,
slowed-down processor to explore the giant gulf between the low-level
operations carried out by the computer's processor, and the familiar high-
level interactions, characteristic of such popular applications as word-
processors and spreadsheets. At the highest level, you will see an English
description of the task being executed. As the abstraction level is lowered, the
executing instructions will appear in a high-level programming language, in
assembly language, in binary, and at the lowest level, in voltages. This
hierarchy of symbolic representation will be presented in a visually
compelling way so that you may even see how a high-level instruction of the
type you yourself may have used expands to thousands of low-level
instructions that the processor can execute.
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This series of stations will address the first three items on the list of
educational goals in the previous section: instructions, programs (software),
and programming.

The Main Memory (RAM)

At a simulated microscope housed among rows of RAM chips, you will
encounter a simulated active portion of memory during the operation of the
computer. By varying the scale from a bit up to a megabyte, you can watch
patterns of ones and zeros change before your eyes. Here you will see the
connection between individual bits of information and the macroscopic
"knowledge" stored within a computer's memory. At each scale, the equivalent
amount of information stored as pages of printed text will be indicated,
conveying the sheer quantity of information required to solve many real-
world problems. You will even be able to see functional descriptions of various
chunks of memory as these change in real time. One of the most readily
interpreted chunks will be the segment of RAM devoted to the bit-map that
represents the display on the computer's monitor. In addition, you will have a
chance to peer at real RAM chips under microscopes, and see the detailed
workings of an individual memory cell explained.

Floppy Disk Drive

Of course you will have noticed the Walk-Through Computer making periodic
usc of its disk drives. A disk access will cause a six-foot diameter platter to spin
and a model of a hcad asscmbly to move across the surface. Patterns that
simulate rcgions of magnctization will be printed onto the surface in all but a
few tracks, wherc instcad, you will notice changing patterns projected to
simulatc thc storage of ncw data. You can even override the computer,
initiating your own disk access, slowed down and explained with a voice
commentary. You will be invited to enter your own name and see it converted
into code and stored on the disk. You can then retrieve your input and also
browse through several-thousand entries by previous visitors. Together with a
further explanatory model at the hard-disk drive, the RAM and the floppy disk
will address the fourth concept listed in the previous section: memory.
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D lopin h -

The Walk-Through Computer will require careful planning, design, and
fabrication to ensure that all its educational goals are met. The Computer
Museum is convening an advisory committee composed of some of the world's
leading experts in educational psychology, educational software, exhibit
design, computer science, and classroom teaching. This group will provide a
range of input that will help the Museum implement the concept accurately
and effectively. The members of the committee are as follows:

Art Bardige, Learningways, former classroom teacher now director of an
educational software-development company

Daniel C. Dennett, Tufts University, Professor of Cognitive Science and co-

author of The Mind's I
Signe Hanson, Boston Children's Museum, Director of Exhibit Design

Gardner Hendrie, Sigma Partners, former computer architect and designer of
minicomputers and fault-tolerant computers

Danny Hillis, Thinking Machines Corporation, computer architect, designer of
' the novel, massively parallel Connection Machine

David Macaulay, author and illustrator of a scries of best-selling educational
books including The Way Things Work

Philip Morrison, MIT, Institutc Professor and co-creator of many popular
films, articles, and programs on science, including the PBS series
in h

Phylis Morrison, former teacher, curriculum developer, and co-author and
producer with Philip Morrison of science materials and programs

Jonathan Rotenberg, founder and president of The Boston Computer Society,
the World's largest society of computer users

Fes, @Wiwl
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Museum Staff

The project will be directed by The Computer Museum's Curator, Dr. Oliver
Strimpel. Dr. Strimpel has directed exhibit development at The Computer
Museum since 1984. He was responsible for "The Computer and the Image" and
"Smart Machines,” two 4,000-square-foot galleries with highly interactive
exhibits, which are the most successful exhibit areas in The Computer Museum.
Prior to joining The Computer Museum, Dr. Strimpel was curator for
Mathematics and Computing at The Science Museum, London, where he
developed major interactive exhibits on information technology, and
electronic imaging.

Adeline Naiman, Director of Education at The Computer Museum will take a lead
role in the determination of the exhibit's content and will work to maximize its
educational impact on Museum visitors. She has written extensively on the use
of computers in education, is a former Managing Director of Technical
Education Research Centers, Director of HRM Software, and Editor of the
Elementary Science Study. She is currently Vice-chair of the Educational
Technology Advisory Council of the State of Massachusetts and author of "The

Learmning Curve" column in Computer Update.

The Walk-Through Computer will be designed by Richard Fowler, visiting
cxhibit designer at The Computer Museum, on loan from Britain's award-
winning and highly popular new National Museum of Photography, Film and
Tclevision, where he is hcad of design. Formerly scnior designer at The
Science Muscum, London, hc has designed numecrous highly acclaimed
cxhibitions. He is particularly known for his dcsigns of three-dimensional
cxhibit environments, including a nuclear power rcactor and a television
studio. He is uniquely qualified for the challenge of designing the Walk-
Through Computer.
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Budget

The cash cost of developing the Walk-Through Computer will be $700,000. As
the budget below indicates, the bulk of the funds will be required to fabricate
the exhibit. The development cycle will last approximately one year, from
initial funding to the opening of the exhibit. The cash requirements can be
approximated on a quarterly basis starting from the initial go-ahead:

1st quarter 2nd quarter 3rd _quarter ° 4th quarter TOTAL
$50,000 $100,000 $150,000 $400,000 $700,000

The Computer Museum has been very successful in securing in-kind donations
of equipment and services for new exhibits. The Walk-Through Computer
would be no exception. It is expected that an additional $260,000 of in-kind
contributions will be raised. This is expected to be mainly in the area of
programming and special effects in the exhibit, as well as in video equipment
(such as a projection display for the giant monitor) and computers,
peripherals, and software for the interactive stations. The Museum will draw
on its sizable pool of skilled volunteer professionals to help with the
implementation of the working elements and will vigorously seek new
volunteers as needed.

Item Cash Cost In-kind
concept development $80,000

exhibit design $50,000

three-dimensional fabrication $350,000 $20,000
graphic & photographic prod. $65,000

computer & video hardware $30,000 $130,000
working models & effects $85,000 $65,000
promotion, marketing $25,000 $10,000
educational materials $15,000

administrative support $35,000
TOTAL $700,000 $260,000
END
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The Computer Museum Capital Campaign Summary

Phases I and I1

Jan.9,1989 B

FY1984 | FY 1985 | FY 1986 | FY 1987 | FY 1988 | FY 1989 | FY 1990 | FY 1991 | FY 1992 | FY 1993 | FY 1994 | TOTAL

PHASE I - Restricted and

Unrestricted

Pledged 404,036 1,774,709 568,684 573,658 20,236 3,341,323
Pledged Due 302,114] 17345334 425957 740,820 190,123 6339 50,848 9,920 2,274 1,250 3,132,036
Receipts 300,355 1,351,313 421,153 694,329 165,430 27,635 2,960,215
G/L Receipts 299,294| 1,342,949 395,026 5572262 164,394 26,648 2,785,573
Amount Due* N/A N/A N/A N/A 24,521 24,822 49,343
Total Donations 299,294 1,342,949 395,026 557,262 164,394 26,648 2,785,573
Reported Gain (Loss)* Realized ($6,109) (S289)| (S21,.342) (5581) (528,321)

Unrealized (5208,539) (540,621)
* Not caleulated
** From audited statement
FY1984 | FY1985 | FY 1986 | FY 1987 | FY 1988 | FY 1989 | FY 1990 | FY 1991 | FY 1992 | FY 1993 | FY 1994 | TOTAL

PHASE 1I - Unrestricted only]
Pledge Goal $580,000{S1,270,000{$1,100,000]  S900,000] $1,030,000) S1,850,0(X) 6,750,000
Pledged $265230( $941,996 £10,669 1,217 915
Pledged Due 5192500 S110299] S298.693] _ S24,024] 21542 S152) 5,000 967308
Receipts S192,500 $109,637] " $32,733 6870
G/L Receipts S192250[ $407,974 832,497 632,721
Difference* S230 51,663 236
Amount Due** 230 S$2,325| S266,196] S24,024]  S21,542|  $15.250 $5,000 S0 334 587
P’rojected Cash (I’lan) $290,000[ S780,000[51,012,500] $1,042,500{ S1,025,000]S1,412,5(X)  $725,000] $462,500[ 6,750,000
Total G/L Receipts 299,294 | 1,342,949 395,026 S749,512] S572368] S59,145 W V) V) S0 SO[  3,418294
PHIland I
PH Il Budget (70% of Projected Cash P’lan) S708,750  $729,750] S717,5)| S988,750| S507,500] S323,750f 3,976,000
Total Budget (PH II Budget + PH I Pledges Due) $772,146] S780,598| S$727,420| S991,024] S508,7500 $323,750] 4,103,688
* Difference between Receipts & G/L Receipts reflects gains, losses and commissions on stock
** Pledge Due less Receipts | [ | | [
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Pledge

Name Yr | PH|R/U Solicitor Pledge Due Receipls Match| G/L Repls | Am't Due Comment
Pledge
Name Yr | PH|R/U Solicitor Pledge Due Receipls Ti{Match G/L Repts | Am't Due Comment
Aucrbach, [ I [ 84 1 U |Bell 1,230 2501 230 S 250
Bachman, C. B H4 I U |Bell 5.(ux) 5,000 2.225 S JAAR0
Bell, C. B w1 U 100,21 e 100,04 5 100,723
Bloch, E. B8] I U [Bell 3500 3,500 35004 S[1BM 3,500
Boris C|84] 1 R |Strimpel 3500 1K 3500 IK |35 IK 3500 IK 0] in-kind photo murals
Brooks, F. 1 |84 [ 1 | U|(Bell 100 100f 100 ] 100
Cheheyl, S. I |84 1 U [Bell 4,096 4,096 4,061 S 4,061
DEC M| 84| 1 U |Kotok 100 1004 100 100
DG C |84 1 U [Bell 75,000 25,000 25,000 s 25,000
Donini, P. 1 84 1 U |Bell 230 504 30| S 50|
Drane, D. I 184 ] 1 U |Bell 25,000 25,0001 25,000 s 25,000
Eisner, D. I 18741 U |Bell 1230 2304 230 s 250
Everett, R. B |84 I U |Bell 5,000 500 300, S 500
Farmer, R. I |84 I U |Bell 1,000 1,0004 1,020 S 1,000
Forrester, J. 1 |84 1 U |Bell 2,500 230 2,501 S 2,415
Gaston Snow C | 84 I U |Bell 5,000 3,000 5,000 S 35,000
Gross, S. 1 84 I U |Bell 30 30) 0 S 50
Guatelli, R. ) 84 I U |Bell 1,250 230 230 S 250
Hindle, W. I | 84] I U |Bell 5,000 1,000, 1,049 S 1,049
Hoffman, R. I |84 1 U |Bell 2,500 230 230 S 250
Huber, M. I | 84] 1 U 1230 230 230 s 230
Johnson, T. B | 84 [ U |[Bell 10,000 2,020 2,000 S 2,000
Kilby, J. I |84 ] 1 U |Bell 4,096 1,024 1,024 s 1,024
Knowles, A. B | 84 I U |[Bell 35,000 3,080 5,0 S 5,000
Kotok, A. I |84 I U |Bell 300 100 103 S|DEC 100
lLevy, J. 1 84 I U |Bell 300 102 103 < 100
Maguire, J. I 84 I U |Bell 5,000 5,0 5,000 S 5,000
McCracken, D. 1 84 I U [Bell 5,000 1,000 1,00 s 1,000
McKenney, J. B |8 | I U [Bell 1,000 300 ) s 300
MITRE C 81| 1 U |Bell 10,000 10,0004 10,000 s 10,00K)
Nelson, D. B | 84 I U |Bell 25,00 5,00 5,06 S 5,0(0)
P’oduska, J.W. B |84] I U |Bell 68,230 63,250 65,23 S 67,620
Sammett, J. B |84 ] I U |Bell 100 100 100 100
Sutherland, I I |84 ] I U |Bell 19,000 19,000 19,00 19,000
System Development| F | 84| 1 | U |Bell 10,000 10,600 10,0004 &ils 10,000) For Sage Exhibit
velmers, T. I 84 I U |Bell 500 1060 107 < 100
PH I FY 84 404,036 302,114 300355 299,294 0




Pledge
Name I/C| Yr | PH|R/U Solicitor Pledge Duf Receipts Date Paid[T{Match G/L Rcpts | Am't Due Comment
Pledge

Name 1/C| Yr | PH|R/U Solicitor Pledge Due Receipts Date Paid|T|Match G/L Repts | Am't Due Comment
3Com C | 85 I U [Bell 4,096 4,096 4,090 S 4.0 W
Amer Mgt C |85 | 1 | U |McKenney 1,000 1,009 1,000 5 1000
Anderson, H. 1 |8 ] 1 U |Bell 10,356 10356 10334 S 10,178
Apollo C |8 |1 U |Bell/MO 90,030 15,000, 15,002 S 15,000,
AT&T C|[8 [ I | U [Everett/Bell 50,000 25,000 25,000 S 25,000
Auerbach, 1. 1 |8 ] 1 U 230 250, S 250
Bachman, C. B [8 ] I U 2,763 2,763 2,763 S 2,692
BankAmerica C |8 |1 U ([Bell 50,000 15,0004 15,000, S 15,000
Banning, J. 1 |8 | I U |Bell 1,000 1,00 1,000 s 1,000
Belden, G. 1 |8 | 1 U |Bell 1,000 2504 250} S 250
Bell, G. B |8 |1 U 460,000 460,000 460,000 S 460,000|?
Bertocchi, A. I |8 | 1 [ U |Bell 1,000 1,000 1,000 12/27/84|S|DEC 1,000
Roston Globe C |8 | I | U |Bell 25,000 12,500 12,500 S 12,500
Brown, G. 1 |85 | 1 U |Bell 2% 250 239, S|1BM 250
Brown, L. I 85 1 U 1,000 1,000, 1,030 7/1/84|S 1,000
Burkhardt, H. 1 85 I U |Bell 51,500 513X 51,500] S 53,799 1000 shares DG @ 51.5
Burley, J. I [ 8] 1 U |Bell 100 100 1001 S 100
Carlson, W. I 85 1 U |Bell 100 1004 100 S|IBM 100
Celanese M8 ]| 1 U [Samek 230 2501 2304 Cel 250
Chinn, R. 1 85 I 9] 4,096 3,438 3,438 S 3510
Claussen, R. I [ 8] 1 U [Bell 4,096 1,024 1,024 S 1,024
Congleton, W. 1 18] 1 U |Bell 5,000 2,000 2,00 S 2,000
Control Data C 8] I U |Bell 40,000 40,000 40,000 S 40,000
Cox, H. 1 18| 1 U |Bell 1,000 1,000 1,000 s 1,000
Crouse, H. 1 18] 1 U |Bell 230 250" 2304 S|DEC 250
d'Arbeloff, A. 1 (8| I U |Bell 4,096 1,024 ESS S 924
de Valpine, J. 1 18] 1 U |Bell 4,096 2,096 2,096 S 2,006
DEC M|8 | I U |Bertocchi 1,000 1,000 1,000 1,000
DEC M|8 | I U |Crouse 230 2504 230 250
DEC 1 18] 1 U |Fagerquist 230 2504 23 B 25)
NEC M | 85 I U |[Jorws 4,(XX) 4, (XY 4,0xY 4,(XX)
DEC M|8 | I U |Kalb 512 512 512 512,
DEC M|8 | I U |Kotok 100 1004 100 100)
DEC M8 |1 U |Perkins 512 512 512 512
DEC M|8 [ 1 U |Shields 100 1 100} 100
DEC M8 | I U |[Sites 512 512 512 512
DEC M8 ]I U |Smart 1,000 1,000 1,000 S 1,000
DEC M8 |1 U [Thorndike 1,000 1,0004 1,000 1,000
Decus C|[8]1 U |Bell 1500 1,500 1,300 s 1,500
NDeVitry, A. I 181 U [Bell 4,006 4,096 4,006 S 4,096 (11G DOL.L)
DG C |85 I U 25,00 25,000, S 25,000
Donaldson, D. B {8 I U [Bell 6,000 6,00 6,0 S 6,000
Donini, I’. I 18| 1 U 30 5y S 50
Draper Labs C [85 | 1 | U |Bell 2,000 2,00 2,0 s 2,000
Eggers, T 1 18| 1 U | Bell 23 2304 23 S 230
Eisner, D. | 85| 1 U 230 231 S 23
Everett, R. B |18 |1 U 3.663 3.653 S 3,666
Fagerquist, U. 1 ({8 ] I | U |[Bell 500 250 250 S|DEC 250)




Pledge
Name I/C| Yr | PH|R/U Solicitor Pledge Duf Receipls Date Paid|T|Maltch{ G/L Rcpts | Am't Due Comment
Feustel, E. 1 85 1 U |Bell 100 100 100 S 100
Fisher, K. 1 [8 ] 1 U |Bell 32,053 32,063 32,063 S 31,417
Ford Motor C |8 | 1 U [Bell 4,090 1,024 1,024 S 1,024
Forrester, J. 1 |85 | 1 | U 1,99 1,991 1,991 s 1,910
Frisbic, A. |85 |17 [0 500 5001 500 s 500
General Systs. C |18 ] 1 U [Bell 4,096 1,024 1,000 S 1,000
Griffith, J. I 85 1 U |Bell 230 250 250 S 250
Guatelli, R. 1 85| 1 U 250 250 S 250
Haddad, ]J. I [ 8| I U |Bell 100 100 100 S|IBM 100|?
Henderson, R I |8 [ 1 U |Bell 500 500 500 S 500
Hendrie, G. B [8 ] I U |Bell 4,096 4,096 4,096 S 4,096]
Hindle, W. 1 [ 8 | 1 9) 1,000 1,092 ) 1,092
Hoffman, R. [ [ 8| I 9] 230 230 S 250
Houghton Mifflin C |81 U 4,096 1,024 1,024 S 1,024
Huber, M. I |8 ] I U 23 230 S 250
IBM M|[8 | I U |Bloch 7,000 7.000 7,020 7.000
1BM M8 | 1 U |Brown 2,000 2.000 2,000 2,000
Y] M85 [ 1 [0 [Carlson 200 200 200 - 200
113M M85 |1 | U [i1addad 200 20 200 200
1BM M| 85 [ T | U [[angdon 500 500 530 500,
IBM M8 I U [Sammet 200 20 200 200
ICL C |8 | I U 4,096 1,024 1,024 S 1,024
IDG C 18| I 9] 50,000 25,0204 25,000 S 25,000
Index Group C |8 | I | U]|McKenney 10,020 2,550 2,500 4/9/83|S 2,500
Johrson, T. B [8 | I U 8,000] 7.976 S 7,992
Jones, J. I |8 | 1 U |Bell 4,096 2,048 2223 10/5/84(S 2,225
Kapor, M. B [8 ] I U |Bell 20,000 20,080 20,070 S 20,000
Kent, A. I [85 ] I U |Bell 2,048 512 512 10/11/84| 8| DEC 512
Kilby, J. I |8 | 1 U 1,024 1,024 s 1,024
Klein, A. B |8 | I U |MO 27,080 27,05 24,658 S 23,234
Koogler, D. I {8 I U |Bell 4,096 1,024 1,024 9/24/8&4]S 1,024
Kotok, A. I |8 | 1 U 1002 100 2/1/8%|S|DEC 100
lacey, J. B | 85 I U [Bell 4.006 4,006 4,096 S 4,006
langdon, G. I [ 85 1 U |Bell 230 230 230 S|DEC 250
Levy, J. I |8 ] 1 U 10C 104 S 100
Linsalata, R. I 18] 1 U |MO 4,096 1,024 1,024 S 1,024
Mallery, R. I 18] 1 U [Bell 4,096 2,048 2,048 S 2,048
Marill, T. I |18 | I U |Bell 5,000 35,000 5,000 5,000
McCracken, D. I 18| 1 U 1,00 1,030 S 1,000
McKenney, J. B |8 ]I U |Bell 7500 8204 §23% S 8,158
McWilliams, T. I |8 I U |Bell 4,096 2,045 2,032 S 2,052
Meditech C | 85 1 U |Staff 4,000 1,000 1,000 s 1,000
Metcalfe, R B 85 I U |Bell 17,000 17,0 17,000 S 17,000
Microsoft C ) 85 I U [Bell 4,096 1,024 1,024 < 1,024
MITRE CcC |81 U |MO 50,000 10,000 10,00 S 10,000
Morrill, R. I |8 ] I U (Bell 4,096 1,024 1,024 < 1,024
Nelson, D. B | 85 I U 5,000 3,00 S 5,500
Neweoomer, J. I 85 I U |Bell 230 230 270 S 230
Nolan, Norton C | 85 I U [ McKenney 4,000 3,080 3,000 S 3,000
Noyce, B. B | 8 I U |Bell 50,00 30,00 34,938 S 54,001
NY Air C | 8 I U | McKenney 4,000 1,008 1,030 < 1,000




Pledge
Name /IC| Yr | PH[R/U Solicitor Pledge Duf:; Receipls Date Paid|T|Match G/L Repts | Am't Due Comment
Olsen, K. B | 8 1 U | Everett/Donalds 201,000 201,000 206,325 S|IDEC 200,241
Olsen, S. 1 18 1 U [Bell 10,000 10,000, 10,111 S 10,111
Payne, J. 1 |85 ] 1 U |Bell 4,000 1,000 1,000 B 1,000
Perkins, E. 1 [ 85| 1 [ U [Bell 2,048 512 512 S|DEC U R
Petinella, N, B |85 [ 1 | U |ven 5 k) o T s T s
Poduska, J.W. B 18| 1 U [MO 200,000 50,000 47 500, S 47,710}
Pollack, J. 1 18] 1 U [Bell 100 100] 100 S 100
Price, R. 1 18] 1 U |[Bell 4,096 1,024 1,028 S 1,028
Regis McKenna C|[8] 1 U |Bell 4,096 4,096 4.096] S 4,096
Richardson, F. I 8| 1 U [Bell/MO 30,000 30, 29,999 S 29,999
Roe-lHafer, A. 1 181 U |Bell 100 100 100 S 100
Rose, D. 1 18| 1 U |Bell 1,000 1,000 1,000] S 1,000
Ross, D. I 18| 1 U |Bell 10,000 10,0001 10378 S 10378
Rotenberg, J. B |8 | I | U|/(Bell 1,000 1,000 1,008 S 1,000
Samek, M. 1 18| 1 U |Bell 20| . 5 2501 S|Cel 250
Sammett, J. B |8 |1 U |[Bell 1,580 1,580 1,580 S|IBM 1,580
Shields, J. 1 |8 | 1 U |Bell 100 100 100 S|DEC 100)
Shugart, A. I |18 ] 1 U [Bell 4,096 4.096 4,096 S 4,096
Sites, R. 1 185 I U [Bell 2,048 512 512 S|DEC 512
Smart, R. B |8 |1 U |Bell 18,800 18,809 18,800 S|DEC 18,557,
Sporck, C. I [ 81 U 25,000 5,000] 4,700] S 4,605
Stark, J. I 18] 1 U [Bell 30, 50 50 S 50
Steinmann, M. 1 85 I U [Bell 500 ) 0 S 500
Thomndike, D. I 18| 1 U |Bell 2,048 1,028 1,028 S|DEC 1,028
Tomash, I. B |8 | I U |[Bell 10,575 10575 10573 S 9,027
Travelers C |8 | I | U|[Bell 25,000 25,000 25,000 11/29/84|¢ 25,000
Waite, C. I 18| 1 U [Bell/MO 4,096 1,024 1,024 S 1,024
Watson, S. I 18| 1 U |Bell/MO 16,000 4,009 4.096) 4,096
Welmers, T. I |85 1 U 100 100 S 100
Wiggins, H. 1 [85] 1 U [Bell 4,096 1,028] 1,028 S 1,028
Wolfson, W. I [85 ] I U |Bell 4,000 1,000 1,000 1,000
PHI1FY85 1,774,709 1345334 1351313 1,342,949




Pledge
Name 1I/C| Yr | PH|R/U Solicitor Pledge DueS Receipls Date Paid|T{Matchi G/L Rcpls | Am't Due Comment
Pledge

Name 1/C| Yr [ PH|R/U Solicitor Pledge Due Receipls Date Paid[T{Matchl G/L Rcpls | Am't Due Comment
Amer Mgt C[8 | I U 730 730 S 750
Apollo Cls |1 | U 15,000 10,00 s 10,000
Armndt R 1 |86 ] 1 U [Bell 197 197] 197] S 197,
AT&T cCl8 | I |U 25,000 25,000 S 25,000
Auerbach, L. 1 [86 [ 1 | U 230 230 S 250
BankAmerica C | 86 1 U 15,000 15,000 S 15,0(0)
Belden, G. 1 |86 |1 | U 230 250 S 250
Bell, G. B |8 I
Beranak, L. I 86 I U |Bell 200 200 200 S 200
Boston Globe cl|8 |1 |U 12,500 12,509 S 12,500
Brewer, G. I 8| I U |Klein/MO 4,000 30 300 S 500,
Cady, R. I [8 | I | U [Bell 4.096 1,024 1,024 S 1,024
Claussen, R. 1 |86 |1 | U 1,024 1,024 S 1,024
Computerl.and Cl86 |1 R |Watson/MO 50,030 25,000 25,0001 S 25,000
Congleton, W. 1 |8 | 1 |U 1,000 1,000 s 1,000
Cragon, H. B [86] 1 U | Poduska/MO 1,000 1,004 1,0{x) S 1,000
d'Arbeloff, A. I 86 | 1| U 1,024 1,024 S 1,024
de Valpine, |J. 1 |86 | 1 8] 2,096 2,094 S 2,096
DEC M|[8 | I | U|[Kent 312 512 512 512
DEC M |8 | I | U/ [Kotok 100 100 101 100
DEC M|8 | I U |Perkins 512 512 512 512
DEC M[86] I U |Sites 512 512 512 512
DEC M8} I U |Thorndike 1,000 1,000 1,02 1,000
DEC M([8 [ I [ U |Wilkes 125 125 125 125
Decus Cl8 ] 1 U 950 930 TS S K0
DG C | 86 1 U |MO 25,000 25,000 25,000 S 25,000
Donini, P. I [ 86 1 U 30 30 s 50
Eisner, D. I 18| I U 230 2204 S 250
Everett, R. B |8 | I U
Ford Motor C |86 | 1 U 1,024 1,024 S 1,024
Forrester, J. 1 86| 17 U 720 72 | 5 72
General Systs. C | 86 1 U 1,024 1,048 S 1,048
Gilmore, J. I |8 | 1 U [Bell 25 254 224 S 256
Guatelli, R. I 18] 1 U 230 23D s 250
Hendrie, G. B [8 | I U [Bell 50,000 24,3004 24300 12/13/8S 24,230 1000 shares Stratus
Hindle, W. 1 [86] 1 U 1,000 1,024 S 1,024
Hirschberg, P. I [ 86| I U |Bell 4,096 1363 1363 S 1365
Hoffman, R. 1 [86] 1 U 230 230 S 250
Houghton Mifflin C |86 | I U 1,024 1,024 S 1,021
Huber, M. I 86 | U 2504 230 S 250)
15M M| 8| I U |Sammet 3,000 3.009, 3,000 3,000
ICL C |8 ] 1 U 1,024 1,024 5 1,024
DG C 186 | 1 U 2,030 2,00 s 2,000
Index Group C |86 | 1 U 2,50 23} 4/1/6(S 2,500
Johson, T. B |8 [ 1 U [Poduska/MO 5,000 4.93% 4.934 S 5441
Jones, J. I |86 (I [ U 1,024 1,04C 1/X0/83|5 1,040
Kapor, M. B [8 | I U [MO 135,009 15,00C 13,000 s 15,000
Kendall Fndt. F | 86 1 R [Strimpel 7 .54 7 A0 7 .3 S 7,500 List as "Anonymous”




Pledge

Name I/C| Yr | PH|R/U Solicitor Pledge Due Receipts Date Paid|T)Matchy G/L Repts | Am't Due Comment
Kent, A. 1 86 | 1 U 512 512 12/5/85[S|DEC 512
Kilby, J. 1 18| 1 |U 1,024 1,024 S 1,024
Koogler, D. I |86 1 |U Y
Kotok, A. I 86 1 U 100 1001 4/1/86|S|DEC 100
lLevy. ] I [86 | 1 [ U 100 100 S 100
Liberty Mutual C |8 | I [ U [McKenney 5,000 2,500 2,500, S 2,500
Linsalata, R. 1 86 | I U 1,024 1,024 S 1,024
Mallery, R. I 18| 1 0 0 0
McCracken, D. I 86 1 9] 1,000 1,000} S 1,000
McWilliams, T. I 86 1 U 1,024 1,024 S| 1,024
Mead, C. B8 | 1 | U [Bell 200,000 40,000 40,0001 S 40,000 2500 shares @ $16
Meditech cC|8 |1 |U 1,000 1,000 S 1,000
Michels, A. 1 18| 1 [ U|Bell 5,000 5,009 5,000 s 5,000
Microsoft C | 86 I U 1,024 1,024 S 1,024
MITRE cl8 |1 |U 10,000, 10,000 S 10,000
Morrill, R. I 18| 1 (U 1,024 1,024 S 1,024
NEC C |8 [ 1 | U |[Bell 20,000 20,6 20,00 S 20,000
Nelson, D. B8 |1 | U 5,030 5344 S 3,696
Nolan, Norton C |86 [ 1 U 1,000 1,0004 S 1,000
NY Air C | 86 1 U 1,000, 1,080 S 1,000
Payne, J. I 18| 1 U 1,0004 1,000 S 1,000
Perkins, E. I {86 | 1 |U 512 512 S|DEC 512
Pettinella, N. B |18 | 1 [U|[Bel 500 00 00 S 500
PPoduska, ).W. B [8 | 1 U 50,004 50,001 S 50,000
Price, R. I 86 I U 1,024 1,024 S 1,024
Robelen, B. I 86 I U |Poduska/Severin| 5,000 35,0001 4,970 S 4,970
Roe-Hafer, A. 1 18 | I | U|(Bell 500 500, 5004 S 500
Selfridge, K. B |8 | I | U |Poduska/MO 1,000 1,000 1,00 s 1,000
Severino, P. B |8 | I | U |Bell/MO 25,000 8.,000] 8,0Cy S 7,785
Sites, R. 1 1811 U 512 512 S|DEC 512
Sporck, C. I 186 [ 1 U 5,004 4,845 4,845
Stratus C (8| I U |liendrie 4.000 4.000) 4,000 S 4,000
SW Results C 86 [ 1 [ U [McKenney 10,(0K) 2,5 2,500 s 2,500
Thomdike, D. I (86| 1 (U 1,028 1,000 S|DEC 1,000
Tomasic, M. I 86 1 U [Bell 230 2504 2504 S 250
Travelers C 86| I R |Bell 5,000 5,004 5,00 12/20/85|S 5,000 1401 Exhibit
Waite, C. 1 86 I 9] 1,024 1,024 S 1,024
Wang Labs C |8 | I | U |Bel 100,009 20,009, 20,0 20,0XX)
Waltson, S. 1 181 U |Bell/MO 12,500 24,5004 24300 1.
Welmers, T. I 18| 1 U 100 1003 S 100)
Whelan, R. I 18 ([ 1 | U]|MO 1,000 309, 300 500,
Wiggins, H. 1 [ [T [U 1,024 1,024 s 1,024
Wilkes, M. B |8 | I U |Bell 125 125 125 S 125
Wolfson, W. 1 18 | 1 U 1,000 1,000 1,000
PHIFY 86 568,634 425,957 421,153 395,026




Pledge
Name I/C| Yr | PH|R/U Solicitor Pledpge Due Receipts Date Paid|T|Match| G/L Repls | Am't Due Comment
Pledge
Name I/C| Yr [ PH|R/U Solicitor Pledge Due Receipts Date Paid{T{Match G/L Repts | Am't Due Comment
Amer Myt C|87] 1 U 1,5 1,54X) S 1,5(X)
Apollo Cla7|1][U 15,0 20,000 5 20,000
AT&T M|87] 1 U |Spencer 2,500 2,501 2,509 2,500
Auerbach, 1. I |87 ] 1 U 230 250 S 250
Baker, C. I 1871 R |Bell 16,200 16,200 12,672 S
Belden, G. 1 87 | 1 U 250 250 S 250
Bell, G. B |87 | 1 R 109,500 109,500 109 5004 S 104,638
Berkowitz, R. I 87 | 1 U [Poduska/Severin 16,000 4,000 4,000 S 4,000
Bloch, E. B |81 U |Podusk/MO 1,500 1,500 1,509 6/1/87|S|1BM 1,500
Brewer, G. I 87 | 1 U 2,000 2,000 S 2,000
Cady, R. I 18711 U 1,024 1,024 S 1,024
Cannon, H. I |87 1 R |Bell 16,200 5,475 5473 S
Clark, J. 1 |87 1 U |Severino 4,096
Claussen, R. I 87 | 1 U 1.024 1,024
Computerl and C | 87 1 R B S2h.0000 250000 s 25,1XK)
Congleton, W, | :Y) 1 U 1,000 1,000 S 1,000
Control Data C | 87 1 U |Bell 50,000 50,60 50,000 S 50,000,
Cullinet C | 87| 1 R |Bell 50,000 30,00 50,005 S 50,000
d'Arbeloff, A. I [87] 1 U 1,024 1,024 S 1,024
DEC M| 87| 1 U |[Everett 800 80Oy &0 800
DEC M|[87] 1 U |Kalb 1,000 1,000 1,001 1,000
DEC M| 87 1 U |Kent 512 512 512 512
DEC M|[87] 1 U |Knoll 1,000 1,089 1,000 1,000
DEC M| 87| 1 U |Kotok 100 100 10 100
DEC M| 87| I U |lipcon 130 1301 13 150)
DEC M| 87| 1 U [DPaxton 500 0 00 500
DEC M| 87] 1 U |Perkins 512 512 512 512
DEC M| 87| 1 U |Saviers 2,000 2,000 2,00 2,000
DEC M| 87| 1 U |Sites 1,024 1,024 1,024 1,029
1DG C | 87 1 U 25,00 25,00 S 25,000
Donini, . I | 87| 1 U 10 10 S 100)
Dyer, D. I [ 87| 1 R |[Bell 16,200 5,472 5,472 S
Edwards, B. 1 187 1 R |Bell 16,200 17,618 17,618
Eisner, D. I |87 1 U 23¢[? 250)
Everett, R. B |87 1 U 800 80 & S|DEC 800
Ford Motor C |81 U 1,024 1,024 S 1,024
Forrester, J. 1 {87 1 U 793 798 798 S 755
Foster, W. B | 87 I U |Hendrie 4,400 4,400 4,75 ) 3,900
General Systs. C |87 1 U 1,024 1,024
Greenberg, B. I | 87 1 R |Bell 16,200 16,200 5,850
Guatelli, R. 1 87 I U (8 C 0
Hindle, W. 1 18711 U 1,000 1,048 S 1,068
Hirschberg, P. I [ 87 1 U 1363 1363 S 1,365
Hoffman, R. [ 87 1 U 20 2504 < 250)
11olloway, J. I [ 87 1 R 16,200 16 20 5,850,
Houghton Mifflin C | 87 1 U 1,024 1,024 S 1,024
Fuber, M. I | 87| 1 U 30N 30 S 500
1BM M| 87} 1 U |Bloch 3,00Q 3,600 3,000 3,000




Pledge

Name 1/C| Yr | PH|[R/U Solicitor Pledge Due Receipts Date Paid|T{Match G/L Repts | Am't Due Comment
ICL C|[87] 1 U 1,024
IDG CcC |87 |1 U 1,000] 1,000 S 1,000
Index Group cC|8|1]U 2,500 25T 10/1/87S 2,500
Jones, J. 1|8 |1 [U 1,024 1,107] 12718/80|S[ 1,107
Kalb, J. 1 87 1 U [Saviers/Kramer 2,115 2,115 2,115 11/29/86{ S DEC 2,115 20 shares DEC
Kent, A. 1 181 ]|U 512 512 11/6/86|S | DEC 512
Kilby, J. 1 181 ]|U 1,024 1,024 S 1,024
Knight, T. 1 [87] 1 R |Bell 16,200 16,200 19,800 )
Knoll, D. 1 [ 87| 1 U [Savlers/Kramer 1,083 1,083 1,083 12/1/86{S|DEC 1,083
Koogler, D. 1 |81 ] U 1,024 1,024 12/22/86(S 1,024
Kotok, A. 1 |81 ]U 109 100 4/1/87]S|DEC 100)
Kramer, E. I 187 1 | U [Bell 4,096 4,096 1290 S 4,195
Kulp, Jim 1 |87 ] 1 | R |Bell 16,200 5,830 O|R 0] Symbolics
Kulp, John I [ 871 R [Bell 16,200 5,830, 0 R 0| Symbolics
Levy, J. 1 [ 87 1 U 1004
Liberty Mutual c|(87 |1 |U 2,509 2,500 s 2,500
l.insalata, R. | 87 | 1 U 1,024 1,024 S 1,024
Lipcon, E. I [ 87 (1 U |Saviers/Kramer 130 150 150] S|DEC 150)
Lucky, R. B | 87 I U [MQ/Shear 4,006 1,000 1,000 S 1,000
Mallery, R. 1 87 1 9] 1,024 1,024 S 1,024
McCracken, D. I [87] 1 9] 1,000 1,000 S 1,000
McKenney, J. B | 87| I | U |Poduska 9.214 9,200 9.214 S 8,868
McMahon, M. I 1871 R |Bell 16,200 16,2001 17,5001 3600 shares Symbolics
McWilliams, T. I 87 | I U 1,024 1,024 S 1,024
Mead, C. B [87] I U 37 500 37 500 12/22/86(S 2500 shares Series A Pre
Meditech cC |8 |1 |U 1,00 1,000 S 1,000
Metcalfe, R B |87 I U |Bell 30,500 30,5001 30,5001 S 32250
Microsoft C |87 1 9] 1,024 1,024 S 1,024
MITRE C | 87 1 U 10,0001 10,000, S 10,000
Moon, D. I [ 87 1 R [Bell 16,200 5.850 Ol R 0 0| Symbolics
Morrill, R. 1 |87 1 U 1,024 1,024 S 1,024
Nelson, D. B |87] I 9] 5,001 4,763 S 6,300
Noftsker, R. B |87 I R [Bell 50,000 50,0001 50,0001 S 48,732
NY Air clez[ 1 [U 1,000} 1,000 s 1,06K)
Paxton, G. I 87 I U [Saviers/Kramer/ 500 500 3001 SIDEC 500
Payne, J. 1 (87| 1 | U 1,000, 1,000] S 1,000
Perkins, E. 1 18] 1 (U 512 512 S|DEC 512
Pettinella, N. B |87 1 U MO 4,096 800, 8001 S 800
Planitzer, R. 1 |87 1 U [Severino 10,000 10,000, 10,5001 S 10,278
Poduska, J.W. B |87 1 U 50,00 50,0001 S 50,000
P’rice, R. 1 187 ] 1 U 1,024 1,024 S 1,024
Saviers, G. 1 87 | 1 U [Bell/Severino 2,120 2,120 2,120 12/26/86|S 2,120 20 shares DEC
Severino, P. B |87 I U 7 500 7 500, S 7321
Shear, H. B |87 I U [MO 4.096 1,024 1,024 S 1,024
Sites, R. 1 |87 ] 1 U 1,024 1,024 S|DEC 1,024
Spencer, W. B | 87 I U |MO/Shear 7,000 1,000 1,0004 12/22/868 1,000(? AT&T and XEROX matc
Sporck, €. N A A 5000 Al s 14,787
HW Results C | 847 1 U (N oD 0
Terman, C. 1 [ 87 [ 1 [ R |Bell 16,200 16,200 16,423
Waite, C. I 187 1 U 1,024 1,024 S 1,024
Wang Labs C | 87 1 U 20,0004 20,0004 20,000]




Pledge

Name I/C} Yr { PH [R/U Solicitor Pledge Due Receipts Dalte Paid|T|Match G/L Rcpts | Am't Due Comment
Welmers, T. 1 |81 11U 200 200 200
Whelan, R. 1 18711 U 500 S00);
Wiggins, H. 1 [87 ] 1 U 0| 0 0
Wolfson, W. 1 18711 U 1,000 1,000 1,000
PHIFY87 573,658 740,820 694329 557,262 14,498




Pledge
Name I/C| Yr | PH|R/U Solicilor Pledge Duf Receipts Date Paid|T[Match] G/L Repts | Am't Due Comment
Pledge

Name I/C| ¥r | PH|R/U Solicitor Pledge Due Receipts Date Paid|T|[Match G/L Repts | Am't Due Comment
Amer Myt cla8| 1 [U 750 I Ty T T
Apollo clse|1 U 15,0001 150004 FY 89 S 15,000
Auerbach, 1. I (8| I U 2505 230 7/1/88|S 250 0
Baker, C. 1 |81 R 1,463 1,463 1,463 8/31/87]S 1,131 3600 shares Symbolics
BankAmerica c (8] I U 20,000 20,0004 9/23/67]S 20,000
Belden, G. I [88]) 1 U 250 250 8/24/87]8 250
Berkowitz, R. I 88 1 U 4,000 4,000
Brewer, G. I |88 I U 1,000 1,000
Cady, R. I |88 I U 1,024 1,024 12/28/87)S 1,024
Cannon, H. I (8] I R 3.900] 3,900
Claussen, R. I 88 | 1 U 1,024 1,024
Congleton, W. I 188 I U 1,00 1,00 12/1/87]S 1000 0
d'Arbeloff, A. I |88 I U 1,024 1,024
Dyer, D. I [ 88 I R 0 Y O] Symbolics writeoff
Eisner, D. I [88] I U 230 250
Ford Motor c|l8 |1 U 1,024 1,024 12/18/87]S 1,024
General Systs. c|8]I1|U 1,024 1,024
Guatelli, R. 1 18| I U 0 O 0
Hendrie, G. B |8 | I U 0l
Hindle, W. 1 18 I U 1,000 83 3/21/83(S 833 0
Hirschberg, P. 1 181 | U 1,363 13065
Hoffman, R. I [ 8| I U 230 230 7/1/88S 230
Houghton Mifflin CcC |88 1 U 1,024 1,024 11/17/88§ 1,024
ICL C | 88 I U 1,024 1,024
IDG ci8]| I U 0 O 0
Index Group c(s8| 1 U 2,504 2,500
Kent, A 1 [88] 1 U 512 512
Koogler, D. I 88 1 U 1,024 1,024 12/1‘1/'072 1,024
Kotok, A. I 88 I U 1004 1003 7/19/E8[ S| DEC 100
Levy, J. 1 88 I U 100 1(x)
l.insalata, R. I 88 | 1 U 1,024 1,024
Lucky, R. B8] I U 1,00 1,000 10/26/ 83 1,000
Mallery, R. 1 18]I U 1,024 1,024 12/23/67]8 1,024
McCracken, D. 1 88 | 1 U 1,000 1,000
Mead, C. B |8/ I U Y O 12/18/87|S 2500 sharces
Meditech C |8 1 U 1,000 1,000 1/31/83|¢ 1,000
Microsoft Cc (8] 1 U 1,024 1,024 5/0/83|8 1,024
MITRE C (8] I U 10,0C0Y 10,00 11/12/85 8 10,0
Morrill, R. 1 |81 U 1,024 1,024 7/6/8S 1,024
Nelson, D. B |8] I 9 5,00 5,000 12/23/87]S 5,000
NY Air c |8 I U 1,000 1,000
Payne, J. 1 18] 1 U 1,0C0) 1,000
Pettinella, N. B |8 | I 9] &0 [3a% 12/31/87S &00)|
Poduska, J.W. B |8 I U 30,000 2,00 6/30/85(S 49,205
Price, R. 1 88 1 U 1,024 1,020§ 3/25/88(S 1,020
Severino, P. B |8 |1 [U 934X 9500 I U DR DR 7 L1 I
Shear, 11. 3| 88 1 U 1,024 1.021 10/8/8/(¢ 1,004




Pledge
Name I/C| Yr | PH|R/U Solicitor Pledge D\.veg Receipts Date Paid| T|Malchl G/L Repts | Am't Due Comment

- |Spencer, W. B | 88 I U 1,000 1,000 12/17/871S 1,000 0

SW Rosults cls8| 1 |U 0 0L 0

Waite, C. I [88] 1 9] 1,024 L 1,024

Wang Labs C | 88 I U 20,000 20,000 1/26/84] 20, (XX)

Wiggins, 11. T |88 1 | U 0 ojR ™ 0

Wolfson, W. 1 {88 | I U 1,000 1,000;

Weinreb, D. 1 88 | I R |Bell 8,213 8,213 8,213 S 8,213 Symbolics stock
Feigenbaum, E. I [ 8] I R |Bell 560 560) 560 560

Xerox C | 88 I R 10,000 10,000 10,000 9/8/87 10,000 Smart Machines
PHIFY&88 20,236 190,123 165,430 164,394 24,521

Pledge
Name I/C| Yr | PH[R/U Solicitor Pledge Due Receipls Date Paid| T|Malch G/L Repts | Am't Due Comment

Apollo C |81 I U 15,0001 15,000

Berkowitz, R. 1 18| 1 U 4,000] 4,000,

Brewer, G. I 18] I U 5001 500

Cady, R. 1 89 I U 1,024 1,024

Clark, J. 1 (8] 1 U 1,024 1,024

d'Arbeloff, A. 1 18| 1 1,062 S 1,062

Hendrie, G. B8] I U 6,730 13,625 12/28/88|S 13,438 0] 500 shares Stratus
Hoffman, R. 1 89 1 U 2501 250

IDG C[89] 1 9] 0 O0lR

Koogler, D. 1 89 1 1,024 1,024 12/28/85(S 1,024

Levy, J. I [ 89 I 1001 S 100

Lucky, R. B |8 ([ |U 1,000, 1,000

Mead, C. B | 89 1 U [y, s,

MITRE C |8 I U 10,0004 10,000 S 10,000

Morrill, R. 1 89 I

Pettinella, N. B |8 I U 8O 800y 12/29/88(¢

Shear, H. B [89] 1 U 1,024 1,024

Spencer, W. B | 89 I U 1,000 1,000

SW Results C |18 | 1 9] 0O oD [

Waite, C. 1 1811 1,024 1,024

Wang Labs C |18 1 U 20,000

PHIFY89 0 63,396 27,633 26,648 24,822




. Pledpe
Name 1/C| ¥r | PH|R/U Solicitor Pledge Duf Receipts Date Paid[T{Match G/L Repts "Am't Due Comment
Pledge
Name 1/C] Yr | PH|R/U Solicitor Pledge Duwe Receipts Date Paid|T|Matcly G/LRepts | AmtDue| — Comment
Apollo cCl9]1]U 15,000 R B o
Berkowltz, R, 1 90 I 9] 4,000
Clark, J. 1 90 1 U 1,024
Hendrie, G. Blol| I U 6,750
Hoffman, R. 1 |91 |U 250,
IDG cf(s]| 1 |U 0 0|
Lucky, R. B|lg |1 |U 1,000
Mead, C. Blg| 1 |U 0f 0f
Pettinella, N. B|l%|I1]|U 800
Shear, H. B|%]|1]U 1,024
Spencer, W. B |9 I 9) 1,000
Wang Labs Cl%y1}|U 20,0004
PH1FY90 50,848 0 0 0
Pledge
Name 1I/C| Yr | PH|R/U Solicitor Pledge Due Receipls Date Paid[T|Match| G/L Repts | Am't Due Comment
Clark, J. 1 91 I U 1,024
Hendrie, G. B{or1]| I U 6.75
Hoffman, R. 1 91 1 U 2501
IDG cl(o|I1]U Y 0f
Mead, C. B9 1 ]|U O 0
Pettinella, N. B|91|l1|[U 896
Spencer, W. B |91] 1 9] 1,000
PHIFY91 9,920 0 0 0
Pledge _
Name I/C| Yr | PH|R/U Solicitor Pledge Due Receipts- Date Paid[T|{Matcl G/L Repts “Amt Due Comment
Clark, J. 1 192 1 U 1,024 _
[Hoffman, R. [ 92 1 U 250}
IDG Cl9]1 U o O
Spencer, W. B[] |U 1,000
PHIFY92 2,274 0 0
Pledge
Name 1/C| Yr | PH|R/U Solicitor Pledge Due Receipls Date Paid|T{Match G/L Repts | Am't Due Commeent
Hoffman, R. I [93 ] 1 U 230
Spencer, W. B|9 |1 |U 1,000
PHIFY?93 1,250 4 0




Pledge
Name 1/C| Yr [ PH|R/U Solicitor Pledge Duf Receipts Date Paid[T{Matchl G/L Rcpts | Am't Due Comment
Pledge
Name I/C}| Yr | PH|R/U Solicitor Pledge Due Receipts Date Paid| T|Malci G/L Rcpts [ Am't Due Comment
Burkhardt, H. 1 |87 11 | U |Hendrie 5.250)
DEC M |87 Il | U |Schwartz 1,000 1,0001 1,000 1,000
Donaldson, D. B [87]| 11| U MO 10,000
Hendrie, G. B | 8 | Il | U [Severino 33,500 33,500] 33,500 3/6/87|S 33,250 1000 shares Stratus
Index Group C | 87 | I1 | U |McKenney 10,000
Jamieson, B. 1 {87 Il | U |Hendrie 40,000
Kapor, M. B |8 | Il | U |Severino 150,000 150,000 150,000 S 150,000
Schwartz, E. B |8 ]| 11| U |MO 10,000 2,500, 2,500 3/27/87|S 2,500
Sequent C |87 | II| U [Bell 5,000 5,000 5,000 S 5,000
Stevenson, T. I [ 87| Il | U |Linsalata/MO 500 S00] 3001 S 500
PH II FY 87 265,250 192,500, 192,500 192,250 0




Pledge
Name I/C| Yr | PH[R/U Solicitor Pledge Due Receipls Date Paid|T|Matchl G/L Rcpts | Am't Due Commient
Pledge
Name 1I/C| Yr [ PH|R/U Solicitor Pledge Due Recelpts Date Paid|T|Match G/L Repta | Am't Due Comment
Alexanderson, J. I (8|11 ju 500 X)) AKX) 4/15/84]8 5UX)
Alps Amerlca 1 e | 11 [ U 500 500 soof |7 erasms 50 For Dick Landry at CWq
Bond, R. 1 [ 8 [ Il | U |Nelson 500 500 0] 6/15/88|$ 500 [
Burkhardt, H. I 88 | II U 7500 shareg 1,500 15001 F/T| FY 89 S 0 0] 7500 shares at .20/share
Chan, D. I [ 8| II | U [Nelson 250 250 2504 6/13/88|8 250
Coit, S. I [ 8] I ]| U [Bell/MO 4,096 1,024 1,000 1/5/88|$ 1,000
Cragon, H. B |8 | 11| U |Bell 500 500 5004 2/25/88|s 500
DEC M| 8| Il | U |Jones 1,000 1,000 1,000 1,000
DEC M| 8| Il | U |Saviers 2,000 2,000 2,000 2/4/88 2,000
DEC M| 88 | Il | U |Perkins 512 512 512 5/12/88 512
Donaldson, D. B |8 |11| U 5,000 5,000] 12/28/88S 5,000
Forrester, J. I (88|11 | U 748 748 748 12/2/85|S 700
Greata, M. 1 [ 8 | II | U |Nelson/Severino 10,000
Jamieson, B. 1 (8| Il | U 10,000, 10,000 1/31/88|8 10,000
Johnson, T. B |8 | Il | U|Bell 500 500 500 1/8/88[S 500
Jones, J. I 18] II] U |MO 1,000 1,000 1,132 8/7/87|S 1,095
Judy, H. I [ 88 ] II [ U [Nelson 250 250 250 4/26/89|S 230
Kapor, M. B | 8| Il | U |Severino/Bell/C 750,000 230,000 230,001 12/28/871¢ 250,000
Masi, J. C. B | 8| Il | U |Cashen 5,000 5,000 5,000] 2/26/8818 5,000
McKenney, J. B | 8 ] Il | U [Cashen 289 289 289 12/1/87|S 255 10 shares Allied Signa
Metcalfe, R B |8 | Il | U |[Bell 10,000 10,0004 10,00 5/10/88|¢ 10,000 IEEE Foundation
Morse, L. B | 8| II | U |Hendrie/Cashen 5,170 5,170 4,404 F S 4,400 0
Nelson, D. B |8 ] II | U|MO 25,000
Robelen, B. 1 | 8| Il | U [Cashen 8,000 2,000 2,00 5/9/8&8|S 2,000
Saviers, G. 1 88 | II | U [Bell/Severino 2,681 2,631 2,681 9/Z /E71S|DEC 2,941 14 shares DEC
Schwartz, E. B |8 ]|Il| U 2,50 2500 T 8/15/85| S 2,500
Severino, P. B |8 )| Il | U|MO 8,000 5375 5375 S 5,070
Wolfson, W. 1 (8| II| U 4,000
Xerox cls|I1H|U 100,000 100,000 100,000 5 100,000 12-28 100K
Xerox M| 8| 11 | U |Spencer 1,500 1,50 1,500 1,504
Bell, G. B 88 | 11 R 50,000 50,00¢ 51,903 6/22/85[S 51,005
Kapor, M. B |8 | Il | R |Severino/Bell/C 100,000 100,00 100,00 6/20/88 100,000
PH II FY 83 1,091,996 560,299 $61,542 559,879 0
Restricte At
e .Cl fu Ainq 190000 50000 194,945 151,905
Bell ¢ Kapor ’ .
1
U~ ¢ L
£ aq e Wie,xa0 409633 103,97 ')

Wnre stry C/H'd F-(Ahc\ll&ﬁ



Pledge

Name 1/C| Yr | PH[R/U Solicitor Pledge Due Receipts Date Paid|T{Match| G/L Repts | Am't Due Comment
Pledge

Name 1/C| Yr | PH|R/U Solicitor Pledge Due Receipls Date Pald j Matchi G/L Repta | Am't Due Comment
Arthur Young C | 89| Il | U |Cashen/Foster 1,000 10001 1,000 s Lo Suatus dhner
Colt, S, I B9 | 11 U 1,024 1,024
Davox C | 8| Il | U |Cashen/Foster 1,000 1,000 1,000, 35 1,000 Stratus dinner
Donaldson, D. B8 |II|U 5,000, 5,000 12/19/88|S 5,000
Eliot Bank C |8 [ Il] U|Shear 7200 7.2 7,200] 10/1/88]S 7,200
Forrester, J. 1 18| I1I]U 469 469 469] 12/29/88|S 432 20 shares of Alza
Foster, W. B (8| Il | U |Cashen/Hendrie| 1000 shared 6,7501 6,730 12/21/88|S 6,578 Stratus dinner - 250 shar
Index Group cle]ir|u 2,500 2,500 i
Jamieson, B. I 89 | IT | U 10,0004 11314 12/27/88|S 11,287 01271 shares Motorola @ 4
Kapor, M. B |8 |Il|U 20,0004 250,000
Meditech c 8| 1II| U [MO 1,000 1,000 1,000
Nelson, D. B |8 |II|U 5,000 5,000
Robelen, B. I 18 ([IT|U 2,000 2,000
Schwartz, E. B |8 |1 | U 2,500 2,500
Severino, P. B | 8 | II U 22508 2,250
Wolfson, W. 1 18| 11jU 1,000 100
PH 11 FY 89 10,669 298,693 32,733 32,497 267,274




Pledpe
Name I/C| Yr [ PH[R/U Solicitor Pledge Duf Receipts Date Paid|T|Maichl G/L Rcpts | Am't Due Comment
Pledge
Name 1/C| Yr [ PH|R/U Solicitor Pledge Due Receipts Dale Paid|T{Matchj G/L Rcpts | Am't Due Comment
Kapor, M. B[ I |[R 250,009
Wolfson, W. 1 90 | 11| U 1,000
Schwarty, E. Bloo[IlI[U 2,500
Robelen, B. 1 ]9 |11]U 2,000]
Nelson, D. BlS|[II]U 5,000
Jamiecson, B. I 9 (Il | U 10,000
Index Group cCle(I1r|u 2,500
Foster, W. B9 |[Il]U 250 shares
Coit, S. 1 |90 |11 |[U 1,024
PH ITFY 90 0 274,024 0| 0
Lesy HesTricred 234 024
Pledge ‘
Name I/C| Yr | PH|R/U Solicitor Pledge Due Receipls Date Paid[T|Match G/L Repts | Am't Due Comument
Coit, S. I [Ss1 ]Il U 1.024
Foster, W. B |91 I1l{U 250 shares
Index Group C|anfjirju 2,500
Jamieson, B. 1 91 | IT | U 10,000
Nelson, D. Bloavll1l|U 5,00
Robelen, B. I 191 11| U 2,000
Wolfson, W. IS RIERY 1.030
PH 11 FY 91 0 21,524 0 0
Pledge
Name 1/C| Yr [ PH|R/U Solicitor Pledgpe Due Receipls Date Paid|T|Matchj G/L Repts | Am't Due Comment
Foster, W. Bl192([IT|]U 250 shares
Hendrie, G. Bl92({II]|U 6,750
Index Group Cl92]|I1|U 2,500
Nelson, D. B |92 Il U 5,000
Wolfson, W. I 192 (Il | U 1.000]
PH 11 FY 92 0 15,250 0 0|
Pledge
Name 1/C| Yr | PH|R/U Solicitor Pledge Due Receipts Date Paid[T|Matchf G/L Repls | Am't Due Comment
Nelson, D. B|l93]|Il]|U 5,000
PH I FY 93 0 5,000 0 0




Capital Campaign Donor_History
Last updated: 1/3/1988
Piedge

Name 1/C| Yr | PH |R/U Solicltor Pledge Due Recelptls Date Paid|T|Match|G/L Rcpts| Am't Due Comment -
BankAmerica C | Tot 50,000 50,000 50,000 . 50,000
Banning, J. | 85 | U [Bell 1,000 1,000 1,000 $ - 1,000
Banning, J. | Tot 1,000 1,000 1,000 1,000
Belden, G. | 85 1 U |Bell 1,000 250 250 $ 250
Belden, G. I 86 | U 250 250 $ 250
Belden, G. I 87 | V] 250 250 $ 250
Belden, G. | 88 | U 250 250 8/24/87|$ 250
Belden, G. | Tot 1,000 1,000 1,000 1,000
Bell, G. B 84 | U 100,994 100,994| 100,994 S 100,723
Bell, G. B 85 | U 460,000 460,000 460,000 S 460,000|?
Bell, G. B 86 |
Bell, G. B 87 | R 109,500 109,500{ 109,500 S 104,638
Bell, G. B 88 ] R 50,000 50,0000 51,905 6/22/88|S 51,905
Bell, G. B Tot 720,494 720,494 722,399 717,266 0
Beranak, L. | 86 | U_|Bell 200 200 200 $ 200
Beranak, L. | Tot 200 200 200 200 0
Berkowitz, R. | 87 | U |Poduska/Severino 16,000 4,000 4,000 $ 4,000
Berkowitz, R. | 88 | U 4,000 4,000
Berkowitz, R. | 89 | U 4,000 4,000
Berkowitz, R. | 90 | U 4,000
Berkowitz, R. | Tot 16,000 16.0001 4,000 4,000 8,000
Bertocchi, A. | 85 | U |Bell 1,000 1,000 1,000 12/2718418|0C 1,000
Bertocchi, A. | Tot 1,000 1,000 1,000 1,000
Bloch, E. B 84 | U |[Bell 3,500 3.500 3,500 5/14/84|8|1BM 3,500
Bloch, E. B 87 I U |PoduskMO 1,500 1,500 1,500 6/1/87[$]IBM 1,500
Bloch, E. B Tot 5.000 .5.000 5,000 5,000
Bond, R. | 88 Il U _|Nelson 500 500 500 6/15/88|$ 500
Bond, R. .| Tot 500 500 500 500
Boris c | 84 | Strimpel 3500 IK 3500 IK 3500 IK 6/28/84 3500 IK In-kind photo murals
Boris C Tot 0 0 Q 0
Boston Globe C 85 | U |Bell 25,000 12,500 12.500 $ 12,500
Boston Globe C 86 | U 12.500, 12.500 $ 12,500
Boston Globe [+ Tot 25,000 25.000{ 25.000 25,000
Brewer, G. | 86 | U |Klein/MO 4,000 500 500 $ 500
Brewer, G. | 87 | U 2,000 2,000 $ 2,000
Brewer, G. | | 88 l u 1.000] 1,000
Brewer, G. | 89 | U 500 500
Brewer, G. | Tot 4 000 4,000 2,500 2,500 1,500
Brooks, F. I |84 ] 1 | u [Bel 100 100 100 $ 100
Brooks, F. | Tot 100 100 100 100 0
Brown, G. | 85 | U |Bell 250 250 250 $|1BM 250
Brown, G. | Tot 250 250 250 250 0
Brown, L. | 85 | U 1,000 1,000 1,000 7/1/84[$ 1,000
Brown, L. | Tot 1,000 1.000] 1.000 1,000 0
Burkhardt, H. | 85 | U |Bell 51,500 51,500{ 51,500 S 53,799 1000 shares DG @ 51.5
Burkhardt, H. | 87 1 U _|Hendrie 5,250
Burkhardt, H. | 88 1 U 7500 shares 1.500 1,500(F/T FY 89 S 0| 7500 shares at .20/share
Burkhardt, H. I | Tot 56.750 51,5000 51.500 | 53,799




Capital Campaign Donor History
Last updated: 1/3/198¢
Pledge
Name 1/C| Yr | PH |R/U Sollcitor Pledge Due Recelpts Date Pald|T[Match|G/L Rcpts| Am't Due Comment
Burley, J. ! 85 I U _|Boll 100 100 100 $ 100 e
Burley, J. | Tot 100 100 100 100
Cady, R. | 86 | U |Bell 4,096 1,024 1,024 $ 1,024
Cady, R. | 87 | U 1,024 1,024 $ 1,024
Cady, R. | 88 | U 1,024 1,024 12/28/87|$ 1,024
Cady, R. | 89 1 U 1,024 1,024
Cady, R. | Tot 4,096 4,096 3,072 3,072 1,024
Cannon, H. | 87 | R |Bell 16,200 5,475 5,475 S ?
Cannon, H. | 88 | R 3,900 3,900
Cannon, H. | Tot 16,200 9,375 5,475 0 3,900
Carlson, W. | 85 | U |Bell 100 100 100 $|18BM 100
Carlson, W. | Tot 100 100 100 100 0
Celanese M 85 | U [Samek 250 250 250 Cel 250
Chan, D. | 88 1l U _[Nelson 250 250 250 6/13/88($% 250
Chan, D. | Tot 500 500 500 500 0
Cheheyl, S. | 84 | U |Bell 4,096 4,096 4,061 S 4,061
Cheheyl, S. | Tot 4,096 4,096 4,061 4,061
Chinn, R. | 85 | U 4,096 3,438 3,438 S 3,510
Chinn, R. | Tot 4,096 3,438 3,438 3,510
Clark, J. | 87 | U |Severino 4,096
Clark, J. | 89 | U 1,024 1,024
Clark, J. | 90 | U 1,024
Clark, J. | 91 | U 1,024
Clark, J. | 92 | U 1,024
Clark, J. | | Tot 4,096 4.096] 0 0 1,024
Claussen, R. | 85 | U |Bell 4,096 1,024 1,024 $ 1,024
Claussen, R. | 86 | U 1,024 1,024 $ 1,024
Claussen, R. | 87 | U 1,024 1,024
Claussen, R. | 88 | U 1,024 1,024
Claussen, R. | Tot 4,096 4,096 2,048 2,048 2,048
Coit, S. | 88 1 U |Bell’MO 4,096 1,024 1,000 1/5/88[$ 1,000
Coit, S. | 89 11 U 1,024 1,024
Coit, S. | 90 1l U 1,024
Coit, S. | 91 1 U 1,024
Coit, S. | Tot 4 096 4 096 1,000 1,000 1,024
ComputerLand C 86 | R [Watson/MO 50,000 25,000, 25,000 $ 25,000
ComputerLand c [87] 1 R 25.000 25.000 $ 25,000
ComputerLand C Tot 50,000 50,000 50,000 50,000
Congleton, W. | 85 | U |Bell 5,000 2,000 2,000 $ 2,000
Congleton, W. | 86 | U 1,000 1,000 $ 1,000
Congleton, W. | 87 | U 1,000y 1.000 $ 1,000
Congleton, W. | 88 | U 1,000 1,000 12/1/87($ 1000 0
Congleton, W. | Tot 5,000 5,000 5,000 5,000 0
Control Data C 85 | U |Bell 40,000 40,0000 40,000 $ 40,000
Contol Data C 87 | U [Bell 50,000 50.000{ 50,000 $ 50,000
Control Data o] Tot 90,000 90,000 90,000 90,000
Cox, H. | 85 | U |[Bell 1,000 1,000 1,000 $ 1.000
Cox, H. C Tot 1,000 1,000 1.00C 1.000
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Cragon, H. B 86 | U _|PoduskayMO 1,000 1,000 1,000 $ 1,000
Cragon, H. B 88 1] U |Bell 500 500 500 2/25/88|$ 500
[Cragon, H. B Tot 1,500 1,500 1,500 1,500
Crouse, H. | 85 I U |Bell 250 250 250 $10C 250
Crouse, H. | Tot 250 250 250 250
Cullinet C 87 | R _|Bell 50,000 50,000{ 50,000 $ 50,000
Cullinet C Tot 50,000 50,000 50,000 50,000
d’'Arbeloff, A. | 85 | U _|Bell 4,096 1,024 986 S 924
d'Arbeloff, A. | 86 | U 1,024 1,024 S 1,024
d'Arbeloff, A. | 87 | U 1,024 1,024 $ 1,024
d'Arbeloff, A. 1 88 | U 1,024 1,024
d’'Arbeloff, A. | 89 | 1,062 $ 1,062
d'Arbeloff, A. | Tot 4,096 4,096 4,096 4,035 1,024
Davox Cc | 89 1 Cashen/Foster 1,000 1,000 1,000 $ 1,000 Stratus dinner
Davox C Tot 1,000 1,000 1,000 1,000 0
de Valpine, J. | 85 | U [Bell 4,096 2,096 2,096 $ 2,096
de Valpine, J. | 86 | ] 2,096 2.096 $ 2,096
de Valpine, J. | Tot 4,096 4,192 4,192 4,192
DEC M 85 | Bertocchi 1,000 1,000 1,000 1,000
DEC M 85 | Crouse 250 250 250 250
DEC M 87 i Everett 800 800 800 800
[B3e] | 85 I U_ |Fagerquist 250 250 250 $ 250
CeC M 85 | Jones 4,000 4,000 4,000 4,000
529 M 87 | Kalb 1,000 1,000 ~ 1,000 1,000
DEC M 85 | Kalb 512 512 512 512
DeC M 86 | Kent 512 512 512 512
DEC M 87 | Kent 512 512 512 512
DEC M 87 | Knoll 1,000 1,0004 1,000 1,000
DEC M 84 | Kotok 100 100 100 100
DEC M 85 | Kotok 100 100 100 100
DEC M 86 | Kotok 100 100 100 100
DEC M 87 | Kotok 100 100 100 100
OEC M 87 | Lipcon 150 150 150 150
D2 M 87 | Paxton 500 500 500 500
DEC M 85 | Perking 512 512 512 512
D M 86 I Perkins 512 512 512 512
bC M | 87 | Perkins 512 512 512 512
DEC M 88 | Perkins 512 512 512 5/12/88 512
029 M 87 | Saviers 2,000 2,000 2,000 2,000
0.6} M 85 | Shields 100 100 100 100
DEC M 85 | Sites 512 512 512 512
DEC M 86 | Sites 512 512 512 512
DeC M 87 | Sites 1,024 1,024 1,024 1,024
B2 M 85 | U |[Smart 1,000 1,000 1,000 $ 1,000
DEC M 85 | Thorndike 1,000 1.000] 1,000 1,000
[529] M 86 | Thorndike 1,000 1,0004 1,000 1,000
DEC M 86 | Wilkes 125 125 125 125
DEC M 88 1l Jones 1.000 1.0004 1.000 1.000
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oC M 88 1 Saviers 2,000 2,000 2,000 2/4/88 2,000
DEC M | 87 1 Schwartz 1,000 1,000 1,000 1,000
DEC M Tot [ 24,207 24,207 24,207 24,207 0
Decus C 85 | U_|Bell 1,500 1,500 1,500 $ 1,500
Decus C 86 | U 980 980 980 $ 980
Decus [of Tot 2,480 2,480 2,480 2,480
DeVitry, A. | 85 | U |Bell 4 096 4,096 4,096 $| 4,096((HG DOLL)
DeVitry, A. | Tot 4,096 4,096 4,096 4,096
0G C 84 | U |Bell 75,000 25,000 25,000 $ 25,000
8] C 85 | U 25,0000 25,000 $ 25,000
[8¢] C 86 | U _|MO 25,000 25,0000 25,000 $ 25,000
oG C 87 | U 25,0000 25,000 $ 25,000
0G C Tot 100,000 100,0000 100,000 100,000
Donaldson, D. B 85 | U |Bell 6,000 6,000 6,000 $ 6,000
Donaldson, D. B 87 1 U |MO 10,000
Donaldson, D. B 88 1] U 5,000 5,000 12/28/88|$% 5,000
Donaldson, D. B 89 1] U 5,000 5,000 12/19/88($ 5,000
Donaldson, D. B Tot 16,000 16,000 16,000 16,000 0
Donini, P. | 84 | U _[Bell 250 50 50 $ 50
Donini, P. | 85 | U 50 50 $ 50
Donini, P. " | 86 | U 50 50 $ 50
Donini, P. | 87 | U 100 100 $ 100
Donini, P. | Tot 250 250 250 250 0
Drane, D. | 84 | U [Bell 25,000 25,0000 25,000 $ 25,000
Drane, D. | Tot 25,000 25,0000 25.000 25,000
Draper Labs C 85 | U |Bell 2,000 2,000 2.000 $ 2,000
Draper Labs C Tot 2,000 2,000 2,000 2,000
Dyer, D. | 87 | R [Bell 16,200 5.472] 5,472 S
Dyer, D. | 88 | R 0 0 0| Symbolics writeol!
Dyer, D. | Tot 16,200 5,472 5,472 0 0
Edwards, B. | 87 | R [Bell 16,200 17,618 17,618
Edwards, B. | Tot 16,200 17,618 17,618 0
Eggers, T | 85 | U |Bell 250 250 250 $ 250
Eqgers, T | Tot 250 250 250 250
Eisner, D. | 84 | U |Bell 1,250 250 250 $ 250
Eisner, D. | 85 | U 250 250 $ 250
Eisner, D. | 86 | U 250 250 $ 250
Eisner, D. | 87 | U 250(? 250
Eisner, D. 1 88 | U 250 250
Eisner, D. ! Tot 1,250 1,250 750 750 500
Eliot Bank C 89 1] U |[Shear 7.200 7,200 7,200 10/1/88[$ 7,200
Eliot Bank C Tot 7.200 7,200 7,200 7,200 0
Everett, R. B 84 | U _|Bell 5,000 500 500 $ 500
Everett, R. B 85 | U 3.663 3.663 S 3,666
Everett, R. B 86 | U
Everett, R. B 87 | U 800 800 800 $| DX 800
Everett, R. B Tot 5.800 4,963 4,963 4,966
Fagerquist, U. | 85 | U [Bell 500 250 250 $|0EC 250
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Fagerquist, U. | Tot 500 250 250 250
Farmer, R. | 84 | U |Bell 1,000 1,000 1,000 $ 1,000
Farmer, R. B Tot 1,000 1,000 1,000 1,000
Feigenbaum, E. | 88 1l R |Bell 560 560 560 560
Feigenbaum, E. | Tot 560 560 560 560 0
Feustel, E. | 85 | U |Bell 100 100 100 $ 100
Feustel, E. | Tot 100 100 100 100
Fisher, K. | 85 | U |Bell 32,063 32,063 32,063 S 31,417
Fisher, K. | Tot 32,063 32,063] 32,063 31,417
Ford Motor C 85 | U |Bell 4,096 1,024 1,024 $ 1,024
Ford Motor C | 86 | U 1,024 1,024 $ 1,024
Ford Motor Cc | 87 | ) 1,024 1,024 $ 1,024
Ford Motor C | 88 | U 1,024 1,024 12/18/87[$ 1,024
Ford Motor C | Tot 4,096 4,096 4, 096 4,096
Forrester, J. | 84 | U |Bell 2,500 2,500 2,503 S 2,415
Forrester, J. | 85 | U 1,991 1,991 1,991 S 1,910
Forrester, J. | 86 | U 723 723 723 S 723
Forrester, J. | 87 | U 798 798 798 S 755
Forrester, J. | 88 11 U 748 748 748 12/2/88|S 700
Forrester, J. | 89 469 469 469 12/29/88|S 432 20 shares ol Alza
Forrester, J. | Tot 7,229 7.229 7.232 6,936
Foster, W. B 87 | U [Hendrie 4,400 4,400 4,750 S 3,900
Foster, W. B 89 11 U |Cashen/Hendrie |[1000 shares 6,750 6,750 12/21/88|S 6,578 Stratus dinner - 250 shares
Foster, W. B 90 250 shares
Foster, W. B 91 250 shares
Foster, W. B 92 250 shares
Foster, W. B Tot 4,400 4,400 4,750 3,900
Frisbie, A. | 85 | U 500 500 500 $ 500
Frisbie, A. | Tot Bell 500 500 500 500
Gaston Snow C 84 | U _[Bell 5,000 5,000 5,000 $ 5,000
Gaston Snow C | Tot 5,000 5,000 5,000 5,000
General Systs. [of 85 | U |Bell 4,096 1,024 1.000 $ 1,000
General Systs. C 86 | U 1,024 1,048 $ 1,048
General Systs. C 87 | U 1,024 1,024
General Systs. C 88 | U 1,024 1,024
General Systs. C | Tot 4,096 4,096 2,048 $ 2,048 2,048
Gilmore, J. | 86 | U |Bell 256 256 256 $ 256
Gilmore, J. | Tot 256 256 256 256 0
Greata, M. | 88 11 U |Nelson/Severino 10,000
Greata, M. | Tot 10,000 0 0 0 0
Greenberg, B. 1 87 | R [Bell 16,200 16,200 5,850
Greenberg, B. | Tot 16,200 16,200 0 0 5,850
Gritfith, J. | 85 | U _|Bell 250 250 250 $ 250
Griffith, J. | Tot 250 250 250 250 0
Gross, S. | 84 | U |Bell 50 50 50 $ 50
Gross, S | Tot 50 50 50 50 0
Guatelli, R. | 84 ! U _[Bell 1,250 250 250 $ 250
Guatelli, R. | 85 i U 250 250 $ 250
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Guatelli, R, 1 86 | ) 250 250|D $ 250
Guatelll, R. | 87 | U 0 0|D 0
Guatelli, R. | 88 | U 0 0|D 0
Guatelli, R. | Tot 1,250 750 750 750 0
Haddad, J. | 85 | U |Bell 100 100 100 $[1BM 100(?
Haddad, J. | Tot 100 100! 100 100 0
Henderson, R 1 185 1 | U |Bell 500 500 500 $ 500|
Henderson, R | Tot 500 500 500 500 0
Hendrie, G. B 85 | U |Bell 4,096 4,096 4, 096 $ 4,096
Hendrie, G. B 86 I U |Bell 50,000 24,500] 24,500 12/13/85[S 24,250 1000 shares Stratus
Hendrie, G. B [ 88 | U . 0
Hendrie, G. B 89 | U 6,750 13,625 12/28/88}S 13,438 0|500 shares Stratus
Hendrie, G. B | 90 | U 6,750
Hendrie, G. B 91 | U 6,750
Hendrie, G. B 87 1 U [Severino 33,500 33,500] 33,500 3/6/87[S 33,250 1000 shares Stratus
Hendrie, G. B 92 11 6,750
Hendrie, G. B Tot 87.596 89.,096] 75,721 75,034 0
Hindle, W. ] 84 I U |Bell 5,000 1,000 1,049 S 1,049
Hindle, W. | 85 | U 1,000 1,092 S 1,092
Hindle, W. | 86 | U 1,000 1,024 S 1,024
Hindle, W. | 87 | U 1,000 1,068 S 1,068
Hindle, W. | 88 | U 1,000 833|F 3/21/88|S 833 0
Hindle, W. | Tot 5,000 5,000 5,065 5,065
Hirschberg, P. | 86 | U (Bell 4,096 1.365 1,365 $ 1,365
Hirschberg, P. | 87 | U 1,365 1,365 $ 1,365
Hirschberg, P. | 88 l U 1,365 1,365
Hirschberg, P. | Tot 4,096 4,095 2,730 2,730 1,365
Hoffman, R. | 84 1 U |Bell 2,500 250 250 $ 250
Hoffman, R. | 85 | U 250 250 $ 250
Hoffman, R. HETN U 250 250 $ 250
Hoffman, R. | 87 | U 250 250 $ 250
Hoffman, R. | 88 | U 250 250|T 7/1/88|$ 250
Hotfman, R. | 89 | U 250 250
Hoffman, R. | g0 | U 250
Hoffman, R. | 91 | U 250
Hoffman, R. 1 92 | U 250
Hoffman, R. | 93 | U 250
Hoffman, R. | Tot 2,500 2,500 1,250 1,250 250
Holloway, J. | 87 1 R 16,200 16,2004 5,850
Holloway, J. 1 Tot 16,200 16,200 0 0 5,850
Houghton Mifflin C 85 | U 4,096 1,024 1,024 $ 1,024
Houghton Miiflin C 86 | U 1,024 1,024 $ 1,024
Houghton Mifflin 9] 87 | U 1,024 1,024 $ 1,024
Houghton Mifflin C | 88 | U 1,024 1,024 11/17/88($ 1,024
Houghton Mifflin C [ Tot 4,096 4,096 4,096 4,096 0
Huber, M. | 84 | U 1,250 250 250 $ 250
Huber, M. | 85 | U 250 250 $ 250
Huber, M. | 86 | U 250 250 $ 250
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Huber, M. | 87 | U 500 500 $ 500
Huber, M. | Tot 1,250 1,250 1,250 1,250 0
IBM M 85 | U _|Bloch 7.000 7,000 7,000 7,000
IBM M 87 | U |Bloch 3,000 3,000 3,000 3,000
IBM M 85 | U |Brown 2,000 2,000 2,000 2,000
IBM M 85 I U _[Carlson 200, 200 200 200
IBM M 85 | U [Haddad 200 200 200 200
IBM M | 85 | U |Langdon 500 500 500 500
IBM M | 85 | U |Sammet 200 200 200 200
IBM M 86 | U _[Sammet 3,000 3,000 3,000 3,000
IBM M Tot 16,100 16,100 16,100 16,100 0
ICL C 85 | U 4,096 1,024 1,024 $ 1,024
ICL C 86 | U 1,024 1,024 $ 1,024
ICL c | 87 | U 1,024
ICL C 88 | U 1,024] 1,024
ICL C Tot 4,096 4,096 2,048 2,048 1,024
DG C 85 | U 50,000 25,0000 25,000 $ 25,000
DG C 86 | U 2,000 2,000 $ 2,000
DG C 87 | U 1,000 1,000 $ 1,000
DG C 88 | U 0 0[R 0
DG C 89 | U 0 0[R
DG C 90 | U 0 0|R
DG C 91 | U 0 0|R
G C 92 | U 0 0[R
DG C Tot 50,000 28.000[ 28.000|R 28.000 0
Index Group C 85 | U [McKenney 10,000 2.500 2,500 4/9/85|$ 2,500
Index Group o] 86 | U 2,500 2,500 4/1/86|$ 2,500
Index Group C 87 | U 2,500 2,500|T 10/1/87|$ 2,500
Index Group C 88 | V) 2,500 2,500
Index Group C 87 11 U |McKenney 10,000 . e ~ N o
Indox Group C 89 1l U 2,500 2,500
Index Group C 90 1l U 2.500]
Index Group C 91 1] U 2.500
Index Group C 92 ] U 2.500]
Index Group C Tot 20,000 20,000 7,500 7,500 5,000
Jamieson, B. | 87 1] U |Hendrie 40,000
Jamieson, B. | 88 1] U 10.000{ 10,000 1/731/88|$ 10,000
Jamieson, B. | 89 1] U 10,000{ 11,314|S | 12/27/88|S 11,287 0/271 shares Molorola @ 41.7
Jamieson, B. | 90 1 U 10,000
Jamieson, B. | 91 1l U 10,0004
Jamieson, B. | Tot 40,000 40,000 21,314 21,287 0
Johnson, T. B 84 | U |Bell 10,000 2.000 2.000 $ 2.000|
Johnson, T. B 85 | U 8,000 7,976 S 7,992
Johnson, T. B | 86 | U _[PoduskasMO 5,000 4,956 4,956 S 5,441
Johnson, T. B 88 1] U |Bell 500 500 500 1/8/88|S 500
Johnson, T. B | Tot 15,500 15,456] 15,432 15,933 0
Jones, J. | 85 | U |Bell 4,096 2,048 2,225 10/5/84|S 2,225
Jones, J. | 86 I U 1,024 1.040 1/30/85(S 1,040
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Jones, J. 1 |87 ] 1 u 1,024 1,107 12/18/86|S 1,107
Jones, J. | 88 1] U |MO 1,000 1,000 1,132 8/27/87|S 1,095
Jones, J. | Tot 1,000 3,048 3,279 3,242
Judy, H. | 88 1 U _|Nelson 250 250 250 4/26/88|$ 250
Judy, H. | Tot 250 250 250 250
Kalb, J. | 87 | U |Saviers/Kramer/§ 2,115 2,115 2,115 11/29/86|S|0DC 2,115 20 shares DEC
Kalb, J. 1 | Tot 2.115 2,115 2,115 2,115
Kapor, M. B 85 | U |Bell 20,000 20,000 20,000 $ 20,000
Kapor, M. B 86 | U IMO 15,000 15,0000 15,000 $ 15,000
Kapor, M. B 87 11 U |Severino 150,000 150,000[ 150,000 $ 150,000
Kapor, M. B 88 1l_| U/R [Severino/Bell/Cas 850,000 350,000, 350,000 $ 350,000 12-28 250K, 6-30 100K
Kapor, M. B 89 1l U 250,000 250,000
Kapor, M. B 90 1] R 250,000
Kapor, M. B | Tot 1,035,000] 1,035,000, 535,000 535,000 250,000
Kendall Fndt. F 86 | R [Strimpel 7,500 7.500 7,500 $ 7,500 List as "Anonymous”
Kendall Fndt. F Tot 7,500 7,500 7,500 7,500
Kent, A. | 85 I U |Bell 2,048 512 512 10/11/84|$|DC 512
Kent, A. | 86 | U 512 512 12/5/85($|DEC 512
Kent, A. 1 87 | U 512 512 11/6/86/$|DEC 512
Kent, A. | 88 | U 512 512
Kent, A. | Tot 2,048 2,048 1,536 1,536 512
Kilby, J. | 84 | U _|Bell 4,096 1,024 1,024 $ 1,024
Kilby, J. | 85 | U 1,024 1,024 $ 1,024
Kilby, J. | 86 | U 1,024 1,024 $ 1,024
Kilby, J. YA u 1,024 1,024 $ 1,024
Kilby, J. | Tot 4,096 4,096 4,096 4,096
Klein, A. B 85 1 U MO 27,000 27,0000 24,688 S 23,234
Klein, A. B Tot 27,000 27,0000 24,688 23,234
Knight, T. | 87 | R |Bell 16,200 16,200 19,800 S
Knight, T. 1| Tot 16,200 16,20 19,800 _ 0
Knoll, D. | 87 | U |Saviers/Kramer/§ 1,083 1,083 1.083 12/1/86|S{XC 1,083
Knoll, D. | Tot 1.083 1,083 1,083 1,083
Knowles, A. B 84 | U |Bell 5.000 5,000 5.000 $ 5,000
Knowles, A. B Tot 5.000 5,000 5,000 5,000
Koogler, D. | 85 | U _|Bell 4,096 1,024 1,024 9/24/84($ 1,024
Koogler, D. | 86 | U 0
Koogler, D. | 87 | U 1,024 1,024 12/22186|$ 1,024
Koogler, D. | 88 | U 1,024 1,024 12/28/87($ 1,024
Koogler, D. | 89 | 1.024 1,024 12/28/88|$ 1,024
Koogler, D. | Tot 4,096 4,096 4,096 4,096 0
Kotok, A. | 84 | U [Bell 500 100 100 4/1/84[8$|0C 100
Kotok, A. 1 85 | U 100 100 2/1/85[$|DEC 100
Kotok, A. | 86 | U 100 100 4/1/86/$|DEC 100
Kotok, A. | 87 | U 100 100 4/1/87[8|0DC 100
Kotok, A. | 88 | U 100 100|T 7/19/88|$|0C 100
Kotok, A. | Tot 500 500 500 500
Kramer, E. | 87 | U |Bell 4,096 4.096 4,290 S 4,195
Kramer, E. | Tot 4,096 4,096 4,290 4.195
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Kulp, Jim | 87 | R_|Bell 16,200 5,850 o[R B ) 0| Symbolics
Kulp, Jim | Tot 16,200 5,850 0|R 0
Kulp, John | 87 | R _|Bell 16,200 5,85 0[R 0| Symbolics
Kulp, John | Tot 16,200 5,850 0|R 0
Lacey, J. B 85 | U _[Bell 4,096 4,096 4,096 $ 4,096
Lacey, J. B | Tot 4,096 4,096 4,096 4,096
Langdon, G. | 85 | U |Bell 250 250 250 $[|0C 250
Langdon, G. | Tot 250 250 250 250
Levy, J. | 84 | U |Bell 500 100 100 $ 100
Levy, J. | 85 | U 100 100 $ 100
Levy, J. | 86 | U 100 100 $ 100
Levy, J. | 87 | U 100
Levy, J. | 88 | U 100 100
Levy, J. | 89 | 100 $ 100
Levy, J. ! Tot 500 500 400 400 100
Liberty Mutual C 86 | U |McKenney 5,000 2,500 2.500 $ 2,500
Liberty Mutual C 87 | U] 2,500 2,500 $ 2,500
Liberty Mutual C | Tot 5,000 5,000 5.000 5,000
Linsalata, R. | 85 | U |MD 4,096 1,024 1,024 $ 1,024
Linsalata, R | 86 | U 1,024 1,024 $ 1,024
Linsalata, R. | 87 | U 1,024 1,024 $ 1,024
Linsalata, R. | 88 | U 1,024 1,024
Linsalata, R | Tot 4,096 4,096 3,072 3,072 1,024
Lipcon, E. | 87 | U |Saviers/Kramer/3 150 150 150 $|0C 150
Lipcon, E. | Tot 150 150 150 150
Lucky, R. B 87 | U |MO/Shear 4,096 1,000 1,000 $ 1,000
Lucky, R. B 88 I U 1,000 1,000|T 10/26/88 1,000
Lucky, R. B 89 | U 1,000 1,000
Lucky, R. B 90 | U 1,0008
Lucky, R. B Tot 4,096 4,000 2,000 _ 2,000 1,000
Maguire, J. | 84 | U |Bell 5,000 5.000 5.000 $ 5,000
Maguire, J. | Tot 5,000 5.000y 5,000 5,000
Mallery, R. | 86 | 0 0 0
Mallery, R. | 85 | U _|Bell 4,096 2,048 2,048 $ 2,048
Mallery, R. | 87 1 U 1,024 1,024 $ 1,024
Mallery, R. | 88 | U 1,024 1,024 12/23/87|$ 1,024
Mallery, R. | Tot 4,096 4,096 4,096 4,096
Marill, T. | 85 | U _|Bell 5,000 5,000 5,000 5,000
Marill, T. | Tot 5,000 5.0004 5,000 5,000
Masi, J. C. B 88 1] U [Cashen 5,000 5,000 5,000 2/26/88|$ 5,000
Masi, J. C. B | Tot 5,000 5.000 5,000 5,000
McCracken, D. | 84 | U |Bell 5,000 1,000 1,000 $ 1,000
McCracken, D. | 85 | U 1,000 1,000 $ 1,000
McCracken, D. | 86 | U 1,000% 1,000 $ 1,000
McCracken, D. | 87 I U 1,004 1,000 $ 1,000
McCracken, D. | 88 | U 1,004 1,000
McCracken, D. | Tot 5,000 5.000 4,000 4,000 1,000
McKenney, J. B 84 | U |Bell 1,000 300 300 $ 300
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McKenney, J. B 85 1 U _[Bell 7,500 8,200 8,256 S 8,158
McKenney, J. B 87 | U | Poduska 9,214 9,200 9,214 S 8,868
McKenney, J. B 88 1] U _|Cashen 289 289 289 12/1/87|S 255 10 shares Allied Signal
McKenney, J. B | Tot 18,003 17,989 18,060 17,581
McMahon, M. | 87 | R |Bell 16,200 16,200, 17,500 3600 shares Symbolics
McMahon, M. | Tot 16,200 16,200 17,500 0
McWilliams, T. | 85 | U _|Bell 4,096 2,048 2,052 $ 2,052
McWilliams, T. | 86 | U 1,024 1,024 $ 1,024
McWilliams, T. | 87 | U 1,024 1,024 $ 1,024
McWilliams, T. | Tot 4,096 4,096 4,100 4.100 0
Mead, C. B 86 | U |Bell 200,000 40,000, 40,000 S 40,000 2500 shares @ $16
Mead, C. B 87 | U 37,500 37,500 12/22/86|S 2500 shares Series A Prel
Mead, C. B 88 | U 0 0 12/18/87|S 2500 shares
Mead, C. B 89 | U 0 0
Mead, C. B 90 | U 0 0
Mead, C. B 91 | U 0 0
Mead, C. B | Tot 200,000 77,500 77,500 40,000 0
Meditech C | 85 | U _[Staft 4,000 1,000 1,000 $ 1,000
Meditech C 86 | U 1,000 1,000 $ 1,000
Meditech C 87 | U 1,000 1,000 $ 1,000
Meditech o] 88 | U 1,000 1,000 1/31/88|$ 1,000
Meditech [of 89 1l MO 1,000 1,000 1,000
Meditech C Tot 5.000 5,00 4,000 4,000 1,000
Metcalfe, R B 85 | U _|Bell 17,000 17.00 17,000 S 17,000
Metcalfe, R B 87 | U _|Bell 30,500 30.500( 30,500 S 32,250
Metcalfe, R B 88 1 U _|Bell 10,000 10,000 10,000 5/10/88[$ 10,000 IEEE Foundation
Meicalie, R B | Tot 57,500 57,5000 57,500 59,250
Michels, A. | 86 | U |Bell 5,000 5.000 5,000 $ 5,000
Michels, A. | Tot 5.000 5,000 5,000 5,000
Microsoft C | 85 i U _[Bell 4,096 1,024 1,024 $ 1,024
Microsolt C 86 | U 1,024 1,024 $ 1,024
Microsolt C | 87 | U 1,024 1,024 $ 1,024
Microsoft C 88 | U 1,024 1,024 5/20/88|$ 1,024
Microsoft C | Tot 4,096 4,096] 4,096 4,096 0
MITRE C 84 | U |Bell 10,000 10,000 10,000 $ 10,000
MITRE Cc 85 | U |MO 50,000 10.000( 10,000 $ 10.000
MITRE C 86 | U 10.000 10,000 $ 10,000
MITRE C 87 | U 10,00¢4 10,000 $ 10,000
MITRE C 88 | U 10,000 10,000 11/12/88($ 10,000
MITRE C 89 | U 10,0001 10,000 $ 10,000
MITRE C | Tot 60,000 60,0000 60,000 60,000 0
Moon, D. | 87 | R [Bell 16,200 5,850 0 0 0| Symbolics
Moon, D. | Tot 16,200 5,850 0 0 0
Morrill, R I 85 | U |Bell 4,096 1.024 1,024 $ 1,024
Morrill, R. | 86 | V) 1,024 1,024 $ 1,024
Morrill, R. | 87 | U 1,024 1,024 $ 1,024
Morrill, R 1 88 | U 1,024 1,024 7/6/88[$ 1,024
Morrill, R | 89 |
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Morrill, R. | Tot 4,096 4,096 4,096 4,096 0
Morse, L. B 88 | U |Hendrie/Cashen 5,170 5,170 4,400 S 4,400 0
Morse, L. B Tot 5,170 5,170 4,400 4,400
NEC C 86 | U _[Bell 20,000 20,0000 20,000 $ 20,000
NEC C Tot 20,000 20,000, 20,000 20,000
Nelson, D. B 84 | U [Bell 25,000 5,000 5,000 $ 5,000
Nelson, D. B 85 | U 5,000 5,000 S 5,500
Nelson, D. B 86 | U 5,000 5,344 S 3,696
Nelson, D. B 87 | U 5,000 4,763 S 6,300
Nelson, D. B 88 | U 5,000 5,000 12/23/87|$ 5,000
Nelson, D. B 88 1] U |MO 25,000
Nelson, D. B 89 1] U 5,000 5,000
Nelson, D. B 90 1] U 5,00
Neison, D. B 91 1] U 5,000
Nelson, D. B 92 1 U 5,000
Nelson, D. B 93 1] U 5,000
Nelson, D. B | Tot 50,000 50,000 25,106 25,497 5,000
Newcomer, J. | 85 | U _|Bell 250 250 250 $ 250
Newcomer, J. | Tot 250 250 250 250 0
Noftsker, R. B 87 | R |Bell 50,000 50.000f 50,000 S 48,732
Noftsker, R. B | Tot 50,000 50,000 50,000 48,732
Nolan, Norton C 85 | U _|McKenney 4,000 3,000 3,000 $ 3,000
Nolan, Norton C 86 | U 1,000 1,000 $ 1,000
Nolan, Norton C | Tot 4,000 4,000 4,000 4,000
Noyce, B. B 85 | U [Bell 50,000 50,000 54,938 S 54,031
Noyce, B. B | Tot 50,000 50,000 54,938 54,031
NY Air C 85 | U [McKenney 4,000 1,000 1,000 $ 1,000
NY Air C 86 | [8) 1,0004 1,000 $ 1,000
NY Air C 87 | U 1,0004 1,000 $ 1,000
NY_Air C | 88 | U 1,000 1,000
NY Air C Tot 4,000 4,000 3,000 3,000 1,000
QOlsen, K. B 85 | U |EveretvDonaldson 201,000 201,000 206,325 S|DEC 200,241
Qlsen, K. B Tot 201,000 201,000f 206,325 200,241 0
Olsen, S. | 85 | U [Bell 10,000 10,000 10,111 S 10,111
Qlsen, S. | Tot 10,000 10,000 10,111 10,111
Paxton, G. | 87 | U |Saviers/Kramer/§ 500 500 500 $10C 500
Paxton, G. | Tot 500 500 500 500
Payne, J. i 18s] 1 U_|Bell 4,000 1,0000 1,000 $ 1,000
Payne, J. | |86 | I | U 1,000{ 1,000 $ 1,000
Payne, J. | 87 | U 1,0004 1,000 $ 1,000
Payne, J. | 88 | U 1,000 1,000
Payne, J. | Tot 4,000 4,000 3,000 3,000 1,000
Perkins, E. | 85 | U _|Bell 2,048 512 512 $|0C 512
Perkins, E. | 86 | U 512 512 $|DEC 512
Perkins, E. | 87 | U 512 512 $|0EC 512
Perkins, E. | 88 | U 512 512 1/4/88|$|DEC 512
Perkins, E. | Tot 2,048 2.048 2,048 2,048
Pettinella, N. B 85 | U [Bell 500 500 500 $ 500
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Pettinella, N. B 86 I U _[Boll 500 500 500 $ 500
Petlinella, N. B 87 | U MO 4,096 800 800 $ 800
Pettinella, N. B 88 1 U 800 800 12/31/87{$ 800
Pettinella, N. B 89 | U 800 800 12/29/88|%
Pettinella, N. B 90 | V) 800
Pettinella, N. B | 91 | U 896
Pettinella, N. B Tot 5,096 5,096 3,400 2,600 0
Planitzer, R. 1 87 | U |Severino 10,000 10,0000 10,500 S 10,278
Planitzer, R. | Tot 10,000 10,000, 10,500 10,278
Poduska, J.W. B 84 1 U _|Bell 68,250 68,250, 68,250 S 67,620
Poduska, J.W. B 85 | U |MO 200,000 50,000 47,500 S 47,710
Poduska, J.W. B 86 | U 50,000, 50,000 $ 50,000
Poduska, J.W. B 87 | U] 50,000 50,000 S 50,000
Poduska, J.W. B 88 I U 50,000, 50,000 6/30/88|S 49,295
Poduska, J.W. B | Tot 268,250 268,250| 265,750 264,625 0
Pollack, J. | 85 1 U [Bell 100 100 100 $ 100
Pollack, J. | Tot 100 100 100 100 0
Price, R. | 85 | U |Bell 4,096 1,024 1,028 $ 1,028
Price, R. I 86 | U 1,024 1,024 $ 1,024
Price, R. | 87 1 U] 1,024 1,024 $ 1,024
Price, R. | 88 | U 1,024 1,020 3/25/88|% 1,020
Price, R. | Tot 4 096 4,096 4, 096 4 096
Regis McKenna C 85 | U |Bell 4,096 4,096 4,096 $ 4,096
Regis McKenna C | Tot 4 096 4,096 4,096 4,096
Richardson, F. | 85 | U |Bel/MO 30,000 30,000 29,999 $ 29,999
Richardson, F. | Tot 30,000 30,0000 29.999 29,999
Robelen, B. | 86 | U |Poduska/Severino 5,000 5,000 4 970 S 4,970
Robelen, B. 1 88 1l U _|Cashen 8,000 2,000 2,000 5/9/88($ 2,000
Robelen, B. | 89 1 U 2,000 2,000
Robelen, B. | 90 1l U 2,000
Robelen, B. | 91 1l U 2,000
Robelen, B. | Tot 13,000 13,000 6,970 6,970 2,000
Roe-Hafer, A. | 85 | U |Bell 100 100 100 $ 100
Roe-Hafer, A. | 86 | U |Bell 500 500 500 $ 500
Roe-Haler, A. | Tot 600 600 600 600 0
Rose, D. | 85 | U |Bell 1,000 1,000 1,000 $ 1,000
Rose, D. | Tot 1,000 1,000 1,000 1,000
Ross, D. | 85 | U |Bell 10,000 10,0000 10,378 S 10,378
Ross, D. | Tot 10,000 10,0004 10,378 10,378
Rotenberg, J. B 85 | U |Bell 1,000 1,000 1,000 $ 1,000
Rotenberg, J. B Tot 1,000 1,0004 1,000 1,000
Samek, M. | 85 | U _[Bell 250 250 250 $|Cel 250
Samek, M. | Tot 250 250 250 250
Sammett, J. B 84 | U |Bell 100 100 100 100
Sammett, J. B 85 | U |Bell 1,580 1,580 1,580 S[IBM 1,580
Sammett, J. B Tot 1,680 1,680 1,680 1,680
Saviers, G. | 87 | U |Bell/Severino 2,120 2,120 2,120 12/26/86|S 2,120 20 shares DEC
Saviers, G. 1 88 11 U |Bell/Severino 2.681 2.681 2.681 9/27/87|S|DEC 2.941 14 shares DEC
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Saviers, G. I_| Tot 4,801 4,801 4,801 1. 5,061 -
Schwarlz, E. B ez n | u [m 10,000 2,500 2,500 3/27/81|$ 2,500 T o
Schwartz, E. B 88 1 U 2,500 2,500 8/15/88|% 2.500
Schwartz, E. B 89 11 U 2,500 2,500
Schwartz, E. B 90 1l ) 2,500
Schwartz, E. B Tot 10,000 10,000 5,000 5,000 2,500
Sellridge, K. B .| 86 | U |PoduskayMO 1,000 1,000 1,000 $ 1,000
Sellridge, K. B Tot 1,000 1.000 1,000 1,000
Sequent C 87 1] U [Bell 5,000 5,000 5.000 $ 5,000
Sequent C Tot 5,000 5,000 5,000 5,000
Severino, P. B 86 | U_|Bell/MO 25,000 8,000 8,000 S 7,785
Severino, P. B 87 | U 7,500 7,500 S 7,321
Severino, P. B | 88 | U 9,500 9,500 9,500
Severino, P. B 88 I U (MO 8,000 5,375 5,375 S 5,070
Severino, P. B 89 1l U 2,250 2,250
Severino, P. B Tot 33,000 32,625 30,375 29,676 2,250
Shear, H. B 87 1 U |MO 4,096 1,024 1,024 $ 1,024
Shear, H. B 88 1 U 1,024 1,024 10/8/87|$ 1,024
Shear, H. B 89 | U 1,024 1,024
Shear, H. B 90 | V) 1,024
Shear, H. B Tot 4,096 4,096 2,048 2,048 1,024
Shields, J. 1 85 | U [Bell 100 100 100 $|DEC 100
Shields, J. | Tot 100 100 100 100 0
Shugart, A. | 85 | U _|Bell 4 096 4,096 4,096 $ 4,096
Shugart, A. 1 | Tot 4,096 4,096 4,096 4,096
Sites, R. | 85 | U _|Bell 2,048 512 512 $| 0D 512
Sites, R. | 86 | U 512 512 $|10EC 512
Sites, R. | 87 | V) 1,024 1,024 $[DEC 1,024
Sites, R. | Tot 2,048 2,048 2,048 2,048
Smart, R. B 85 | U _|Bell 18,800 18,800 18,800 S{xC 18,55/
Smart, R. B Tot 18,800 18,800 18,800 18,557
Spencer, W. B 87 | U |MO/Shear 7,000 1,000 1,000 12/22/86($ 1,000(? AT&T and XEROX matches
Spencer, W. B | 88 | U 1,000 1,000 12/17/87|$ 1,000 0
Spencer, W. B 89 | U 1,000 1,000
Spencer, W. B g0 | U 1,000]
Spencer, W. B 91 | U 1,000
Spencer, W. B 92 1 V) 1,000
Spencer, W. B 93 | U 1,000
Spencer, W. B | Tot 7,000 7,000 2,000 2,000 1,000
Sporck, C. | 85 | U 25,000 5,000 4,700 S 4,605
Sporck, C. | 86 | U 5.000 4,845 4,845
Sporck, C. | 87 | U 15,0000 14.813 S 14,787
Sporck, C. | Tot 25,000 25,0000 24,358 24,237
Stark, J. | 85 | U |Bell 50 50 S0 $ 50
Stark, J. | Tot 50 50 50 50
Steinmann, M. | 85 | U_|Bell 500 500 500 $ 500
Steinmann, M. | Tot 500 500 500 500
Stevenson, T. | 87 11 U |LinsalataszMO 500 500 500 $ 500
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Stevenson, T. | Tot 500 500 500 500
Stralus C 86 | U |Hendrie 4,000 4,000 4,000 $ 4,000
Stratus C [ Tot 4,000 4,000 4,000 4,000
Sutherland, |. | 84 | U _[Bell 19,000 19,000 19,000 19,000
Sutherland, I. | Tot 19,000 19,000 19,000 19,000
SW Results C | 86 | U _[McKenney 10,000 2,500 2,500 $ 2,500
SW Results C | 87 | U 0 o[D 0
SW Results C | 88 1 U 0 oiD 0
SW Results C | 89 | U 0 0|D 0
SW Resuilts C Tot 10,000 2,500 2,500/D 2,500 0
System Development F | 84 | U |Bell 10,000 10,0000 10,000 1/17/84($ 10,000 For Sage Exhibit
System Development F | Tot 10,000 10,0000 10,000 10,000
Terman, C. | 87 | R _|Bell 16,200 16,200, 16,425
Terman, C. I Tot 16,200 16,200 16,425 0 0
Thorndike, D. | 85 I U |Bell 2,048 1,028 1,028 $|DEC 1,028
Thorndike, D. I 86 | U 1,028 1,000 $|0EC 1,000
Thorndike, D. | Tot 2,048 2,056 2,028 2,028
Tomash, I. B 85 | U |Bell 10,575 10,575 10,575 S 9,027
Tomash, | B Tot 10,575 10,575 10,575 9,027
Tomasic, M. | 86 | U [Bell 250 250 250 $ 250
Tomasic, M. | Tot 250 250 250 250
Travelers o] 85 | U _[Bell 25,000 25,0000 25,000 11/29/84|$ 25,000
Travelers [o] 86 | R [Bell 5,000 5,000 5.000 12/20/85(|$ 5,000 1401 Exhibit
Travelers C Tot 30,000 30,0000 30,000 30,000 0
Waite, C. | 85 | U |Bel’MO 4 096 1,024 1,024 $ 1,024
Waite, C. | 86 | U 1,024 1,024 $ 1,024
Waite, C. I 87 | U 1,024 1,024 $ 1,024
Waite, C. | 88 | U 1,024 1,024
Waite, C. I | 89| 1 1,024 1,024
Waite, C. || Tot 4,096 4,096 4,096 4,096 1,024
Wang Labs C 86 | U [Bell 100,000 20,0000 20,000 20,000
Wang Labs C 87 | U 20.000{ 20,000 20,000
Wang Labs C 88 | U 20,0000 20,000 1/26/88 20,000
Wang Labs C 89 | U 20,0001
Wang Labs c | 90 | U 20,000
Wang Labs C Tot 100,000 100.000f 60.000 60,000 0
Watson, S. | 85 | U |Bel/MO 16,000 4,000 4,096 4,096
Watson, S. | 86 I U |Bell/MO 12,500 24 500 24,500 L
Watson, S. | Tot 28,500 28,5000 28,596 4,096 0
Weinreb, D. | 88 1] R |Bell 8,213 8,213 8,213 S 8,213 Symbolics stock
Weinreb, D. Tot 8,213 8,213 8,213 8,213 0
Welmers, T. 1 84 | U [Bell 500 100 100 $ 100
Welmers, T. | 85 | U 100 100 $ 100
Welmers, T. | 86 | U 100 100 $ 100
Welmers, T. | 87 | U 200 200 $ 200
Welmers, T. | Tot 500 500 500 500 0
Whelan, R. | 86 | U (MO 1,000 500 500 500
Whelan, R. | 87 | U 500 500




Capital Campaign Donor History
Last updated: 1/3/198¢
Pledge
Name 1/C| Yr | PH |R/U Solicitor Pledqge Due Recelpts Date Paid|T|Match|G/L Rcpts| Am't Due Comment
Capital Campailgn Donor Hlistory
Last updated: 1/3/198¢
Pledge
Name 1/C| Yr | PH [R/U Solicitor Pledge Due Recelpts Date Pald|T|Match|{G/L Rcpts| Am't Due Comment
3Com C 85 | U |Bell 4,096 4,096 4,096 $ 4,096
3Com C Tot 4,096 4,096 4,096 4,096 0
Alexanderson, J. | 88 1} U 500 500 500 4/15/88|$ 500
Alexanderson, J. | Tot | I U 500 500 500 500 0
Alps America | 88 500 500 500 6/3/88|$ 500 For Dick Landry at CWorld
Alps America | Tot | 1l U 500 500 500 500 0
Amer Mgt C | 85 | U _[McKenney 4,000 1,000 1,000 $ 1,000
Amer Mgt C 86 | U 750 750 $ 750
Amer Mgt C 87 | U 1,500 1,500 $ 1,500
Amer Mgt C | 88 | ) 750 750
Amer Mgt C | Tot ) 4,000 4,000 3,250 3,250 750
Anderson, H. | 85 | U |Bell 10,356 10,356 10,356 S 10,178
Anderson, H. | Tot 10,356 10,356 10,356 10,178
Apollo C 85 | U [Bell/MO 90,000 15,0000 15,000 $ 15,000
Apollo C 86 | U 15,0000 10,000 $ 10,000
Apollo (o] 87 | U 15,0000 20,000 $ 20,000
Apollo C 88 | U 15,000 15000|T |FY 89 $ 15,000
Apollo Cc | 89 | u 15,0004 15,000
Apollo C 90 | U 15,000
Apollo C Tot 90,000 90,000{ 60,000 60,000 ~ 15,000
Arndt R. | 86 | U |Bell 197 197 197 S 197
Arndt R. | Tot 197 197 197 197 0
Arthur Young C 89 1 Cashen/Foster 1,000 1,000 1,000 $ 1,000 Stratus dinner
Arthur Young C Tot 1,000 1,000 1,000 1,000 0
AT&T C 85 | U |Everett/Bell 50,000 25,000{ 25,000 $ 25,000
AT&T C 86 | U 25.00 25,000 $ 25,000
AT&T M 87 | Spencer 2,500 2,500 2,500 2,500
AT&T C Tot 52,500 52,500{ 52,500 52,500
Auerbach, |. | 84 | U [Bell 1,250 250 250 $ 250
Auerbach, |. | 85 | V) 250 250 $ 250
Auerbach, |. | 86 | U 250 250 $ 250
Auerbach, |I. | 87 | U 250 250 $ 250
Auerbach, 1. | 88 1 U 250 250(T 7/1/88($ 250 0
Auerbach, |. | Tot 1,250 1,250 1,250 1,250 0
Bachman, C. B 84 | U |Bell 5,000 5.000 3.225 S 3,153
Bachman, C. B 85 | U 2,763 2,763 2,763 S 2,692
Bachman, C. B Tot 7,763 7,763 5,988 5,845 0
Baker, C. | 87 | R |Bell 16,200 16,2000 12,672 S ?
Baker, C. | 88 | R 1,463 1,463 1,463 8/31/87|S 1,131 3600 shares Symbolics
Baker, C. | Tot 17,663 17.663 14,135 1,131
BankAmerica C 85 | U |Bell 50,000 15,000 15,000 $ 15,000
BankAmerica C 86 | U 15.0000 15.000 $ 15,000
BankAmerica C 88 | U 20.000{ 20.000 9/23/87|$ 20,000






