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October 25, 1990 

Board of Directors 
The Computer Museum 
300 Congress street 
Boston, MA 02210 

Dear Ladies and Gentlemen: 

Suite 304 
1133 Broadway 
New York, N.Y. 10010 
(212) 691·1055 

Fax: (212) 627-2113 

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. Interviews 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, 

C~uwJM----
Charles D. Webb 
President 
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I. SUMMARY 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, 
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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 g 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, 
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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 needs 

to take intoconsideratibn 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 
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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 this 

campaign will represent an opportunity to build donor confi­

dence in the institution, take a clear story about the 
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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 compu~er-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 support 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. 
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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 momentum 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 g goal of ~ 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. 
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The Museum has many of the essential ingredients fora 

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. In 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-raising 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-
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rating the plans and needs and demonstrating the qualitative 

and quantitative improvements that a successful campaign 

will bring. 

B. Implement g 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 g "Friends" group for the Museum. A volun­

teer support group, separate from the Board, should be 

recruited and ,organized. This group can assist the Museum 

through 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. In 

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 
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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 for 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 
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should be solicited and the steering Committee should solic­

it those Lead Gift 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 g series of meetings with local funders. The 

Museum needs ,to make itself better 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 be 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, 
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and Director of Major Gifts and/or Corporate and Foundation 

Gifts. 

~ campaign Solicitation Phase: November, 1991 - October, 

1993 

A. Cultivation 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. 
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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 ~erson 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 creating 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-
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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 campaign 

to raise $5 million -- and, if early support is strong, $10 

million -- should be achievable. 
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II. DESCRIPTION OF THE PLANNING STODY 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 Museum 

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 interviews 

with individuals, an analysis of the Museum's fund-raising 

history, and from other sources in the field. In developing 

these recommendations, the staff of The Charles Webb Company 

has taken into consideration the Museum's pl'anning 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 research, the Charles 

Webb Company examined the following: 

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

tiqn 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 s~mpling 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 
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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 Museum. 
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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 made 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 ~ 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 

recognized among its circle of supporters. Many partici-
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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. 

4. The new Executive Director is seen as an excellent 

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 g 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 Museum's commitment to educa­

tion and a model for exhibits and programs at other institu­

tions. 
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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 g 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 appreciate 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 g 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 g significant 

presence Qn 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 g 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 beoause it was nearby. 

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

educational programming. and expect the need for that ~ 

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 Faotors 

1. The Museum appeals to -- and depends on ~~ g circle of 

supporters who have little history of voluntarism or philan-

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 g 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 

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

current growth is on the West Coast and in the international 

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. 

6. The Museum's close association with Digital is seen as 

both g pro and ~ Most study participants recognized that 

without Digital's early and generous support, the Museum 

would not exist. However, most emphasized that the Museum 

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 

III. 

These comments are prefaced 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 "standard fund-raising 

principles" that must be carefuJ,ly con'sidered 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 overa·ll impression of the Museum? 

Excellent 
Good 
Average· 
Fair 

38% 
51% 

9% 
2% 

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

Excellent 
Good 
Average 
No answer/Unsure 

2. Institutional Governance 

20% 
63% 

7% 
10% 

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

Excellent 
Good 
Average 
Fair 
No answer/Unsure 

13% 
46% 

4% 
2% 

35% 

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

Excellent 
Good 
No answer/Unsure 
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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 
No 
No answer/Unsure 

81% 
13% 

6% 

C. Would you work on a campaign? 

4. campaign Goal 

Yes 
No 
No answer/Unsure 

69% 
21% 
10% 

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 press 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 excelient 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 Museum'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 Museum. 

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 creativity, 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 support 

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 

voluntee~ time for fund raising, none indicated a willing­

ness to chair the effort. An ldeal campaign chairman was 

frequently described as a leader with international promi­

nence, and with financial and time resources to give to the 

campaign. 
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4. Campaign Goal 

When questioned about the Museum I 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 oth~r 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. It'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 ~und 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 Museum, 
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. Its 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. It'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. 
Th"e 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 
show what it is doing in terms 
Then show the financial needs. 
business plan. 

its mission and vision. Then 
of programs and exhibits. 
This should all be part of a 

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 right 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 ra~s~ng, 
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 
ers ••• people who are very involved in the industry. 
don't forget to go to computer users -- the banking, 
nance, and insurance industries. 

play­
But 
fi-

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 
ra1s1ng. 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, and 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 Museum. 
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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 
Museum. 

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. In the 
past, the Museum hasn't kept us informed about what's going 
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 Museum 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 computers 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 answer. 

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. Is 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 histo·ry 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. Thi.s 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 thosere­
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. Is 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 museums 
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 Museum. 

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 tre~endous 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. 
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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 V1S10n. 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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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 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 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 educati.onal 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 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 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. In 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 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 

the Museum's plans. 

8. As the oampaign progresses, the Development Offioe 

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 (administrati~e assistant and director of major 

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

9. The Museum should institute a formal oUltivation 

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 oontinue to seek new souroes of 

support for annual and projeot 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 

. Ide~tify 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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August - 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 
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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 strategic 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 identification, 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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6. Provide specific guidance in the cUltivation of west 
Coast prospects. Prepare specific written materials (a 
simple brochure, or hand-out) explaining the Museum'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. 

7. 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. 

8. Supervise Board and Lead Gift solicitation, including 
preparation of prospect lists, prospect review and 
analysis, and development of cUltivation and solicita­
tion strategies. 

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

10. Conduct volunteer training seminars for campaign work­
ers. 

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

12. Assist in staff recruitment and training, where appro­
priate. 

13. 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. 

14. Attend meetings of the steering Committee and subcom­
mittees. 

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

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

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

19. continue to supervise prospect research and review. 

20. Supervise ongoing cultivation Program. 

21. continue volunteer training as new campaign workers are 
recruited. 

22. Plan and supervise Campaign Kick-Off. 

23. Supervise Supporting and Community Gifts solicitation. 

24. Coordinate follow-up of all outstanding solicitations. 

25. Plan and supervise campaign victory celebration. 
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Appendix A 

campaign Organizational Chart 
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Appendix B 

SELECTED COMPETING CAMPAIGNS: BOSTON AND CALIFORNIA AREA 

Organization Goal 

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 

Cornell University 

Stanford University 

Boston University 

M.I.T. 

DRIVES 

$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 

Comments 

Campaign in early 
planning stages 

Campaign in early 
planning stages 

Discovery Campaign: 
endowment/capital 

Building new 
facility 

Recently completed; 
Pl~dges being paid 

Recently completed 

To be launched 
beginning of 1991; 
funds for exhibits 

Early planning 
stages 

Targeted for 

Targeted for 

Targeted for 

Targeted for 

1995 

1992 

2000 

1992 



Appendix C 

COMPUTER INDUSTRY STATISTICS 

50 Largest Computer and Office Egyipment Manufacturers in 
the united states 

Rank Company 

l. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
ll. 
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 COS, Inc. 
AST Research, Inc 
ATARI Corporation 
WYSE Tech 
DIEBOLD, Inc. 
Mai Basic Four, Inc. 
ABD Holdings, Inc. 

Sales $ (000) 

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. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 

DICK A B Company 
Convergent, Inc. 
Stanley Bostitch, Inc. 
Ampex Group, Inc. 
Everex Systems, Inc. 
Dataproducts Corporation 
Micropolis Corporation 
Maxtor Corporation 
Applied Magnetics Corporation 
patapoint Coporation L· r 
~fem'-CQ)1j~~'lIm'l S~ :s C:rV"\r~ 

SOURCE: Dun's Business Ranking, 1990 

10 Highest Salaried Computer Executives 

1. John Sculley, Apple Computer 
2. Rod Canion, Compaq 
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 Industry Almanac 

420,000 
402,000 
392,000 
386,000 
377,000 
353,000 
351,000 
314,000 
313,000 
309,000 
308,000 

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 ~ 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 
Tandem 
Computerworld 
Reuters 
Apple computer 

SOURCE: The smithsonian Institution, Development Office 



Appendix D 

Visitation statistics 



1989-90 ATTENDANCE: The Computer Museum 
25,000 I 

20,000 
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1990 

"'''·1989 

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 -12.78X 9.58X -4.8X 15.61X 3.66X 30.49X 75.16X 64.39X 

CHILDREN'S MUSEUM 

1990 31,984· 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 4too,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 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 $10,000,000. 

1 gift of $1,000,000 will produce 
3 gift of 750,000 will produce 
3 gifts of 500,000 will produce 
3 gifts of 300,000 will produce 

10 Gifts will produce over 50% of goal 

5 gifts of $ 200,000 will produce 
10 gifts of 100,000 will produce 
10 gifts of 75,000 will produce 
10 .gifts of 50,000 will produce 
20 gifts of 25,000 will produce 
35 gifts of 10,000 will produce 

90 Gifts will produce 

Top 100 gifts will produce over 90% of goal 

Numerous smaller gifts will produce 

GRAND TOTAL 

$1,000,000 
2,250,000 
1,500,000 

900,000 

$5,650,000 

$1,000,000 
1,000,000 

750,000 
500,000 
500,000 
350,000 

$4,100,000 

$9,750,000 

$ 250,000 

$10,000,000 
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Articles and Reprints Index 

"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 



~rHE CHRONICLE OF PHILANTHROPY 

i1IG GAINS 
~N GIVING 
10CHARITY 
The average household's 
~ mtribution went up 31 % 
Ul 2 years, survey finds; 
Hacks, baby boomers, 
! Id the affluent led the way 

By ANNE WWREY BAILEY 
WASHINGTON Ie HARITABLE GIVING and volunteering 

· soared from 1987 to 1989, led by big in-
creases in giving by baby boomers, aftluent 

~ Americans, and blacks, according to a new 
! :ionwide survey. 
· iealth. environmental. and youth organizations 
and education were the largest beneficiaries of the 
increase in giving, the survey found, while the arts, 
i~rnational organizations, and private and commu­
I y foundations lost ground. 
· [he study also offered new evidence that women 
give less money than men. the wealthy are less gen­
r-'us .han 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
~an households gave an average of $734 last year. up 
I 

. -""" .~. .. . ... 
,-sooks 

·:Oming Events 

Jeadlines 

Directory of Services 

I"e Face of Philanthropy 

I )undation Annual Reports 
Giving 

Grants 
leas 

!tters & Opinion 

Management 

45 

41-43 

4-5 

24 

6-26 

24-26 

30 

27-33 

'c-~yView 

I!WS in Brief 

36-37 

10-11, 30, 34-35 

"The Newspaper of the Ncm-Profit World 

31 Per cent from $562 two years earlier. Three-quar­
. 'ten 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 
Independent 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. 
Afftuent Americans. Ninety-two per cent of house­

holds with incomes between S75,000 and SIOO.OOO 
made charitable donations in 1989, up from 75 per 
cent in 1987. 

Blacks. Sixty-one per cent of households headed 

.:.; .. ~I):.:.n-.:.Pr:..:o:.:.fits=-· .:.An.:.;,nc;.:u::a.:.;.1 ...;Re"'p:..:o:....rts=-_--=32:.:: Non-Profit Salary Gap Help for Poor Fanners 
:....Peo:.;:::p.:.;le=--_________ 3_1 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-

II 19U1ation 34-35 in business and government (see man. helps poor farmers in Africa 
chart), according to findings from a and Latin America start self-suffi-

.:lax=-Wa:..:.::;t:=ch~ _______ ...;34_ new study. Story on Page 27. dent enterpnses. Story on Page 6. 

A complete ",Ide to tills '- appears on Page 3. 

Vol. III, NO.1· October 16, 1990 • $2.75 

by blacks gave to charity last year. up [r"rn 51 pef' 
cent two years earlier. 

The survey found e\'idence thaI har\ h,'oOll'r­
long derided as selfish and LJncarinl,:. ar< ;-rh" 111;: lui; 
tilt into what fund raisers call "the gil ing ) ear,." 
Those are peak-earning years when people hegm t(1 
contribute more of their time and mone) t,) charit ~ 

"Baby boomers are coming of age. philanthropi­
cally." said Ms. Hodgkinson. 

A Change In Attitudes 

The data also suggested a change in purrli.: ani­
tudes toward social problems. Ms. Hodgkinson said 
that respondents seemed to be redirecting their gi\­
ing and volunteering toward areas where the~ per­
ceived the greatest need: 

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

.. Youth groups received an average contribution 
per household of S28. a 65-per-cent increa,e . 

.. Environmental groups received SI:! per house­
hold. a 20-per-cent increase. 

.. The, average household donation to education 
was S58. 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-cent 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 pri\,ate 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 S:!OO.OOO. 
Independent Sector analyzed the findings. which ap­
pear in a 290-page report. Gil'ing and Volunteering in 
the·United States. 1990 . 

Individuals gave an estimated S96.4-billion to 
. Call1illued an Page 17 
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--...,., , ..... _,... _tlle_of,..-, .. 
- ................... IIIIo,..r? 

Yes •••••••••••••••••••••••• 12.2% 
No ..•••.•••••••••.•••••••••. 87.0% _ .".. of., I _ .... ,... 

oIDp IMnC to, 
Arts. culture. and humanities •• 
Education ••••••..•.••••••••. 
Environment •••.•.••••..••.. 
Health .........•..........•. 
Human services •.••.•.•••.•• 
International. foreign .•••••••. 
Private and community 

foundations .•.•...••...••• 
. Public and SOCietal benefit .... 
Recreation--<ldultS ••••.•••.• 
Religion .•.•••••••••••••••.• 
Youth development ••••••••... 
Other ...................... . 

Misuseoffunds •••••••••..•. 
Lack of money .....•... : ..... 
Lack of trust in organization •.• 
Poor fund-raising tacticsl 

pestering me .••••.••••.••• 
Disagree with I don't hold the 

same beliefs .....••...••.. 
Gave to another organization .• 
Other ..................... .. 
Don'tknow ................ .. 

3.4% 
5.1% 
7.2% 

28.9% 
19.0% 

2.3% 

3.9% 
10.9% 

4.5% 
16.6% 
6.0% 
4.3% 

17.8% 
16.8% 
12.1% 

7.7% 

9.1% 
7.6% 

23.7% 
7.4% 

~ tile. peot _. _ ,... _ the 

_of,....-, .. _ 
&IMa _ .. _ ... ..., .... _10 ... _,...--p.--, 

Yes ........................ 18.6% 
No ......................... 80.3% 

_ .".. of .~ did ,... 
".,. ... tor tile __ 1 

Arts. culture. and humanities .. 
Education .................. . 
Environment .............. .. 
Health .................... .. 
Human services ............ . 
Pntemational. foreign ••••••••. 
Private and community 

foundations .............. . 
Public and societal benefit ... . 
Recreation--<ldultS ••••••••.• 
Religion .................. .. 
Youth deve?opment •••••••••.• 
Other ...................... . 

4.2% 
5.2% 

12.7% 
24.9% 
23.4% 

3.4% 

2.8% 
8.4% 
1.8% 

10.0% 
9.0% 
5.0% 

_oftlle~ __ 
..., ,.. Me- ........ -po I •• _ .. _,.. ___ ID 

-'7 
Receiving a Petter asking me 

to give .. .. • .. .. • .. • .. .. ... 29.6% 
Being asked to give by """""'"" 

I __ PI ................ 22.7% 

Receiving a phone caPl asking 
me to give ................ 16.8%. 

Someone coming to the door 
asking me to give ........ .. 

Being asked at work to give ... . 
Aeed/heardmwsstory ...... . 
Asked by clergy to give ....... . 
AeedinganewspaperOf 
IIIIIglIZine_ 

14.4% 
12.9% 
11.5% 
9.4% 

asking me to give .......... 8.3% 
Seeing a television commercial 

asking you to give .......... 6.1% 
Being asked to give in a 

telethon _ radiolhon ....... 4.8% 
Other ....................... 12.1% 
Don't_ .................. 4.8% 

o-.., .... _of_,... _tlle_of,..-, .. 
-.old ....... --, ~ tile ... ,.._tlle __ ,.. ...., .,..,._ ......... --Aboutthesame .............. 62.9% 

lBrgeramount ............... 18.6% 
Smalleramount ............. 12.4% 
Not.'''''' .................... 6.1% 

- - ..,. peoIicoIIM' - ,.. .... __ .. -.y~tIIe ... 

-' 
I lad more money lMIilable ... .47% 
I.-more because there was 

more need .............. .. 
I_more_ ......... . 
No particular """"'" .•••.•.... 
I.-for spkItual reasons .••• 
Ipve_ofthe_ 

_ deIIlh of • friend Of 

22% 
11% 
11% 
3% 

................... : ....... : .. ":.'1'" 
. _ CJtI1er ................ ~ .... : •.•• : ....... ...:..:- .. :696 
···'Don't_/no_· ~ •. , ......... ' .. "'2Wo 

- - ..., peoIicoIIM' - ,... .... __ to -.y III tile peot 

,..r? 
I had less money lMIilable .... 65% 
I was less invoPwd ........... 8% 

·'amnotworidng/retired ...... 7% 
No particular reason . . . . . . . . . . 7% 
Sicknessl death of a friend ...• 5% 
Other ....................... 5% 
Don't know I refused .......... 2% 

lII_oflheM __ ,... ..... ___ ~thepeot_ 

-, 
Arts, culture, and hUmanities .. 
Education ................. .. 
Environment .............. .. 
Health .................... .. 
Human services ............ . 
Informal ................... . 
International, foreign ........ . 
Political organizations ....•... 
Private and community 

foundations .............. . 
Public and societal benefit ... . 
RecreatioFl-ildults ..•....... 
Religious organizations ..•..•. 
_-related organizations •••. 
youth development ...•... , . , • 
Other ...................... . 

7.3% 
16.3% 

6.3% 
11.9% 
14.0% 
25.7% 

1.6% 
4.9% 

2.3% 
7.7% 
8.5% 

28.6% 
8.7% 

15.8% 
2.5% 

~ __ If..,.. _ ,... ..... 
...,..--, ____ PII 
tile peot __ , 

Arts, culture, and humanities.. 27.3% 
Education .... , ......... , . ... 32.3% 
Environment ............... , 24.3% 
Health. .. .. .. .. .. .. .. .. .. .. • 58.7% 
Human services ............. 40.3% 
International, foreign. . . . . . . . • 43.8% 
Political organizations .... .. .. 27.5% 
Private and community 

foundations ............... 21.8% 
Public and societal benefit .... 34.5% 
Recreation--<ldultS ..•....... 22.8% 
Religious organizations .. .. .. . 31.7% 
_-related organ,zalJOns . . • . 22.4% 
youth development ••• , ••.•••. 42.8% 
Other . .. . . .. .. .. . .. .. . . . .... 52.8% _ .... ,...---,.... __ 1 

Asked by someone .......... . 
lhrougn participation in an 

organization ••........•.•• 
Family member or friend 

benefited ................ . 
Sought an activity on my own .. 
5awanadYettisement ..•••.•. 
Other ...................... . 
Don'tknow ................ .. 

Moo -... ,... to ~ 

Friend .................... .. 
Someone at cllun:h or 

synagogue .............. .. 
Family member or relative ....• 
Someone at work .......... .. 
Myemployer .............. .. 
Contacted by organiZation 

representative ............ . 
Teechef I school youth activities 

leader .................. .. 
Other ............. : ........ . 
Don'tknow ................ .. 

42.4% 

41.3% 

27.8% 
21.0% 

6.0% 
5.6% 
1.8% 

52.0% 

28.3% 
25.0% 
11.3% 

7.9% 

7.9% 

4.0% 
5.1% 
4.2% -- _ -po_ ...... ,... ..... -~ 

Religious institutions ..•. , .•.. 
Wofkplace/employer ..•.••••• 
Membership organizat,onl 

service clubl professional 
society .................. . 

Another voluntary organiZation 
School or college ........... . 
Informal social group ..• , .. , .• 
Other ....................... .. 

62.5% 
17.9% 

16.0% 
15.7% 
15.1% 

9.3% 
5.6% Far __ .... ,... __ 

_~ ___ 1 

wanted to do something useful 
Thought I would enjoy the woll< 
Family memberorfriend would 

benefit ................. .. 
Religious concerns .•••....... 
Hadalotoffreetime ........ . 
Previously benefited from the 

actIVity ................. .. 
-.ted to engage ,n activities 

more fulfilling Ih8n my 
current job ............... . 

WIInt8d to learn ond eel 
~ ............... . 

Other ...................... . 
Don't_ ................ : .• -

62.2% 
33.6% 

28.9% 
26.4% 
10.1% 

8.9% 

8.4% 

7.8% 
3.1'111 
2.5% 

"'i ..... '" .. 

__ the ~ _iloilO ....... _ •• ___ • _ lOOt • 

_tor,...._IMnC_~ 

Feeling Ih8t those who have more should help those 
with less 

Gaining a sense of personal satisfaction 

Meeting religious beliefs or commitments 

Insuring the continuation of activities or institutions I 
or my family benefit from 

Giving back to society some of the benefits it gave me 

Serving as an example to others 

Being asked to contribute or volunteer by a personal 
friend or business associate 

Fulfilling a business or community obligation 

Creating a remembrance of me or my family 

Being encouraged by an employer 

Tax conSiderations and deductions 

52.9% 29.2% 17.0% 1.0% 

-49.6% 30.3% 19.2% 0.9% 

43.4% 23.6% 31.9% 1.1% 

32.0% 28.3% 38.~% 1.3% 

29.6% 35.0% 34.6% 0.8% 

25.7% 30.9% 42.3% 1.1% 

22.4% 30.2% 45.6% 1.8% 

18.0% 31.1% 50.0% 0.9% 

13.7% 24.5% 60.6% 1.2% 

10.2% 21.8% 67.1% 0.9% 

5.9% 18.8% 74.4% 0.9% 

_ of the .-me ...... do ,... '- to .......npIIo/I by your __ &JvIng of ........, __ ngtlme1 

Finding cures for diseases 

Increasing opportunities for others 

Protecting the natural environment 

Enhancing the moral basis of society 

Teaching people to be more self·sufficient 

.. -55.9% 

52.7% 

48.9% 

47.0% 

45.1% 

--21.7% 

26.9% 

26.3% 

26.6% 

27.2% 

..... -20.9% 

19.3% 

23.4% 

25.4% 

26.8% 

Don' -1.5% 

1.1% 

1.4% 

1.1% 

0.9% 

Helping organizations that woll< at the grassroots level 41.2% 31.5% 25.5% 1.9% 

Keeping taxes or other costs down 40.8% 25.0% 32.8% 1.5% 

Making good use Of my free time 40.4% 28.7% 29.4% 1.5% 

Helping individuals meet their material needs 39.2% 33.2% 26.7% 1.0"< 

Improving the cultural life of the community 38.1% 33.6% 27.3% 1.0"t> 

Promoting global peace 36.8% 27.9% 34.1% 1.2'lt· 

Changing the way societywoll<s 30.7% 33.0% 34.9% 1.4% 

Improving or leaming new skiPls 28.1% 25.5% 45.2% 1.2% 

Helping me to obtain job experience 21.4% 23.0% 54.5% 1.10" 

_ of the -ng apecto of your -.round __ ,..., __ &JvIng of ___ ,tlme7 

Personal values 

Religious beliefs 

Parents' example 

Having been helped in the past by others 

The impact of a personal or medical Crisis 

Social or political philosophy 

For wMt _ 110 ,... conti .... to 
_'nlheM __ 1 

wanted to do something useful 60.2% 
Enjoy doing the woll<lfeel 

needed ................... 34.6% 
_helpsrelativeorfriend ... 22.3% 
Religious concems . . . . . . • • . . . 22.0% 
Prev10usly benefitted from the 

activity ................... 11.0% 
Hadalotoffreetlme .... ..... 7.6% 
wanted to engage in activities 

more fulfilling than my 
current job ................ 6.7% 

wanted to leam and get 
experience ..•••..•..•••.•. 

Other ...................... . 
Don'tknow ................ .. 

6.3% 
2.3% 
5.9% 

_ ,... .., ,... -'" _. te-. __ the __ of_on __ -, .. ,...dId_ 
,... .,.., 

Same ...................... 30.9% 
More ....................... 37.3% 
Fewer ...................... 26.2% 
Don't know ....... . . . . . . . . . . . 5.6% 

_typesof~_,... 

...,.,to _tor? 
Private. nonsectarian 

(charitable) organization .... 
Private. religious organization . 
For-profit organ,zation ....... . 
Government agency or 

organization ............. . 

54.0% 
44.7% 

7.8% 

12.3% 

AI ......... ,..._IIIe_of 
so-""''' - CIWIRc -­
_ .. NIICIouo __ ,.. 

- ,.. - be PIIII7 
Yes ........................ 51.~ 
No ..... :................... 39.09& 
Notsure .................... 9.~ 

64.1% 23.1% 11.7% 1.2% 

50.7% 23.6% 24.7% 1.1% 

40.0% 24.8% 34.5% 0.7<10 

31.3% 28.3% 38.9% 14% 

29.4% 25.4% 44.2% 1.00" 

21.5% 33.4% 43.5% 1.6% 

All In "' .... ,... _ tile membe", of 
your fwnIly .. _ &JvInc .. much __ ID __ rellCIous __ 

_ ,... III ..... ,... _ be &JvIng'/ 

Yes ........................ 51.9% 
No ......................... 36.8% 
Notsure .................... 11.4% 

AI • COllI to __ • what 
............of_' __ _ __ 110,..._-... 
_ by to .,.. to _ orcanlzlt. 

- ..... - - _ rellCkMII 
.,..-Il0l101 _ .. -­.... -

less than 1 
pen:ent .... 

1 to 2 percent . 
2 to 3 percent. 
3to4percent. 
4 to 5 percent . 
5 to 10 percent 
10 percent or 

more ...... . 

--­...... -......... 
........ -*~ 

3.1% 
8.5% 
6.3% 
3.0% 
5.5% 

12.8% 

15.9% 

28.9% 
10.9% 

5.8% 
2.4% 
2.6% 
5.7% 

3.3% 
AI • COllI to __ • _ ....." _of ____ _ 
__ 110,... __ -
........... ' 

-­.. -
None ........ 
Less than 1 

hour ...... . 
lt021lours .. . 
2t03hours .. . 
3 tD.1Iours .. . 

·4to5bows .. . 
6haunu .. more 

------- -.. - -...-~ 
1.7% 

2.3% 
12.7% 
13.7% 

5.9% 

5.''''' 
11.9% 

45.6% 

11.1% 
11.8% 
11.09& 
• .• % 
4.0% 

14.1'10 
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Charitable Giving and Volunteering Soared From 1987 to 1989 $515. or 1.3 per cent of incol 
charity up from $341. or I pel 
of income. in 1987. 

Continued from Page I 
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: 
Volunteering. Some 98.4 million 

adults-54 per cent of adult Ameri­
cans-volunteered their time. up 

panics (27 percent). youths aged 18 
to 24 (31 per cent). and people with 
household incomes below 520.000 
(26 per cent). But when people in 
those grQUps 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 of51.934. or 5 
per cent of household income. to 

charity. That was more than twice 
the average-S894. or 2.3 per cent 
of income-given by those who did 
not pledge. 

.. If you think about your giving 
seriously. chances are. you'lI in­
crease it." says Ms. Hodgkinson. 

Extend the charitable deduction. 
The study provided new evidence 
that tax policy inHuences the size 
of the gifts that people make to 
charity. People who planned to 
itemize their tax deductions and 
claim their gifts to charity g,ave 
more than three times as much 
money as those who did not claim a 
charitable deduction: S 1.456 ver­
sus 5434. 

Encourage women to give more. 

Women consistently gave less than 
'men. regardless of other factors. 
Giving by women dropped from 
from 5700 in 1987 to 5693 in 1989. 
while' men said they had given 
51.294 last year. up from S888 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 

By comparison. Prote 
households gave $842. or 2. 
cent of income. up from S616 
per cent of income. Jewish h 
holds gave SI.854. or 3.8 pel 
of income. more than doubl 
$689. or 1.4 per cent. they gl 

1987. 
"If Catholics increase thei 

ing. y'ou will measurably inc 
giving in this country." Ms. I 
kinson said. 

Why People Give 

People who said they hell 
tain religious beliefs. person< 
ues. and views about society 
more likely than others to giv 

Continued on Pa 
~3 per cent from 80 million two ,-----------------------------------------------------­
years ago. The survey also found 
that volunteers gave an average of 
51.022 in 1989. nearly three times 
the 5357 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. 

Religious worship. The number 
of people who regularly altend re.li­
gious services is rising: 37 per cent 
-;aid they attended services week­
ly. up from 29 per cent in 1987. 
Seventy per cent reported that they 
held memberships in churches. 
,~nagogues. or mosques. up from 
65 per cent. People who worship 
regularly made 70 per cent of all 
.:ontributions to charity. and gave 
more to non-,ectarian causes than 
those who did not worship. Those 
· ... ho were members of a congrega­
tion gave an average of2.4 per cent 
oi household income to charity. 
compared with 0.8 per cent for 
households with no formal reli­
~ious atliliation. 
- ~Is. Hodgkinson speculated that 
r.ecause 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;. 
"~Iom's working. so there's not as 
much guidance from home. Par­
ents are turning to religion for help. 
,-\nd 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 Giving 

In an analysis of the survey. 
~Is. 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_ 
Over 40 per cent of the respondents 
reported that they had been asked 
to volunteer. and 87 per cent of that 
group did so. By comparison. 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 requests to volunteer in 
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Weeldyor neat1y~week ............... . 
2.4% 
3.8% 
1.596 
1.3% 
0.8% 

Once or twice a month .................... '.-
Only a few times a year .................. . 

Those who do not attend _ ..•• : ....... .. 

1.8% 
2.3% 
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5.0% 
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2.7% 
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2.4% 

2.5% 
2.4% 

1hoee who do not try to give a percentage 
otthelr Income ........................ . 

1hoee who try til give a certain amount each 
year ................................. .. 

1hoee who decide each Its merits ....• 

Giving to Different Kinds of Charttles 

1. Religion 

2. Health 

3.Human_ 

5. Education 

6. Environment 

7. Public and societal benefit 

8. Arts. culture. and hUmanities 

9. Privete and community 
foundations 

10. Aecreation--edults 

U. International. foreign 

........ 
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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. 

Per80naI 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. 

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

People who said that their reli­
gious beliefs had strongly influ­
enced their charitable behavior 
also gave more generously: 59 per 
cent p~ l1li average of3.7 percent 

. of household 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'. 

F1rst-tlme &IYefs. Nearly 19 per 
cent of those participating in the 
poll 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 lener 
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). 

People who stopped ClYlng. 
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), or dis­
trusted an organization (12 per 
cent). 

AIIIbade. About a.tty 
., Americans hold more positive 

QlVI ..... 

Who Gave to Chartty and How Much TbeyGave ---­.. - -­.. - '-01--.. -- ::'.'-'- -
.. '- -All ................................ \. '11.1" 75.1% $790 $978 1.9'lII 2.5% 

Sex =I~':::::::::::::::::::::::::: ~.:= 
~ltaand other .................. ~.~,~:~ 

Black ........................... ~":"&o;5'lII 
H'-t\lc ......................... ~-.1l58.2'1fo 

Age , .••.• 
18-24 ........................... , ;:114.1" 
25-34 ........................... ',;.,,ar.7'lII 
35-44 ........................... . 76.5'16 

- 45-54 ...................... . .. .. 76.3% 
.55-64 ...................... . . . . . 79.~" 
65-74 ........................... 72.4" 
();er 75 .......................... 75.0'lII 

Income 
Under$10.ooo ................... ". ,48.O'lII 
$10.0Q0.S19.999 ................ 67.1'1& 
S20.0Q0.S29.999 . .. .. • .. .. .. .... " '. 73.~" 

~:ggg::!~:= :::::::::::::::: f,;:~:: 
SSO.OQO.S74.999 ..•.••••••••..•• ;-;'414.396 
S75.0Q0.S99.999 ................ ~:: 75.0'lII 
Sl00.oooand_ ...•...•....••• ·:re.89& 

Marital status , 

=~ .:::::::::: ::::::::: ::: ::: ~<::= 
Olvon:ed. separated. 01'_ .... ',:-·>60.8% 

Employment status ~ 
Employed .. .. .. .. .. .. .. • .. .. • .... :·'.72.8% 

FUll-time ...................... .. . .72.8% 
Part-time ...................... ;'73.596 

Not employed .................... ' ·iIIl.O'lII 

71.9'lII 
78.1% 

76.7% 
6O.9'lII 
62.2'lII 

53.9'lII 
70.0'lII 
66.3% 
78.6% 
79.9'lII 
78.8% 
76.7% 

49.0% 
65.1% 
76.9'lII 
81.9'lII 
64.5% 
85.5% 
92.1% 
66.8% 

79.7% 
60.8% 
72.8% 

77.3% 
76.4% 
81.6% 
70.3% 

""":816 
~" ~90 

·273 

'.219 
. 625 

625 
1.066 
1.094 

959 
737 

172 
429 
666 
769 
933 

1.015 
1.,602 
2.225 

967 
293 
493 

797 
788 
B26 
779 

Public Attitudes Toward Charity 

The Med for charitable organizations is greater now than 
fNe years ago 

0Iarttab1e oreaniZations are more effective now in 
providing services than fNe years ago 

I piece. low degree of trust In cllarltable organizations 

Most charitable orpnlZ8tlonS are honest and ethical in 
their.- of donated funds 

On the whole, I bell...., that my donation Is pulto an 

... 
31.6'16 

·4.9'lII 

U.2'lII 

appropriate use when I gM! to a charitable organization 17.1% 

I belilNe most cllaritable organizations are administered by 
hoMSpeople 10.8% 

Most cllaritable organlZ8tlonS are westefulln tlleir use 
of funds 4.8% 

49.7% 

43.3% 

23.5% 

59.4% 

63.1% 

64.3% 

21.1% 

1.294 
683 

1.010 
653 
478 

484 
893 
956 

1.098 
1.420 
1.070 

696 

379 
485 
728 
894 
831 

1.096 
2.793 
2.893 

1.132 
654 
592 

1.097 
1.163 

806 
734 

10.8% 

22.0% 

50.4% 

15.9% 

8.6% 

13.2% 

48.4% 

0.8% 
1.8% 
1.8'lII 
2.1% 
2.6% 
3.1% 
3.0'lII 

2.8% 
2.5% 
2.5% 
2.0% 
1.9'lII . 
1.5% 
1.7% 
2.1% 

2.1% 
0.8% 
1.9'lII 

1.8% 
1.7% 
2.9'lII 
2.4% 

-.". ......... 
1.4% 

3.1% 

13.4% 

3.6% 

1.5% 

2.3% 

13.4% 

2.5% 
2.1% 
1.5% 

1.2'lII 
2.1% 
2.2'lII 
2.3% 
3.6% 
4.4% 
3.2% 

5.5% 
3.2% 
2.9'lII 
2.6% 
1.8% 
1.8% 
3.2% 
2.9'lII 

2.6% 
1.7% 
26% 

2.4% 
2.5% 
2.0% 
2.5% 

.... 
6.5% 

17.9% 

7.7% 

9.8% 

9.8% 

9.4,", 

12.6% 

Levels of Conftdence In Institutions 

-1. Privete higher education 

2. Public higher education 

A_ -22.8% 

19.3% 

-.... 35.4% 

37.3% 

3. Chartties providing tle81th or SOCial services 16.0% 37.8% 

4. Privete elementary or secondary education 21.2'lII 31.4% 

5. Public elementary or secondary education 20.0% 32.2% 

6. The military 19.8% 31.5% 

7. Federated charitable appeals (e .g .. United Way) 16.596 34.1% 

8. Organized religion 23.9'lII 25.5% 

9. Communityfoundatlons 10.1% 27.4% 

10. Media. such as """"""per. television. radio U.l% 26.0% 

U. State and local g"""""""nt 9.8% 27.0% 

12. Federal government 9.596 25.7% 

13. Organized labor U.3% 20.0% 

14. Organizations that edYOCate a panicular cause 7.6% 21.5% 

14. Congress 

16. Privete foundattons 

17. Bigbuslness 

attitudes toward non-profits than 
toward many other institutions in 
society. the survey showed: 

ConfIdence. People expressed 
more confidence in cenain types of 
non-profits than in such institu­
tions as Congress, or-ganW:d labor. 
big business •. and private founda­
tions. Private higher education got 
the highest approval rating. Some 
22.8 per cent ofthoee surveyed had 
a great deal or confideoce in private 

7.3% 21.8% 

6.1" 21.1% 

7.0'lII 18.8% 

colleges and universities. Private 
foundations rated second lowest. 
just above big business. with only 
6.1 per cent expressing a great deal 
of confidence in them. 
~. Seventy-one per cent 

of those responding to the survey 
said !bey thought most non-profits 
were honest and ethical in their use 
of funds, while 80 per cent believed 
that their cbaritable donations bad 
been put to an appropriate use . 

-29.1% 

32.4% 

37.1% 

33.8% 

34.4% 

32.0% 

32.9% 

31.9% 

45.7% 

41.8% 

45.2'1fo 

45.4% 

40.0% 

47.4% 

43.7% 

48.5% 

.45.2'lII 

.... -6.3% 

8.1% 

7.2'lII 

7.7% 

11.9% 

14.1% 

13.5% 

16.0% 

9.6% 

19.4% 

16.2% 

17.5% 

24.9% 

17.3% 

24.4% 

16.3% 

25.5% 

6.4% 

2.9% 

2.0% 

5.8% 

1.6% 

2.9% 

3.0% 

2.8% 

7.2'lII 

1.7% 

1.8% 

1.8% 

3.8% 

6.2'lII 

2.7% 

8.1% 

3.596 

toUW:£: INDEPENDENTSEC"I'Oa 

Need. Eighty-one per cent of the 
respondents. up from 71 per cenl 
on the last survey, agreed thai 
charities were more needed toda) 
than five years ago. 

The Independent Sector study i! 
the second in a planned series 01 
biennial surveys. Copies of the full 
report may be purchased for $3(] 
from Independent Sector. 1828 L 
Street. N. W .. Washington 201136. 
Computer IapeS are also available. 



'PRESS CLIPPINGS ........... 

··.Computer C~inpapies' G~~~;·(:ritic~~· .. 
. -. of_Nader'~ Gro~ps; G~le_~'~~ti~s~ ,9I~i~es -

"The personal computer' in-
:.dustry is better at making money 
than it is at giving it away, " says 
an article in the September 24 is-
sue of In/oworld. . 
. 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 Machines 

· Corporation, and Microsoft Cor-
.poration .. ' ; .. 

. .. _ -'But most companies 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 formalized charita-

" 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 marketing 
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 California technol­
ogy companies, told the paper: 
"They J:tave the excuse that 
they've been growing and 
haven'1 had the infrastructure to 
determine which charities to 
support. They're probably ready 
to give their fair share. " 



IN NEW ENGLAND, 
HARDEST RECESSION 
'IN U.S. 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 
spectacular growth built on the pillars 
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 housiD:g 
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, Mass.achusetts, 
New Hampshire, Rhode Island' and 
Vermont - suffered job losses in the 
last year, the only states to do so,. s~id 
Sara Johnson, a regional speCialist 
with DRIIMcGraw-Hill, an economic 
consulting organization in Lexington, 
Mass. The other state, Connecticut, had 
a job growth rate of only 0.1 percent, 
giving it the'seventh-worst record after 
the other New England states and 
Michigan. 

An Important 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. " 

i,It was a career move, I 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 

i . about double the level in the first half of 
1989 in each New England state, ac-

, cording to the United States Justice De­
. partment. Real estate foreclosures in 
Massachusetts jumped to 3,497 in the 
first haH of this year, against 1,441 in 

, same period in 1989, according to 

1 

Banker and Tradesman, . a weekly 
trade publication in Boston. . I 

·TIle. Land Court in Boston is where I 

many such cases are filed, and The i 
Bo~to~ Globe reported its figures as i 
showing 254 residential and commer- : 
cml Joreclosures in 1985 during the . 
boqm~ The number more than doubled 
in 1988, to 546, and in 1989 the number 
more than doubled again, to greater 
than-l,200. 

'Fhroughout 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 
undergo 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. 

Unlike those who expect the PI 
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 j 
and -that then a gradual rebound 1 

occur. 
.' , "The down cycle was inevitable al 
we'hirthe wall" with an unemploym 
rate-below 3 percent and wages ris 
alm6st 10 percent a year, said Karl 
Case,· a professor, of econ~mics 

. W~lesley College. "We priced 0 
selves out of the market so busines 
jijstSiidn't want to invest here. This t 
nothing to do with high technology 
defense." " 

At the height of the boom years, 
1987, for example, Boston beca~e 1 

highest-priced housing market In I 
country. Today, the city has dropped 
being ·the fifth-costliest housing m 
ket, with the median price of an eXI 
ing si!1gl~family house at $18~,30.0, i 

cording to the National ASSOCiatIOn 
Realtors. But that is still almost doul 
the riational median of $95,900. . 
, Bui other economists. see -deeI 
problems. "This is not just cyclic; 
it~s iilso structura!," said Barry Bll 
stone' a professor of political econOI 

·at th~ University of Massachusetts 
Boston. '. t,,'~· .... (';1<1:.& " , .. ' '.' ~.:.. 
~ 

I~ his view, the pillars ~n-~hic: ~e \ 
New England economy has been, ~Ullt'l 
like the high-technology and military 
businesses, are in trouble and ~ay 
have to shrink. "There will be ~ penod 
of painful readjustment," h~ said: 

Diane Swonk, an economl~t 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 bot~om of 
all the regions for growth In the 
1990's." 

The Advantages 

Competitive Edge 
I Will Not Go Away 

Most economists agree,· however, , 
that even with much sl~wer growth,: 
New England will remain o~e of the 
country's most affluent regIOns. Th~ 
Commerce Depa~men~'s Bureau 0_ 
Economic AnalYSIS proJ,ects that cO~1 
necticut, which ra~ fl~St among ~ 
states in per capita Income, With. 
$18.500 a year. will still be No.1 in the 
year 2000. Similarly, Massachusett;s, 
which is fourth, is expected to rem~ 
in that position. while New Hampshire, 

[WhiCh is seventh, is expected to keep 
.. _ .... __ .-



Economic Pulse 
New 
England 
A special report 

that ranking. The worst drop is ex­
pected to occur in Maine, falling to 30th 
froin28th. . 

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.. '. I 

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 Northeastern 
University in Boston. '. ' ' 

The economists also stress that the 
Igrowth of the 1980's in New England 
----'-' - . . -' ,- . ,\ 

icut and Madeleine Kunin 'of Vermont 
- deciding not to run again. And whil~ 
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, all.: , 
pear to be in trouble, and Judd Greg of 

, New Hampshire faces an unexpectedly'~ 
tough campaign. t " 

But despite this abundance of diffi- . 
cuI ties, 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 r£f . 
sume a period of slower growth some-­
time in the next few years. :: 

"The real question is how long it win . 
take us to work off the excesses of th~ . , 
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' 
other economists say. For one thing, ft" 
has an older and slower-growing popu­
lation than most other regions and ar" 
tracted few new residents even in the 

I boom years, a result partly of its high 
! housing 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. -

The Future 

Region Adds Up 
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 

I 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- I 

mated that New England could lose I 
$4.1 billion to $9.6 billion in military I 
funds by 1995, roughly double the na-

. tional average, and from 5Z,000 to' 
134,000 jobs. ; 

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

: or both in e?ch state. For example, the 
largest tax increase in the history of 
Massachusetts was signed into law last 
week in an effort to raise more than $1 
biIlion to pay for a deficit in the fiscal. 
year that ended on June 30 and to bal- I 
ance the budget for the current year. , 

The developments have taken a toll 
on New England's politicians, with the. 
three Democratic Governors - Mr'l 
Dukakis, William A. O'~eill of Connect-

-' .;- .. 
so soft that Nece Caratelli, a health 
food store manager in the upper-mid­
dle-class town of Hampton Falls, has 
not h?d 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 I 

December by the General ElectriC Ar­
mament Systems plant in BurIington, 
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 I 

fallen from its high reading of 186 in i 
the second quarter of 1987 to 80 in I 
April. .1 

I But there remains the critical ques­
tion of what wiII happen after New. 
England returns to a normal slower" 
pattern of development ,in the next fev.; , 
years as Mr. Perna put It. # • : 

Ca~ New England, drawing on its.: 
universities and high-technology re- .. 
sources develop new industries oJ: : 
revitali~e its faltering electronics com. .. 
panies so that it can continue hayi~~ , . 
one of the highest rates of productiVitY. . 
growth? ': : ~ 

There are some candidates for new' 
industries: computer software and bie- : 
technology are often mentioned. But, 
Mr. Bluestone is dubious. "They won'(· 
be the white knight," he said. They e~ , 
ploy too few people and there 'is too . 
much competition from parts of the . 
country that missed out on th~ com: .. 
puter manufacturing boom In the' 
1980's. 

, , . 
More important to Mr. Bluestone is 

how '''the current Ilillars are ~estruc: 
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 gu~ fee~ing is, if ~e 
American economy IS gomg to make It, 
it will be in technology," said Professor. 
Case of Wellesley College. "And tech- . 
no logy is what we do best." / - . 
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Computer earnings continue their slide .- .. - .' ., -.... . ":~ .. ,, .. :~"' 
'. .', '. ! '-By Gordon McKibben 'officel" Ronald L. Skates'srud yesterday. : 
-- . - :' ~ --:,;, GLOBE STAFF ' ..' ',;.': . The w: estborough computer maker's, 

:-- I ' - 'L'third-q~r net loss was 71 cents a share, : 
, There was more bleak news on the high : compared with 79 cents in the 1989 third -

technology front yesterday as Data Gener- 'quarter. Sales iII the quarter fell to $302.4 ' 
.. , aI Corp. and Teradyne Inc. repnrted big?million from $306.1 nimion, due mostly to 
, 'losses and falling sales, following Wednes-' the continuing fall in demand for the com-
, day's first.ever loss reported by Digital pany's proprietary line of minicomputers. 
, . Equipment Corp. of Maynard. :<; :;, ... :.. ' The one-time high-flying minicomputer 

, Data GeneraIfailed to pull out of its maker, which suffered its fifth consecutive 
, long tailspin a.s hoped in the third quarter ~rly loss, paid th~ price for surprising 

, and the company ,is "not likely to be profit- Wall Street, which had' eXpected a loss of 

'~r able~ in the fourtil:~,.~ ~}iv~.; t, t; ':1::./1{.'? {J¥c;~J ~CH,l~age 22 



Executive Summary 

THE COMPUTER MUSEUM 
Case for Support 

Computers have changed the world. Today they affect people in all walks of life. 
And though t1;1.eir 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. H 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. 
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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 UNW AC 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. 
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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 19%, 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-, sdence-, 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 
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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. 
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The 
Computer 
Museum 
300 Congress Street 
Boston, MA 02210 

(617) 426-2800 

May 31, 1991 

Mr. Gardner C. Hendrie 
Sigma Partners 
300 Commercial Street, 
Boston, Massachusetts 

Dear Gardner: 

#705 
02109 

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. We 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". We 
welcome your comments on it. 

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

Sincerely, 

-r~~ 
Anthony D. Pell 
Chairman, Board Campaign Gifts 

Enclosure r--T--?r-__ 
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A. B. in 1960 ~nd L.~tB in 1963, Hac~s~d Unl~~rslty 
Board, Radcl!ffe COllege 

ErnetsQf. H:;sp: ~g,l (and CalT'~i'd2'n 'i()hnt:cl:lr; 
EatVatd Law Schuul (visiring comm:~:ee) 
,.. ,. ~. " " ') 1 ~ ~ h .... ,' i,. r ti L' ~ io " ) \; .... _ •• ~, .......... 1 ....,.~ 4.. \. ~ Ig. \ ... r. 

Secr_tacy, Hatvard C\a~s c£ 19to 
Member, H3rv~cJ Club of Bosten 
Memb~H, VG8H £nd'Jo",I,\cnt for h 'ig!.Jiil £!'Icl±lhn f.,: (a'1'~;;.dgn CGfilil':ct~e 

Town of lincoln, Planning Board (196?-7e~ 
Mude;atoc ~197S-pr~se~t) 

Mighoor of K\i t : 01~::" (Dlg;.r.:~d) 

Pro fes~.i OJ~1....~~_~ 1 s ~.E.!Y 
- 196:;'-6:,. Leccutei j La\!, Ullivli!r::dtl' of Si;;.~~rl:He 

1965-p 'e~~nt, Partn~r, nQP~~ , Gca~ 
(chaiLflid,O , tax dli!~:8.nm~I·:t and ~l(P"-:;t r)n ~il!:-ttxernrl 0::&:;l:)i;:,a.,:~ons and 
charitable contrib~[iors) 
L<!cturer, Hat'lllrci Unive[~l ty £xc<!nsi'JI; Sch')Ql 
DIrector, Char[L~t~ COLp. 

~e~1re & Co., Inc. 
Au t ho r, ~~.~~ii'r" ~~ Ha I}u !.l . ~~."':El'::!..!~p.~.~ t,? ..2..t _C.b!i ri..!..~~; e_ • .c~ ·,·,i j,~g 
F~llo\ol, Art:er .::an Bar Foul'1d~tioll 

ABt\ Sod e t y 
~lernbF.!r, N£tio~al As.:/Jdc;clon ,of C(ltl~g,= ,Hi" Univ':r~.'.t:v A"~()t'nl:}" 

(dlrector .9B~-B~) 
Am~ri~an 9a~ As~o~i~ti0n 
M3s~a~~us~tls B.1 Associatlon 
Boston Bat Association (board) ~oiu~teet Ldvy~rs Projert) 

Indicator's of \lea lth 
No p\,l5Iished record Q£ lnvestments avail;.,ble. 
Proper ty: Hous ~ and lot at 22 Veston Road a$sessed at 5625 1 800; also 
O~n house ana lot at 33 Toyer Road in Lincoln, assessed at $384,200 
and adjoining lot (3 acres held und er a 3D-y ear conservation) , 
assessed at $20,200. David and Lynn are co-o~ner s of all properties 
and all assessments are for fiscal year 1991 and refl@ct the full and 
fair market value . 

;~ 2 
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Confidential Prospect Profile 
David H. Donaldson 
Page Two 

TCH Affiliation 
1983 ~ present, Board of Directors 
1984 - present, Museum Vharf Board 
1991. Campaign Committee 
former member, Executive Corumittee 

6174262B~~~ 

Nominating Committee (Vice Chair) 

cOnF~DEnT1Al 

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

Possible Solicitors 
Gardner Hendrie 
Tony Pell 
Bill Poduska 
Ed Schvartz 
Oliver Str1mpel 

TeM Personal Gi viEJ.. His tor'y 
12130/90 $5,000 Annual Fund ' 91 
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 S10k pl~dge) 
12/23/87 5,000 Capital CAmpaign (first payment on $lOk pledge) 
08/14/86 200 Executive Comm1ttee retreat exp~nses 
12/85 100 Membership 
11/09/84 5,000 Capital Campaign (from JH Holdings Corp.) 
EST. TOTAL $26,300 

TCH Corp~[ate Giving 
12/31/90 $3,000 
12/27/90 1,500 
02/01/90 3,000 
09/28/88 3,000 
07/26/88 889 
07/25/88 1,000 
11/24/87 3,000 
08/28/86 563 
01/07/86 3,000 
EST. TOTAL 518,952 

Other Giving 

H1st0E.~ (Ropes & Gray) 
Corporate Hember$hip - Patron 
Breakfast Seminar Sponsorship 
Corpo~ate Membership - Patron 
Corporate Membership - Pat{on 
Breakfast Seminar Sponsorship 
Computer Bowl '88 eheerleader 
Corpo~ate Membership - ~atron 
Breakfast Seminar Sponsorship 
Corporate Membership - Patton 

(from JH Manag~ment) 

Harvard - significant donQr, gave $5.000 il' 1~a3 and $38,000 in 1986 
(possibly a 25th reunion stretch gift), more recent giving could not be 
dttermined. 
VG8B - in 1989/90, gave annual gift (The Ralph Low~ll Society) of 
bet~een $2,500 and $4,999 

~2.!!£ 
6/13/91 Pell and Strimpel to solicit for Board Campaign gift 

Sources: Soard files/Developm.nt tIlesi Database; VhOIs Vho in America, 
1990/91; to~n of Lincoln Assessor's Office; VGBij Financial Year 1990 
report. 

J\h 6/4191 



The 
Computer 
Museum 
300 Congress Street 
Boston, MA 02210 

(617) 426-2800 

CAPITAL CAMPAIGN 

Working Capital Group Meeting 11/20/90 

AGENDA 

1) Discussion of proposed plan and time table 

2) Recruitment and scheduling of Planning Committee 

3) Hiring consultant 

4) Hiring staff coordinator/review of job description 



,"-.. 

I-..'UlilfJLrleI 

Museum 
,-~\\": <.'::;,~:-\~~: :)ireet 
B\~s:, .. ;::. \:: .... ;.:':~:~ to 

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 

: l·! ! ·1 
! 



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 support should be prepared tor use in 

annual and capital campaign fund raising. The case will 

serve as the basis for all campaign materials. It should 

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. 
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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 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 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. In 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 Museum 

tours. 

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

brief letter should be sent to all interviewees, thanking 

52 



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 

DeC€Wl8el'<) Fe.b("w..r~ 
~lovol'RbeF , 1990 - J-aRuar;r, 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 

~t~~l1'· - ~~-i, 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 

UlM1e,.- =t 
~ - , 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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s<!(>~ber - fJolt.m,bu­
~qU3t - Ootober, 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: 
1993 

j)~~r­
Ne,\rembor, 

Ma.~ 
1991 - April, 1992 

November, 1991 - October, 

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 holJ.' tiL ~l 
J\c.-y\€- - tJ~bt/ ) 
~ - OCLobev. ~ 

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 

J)~~mbb~, 19;2 - '11~, 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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1 " . ' 
u~ _lYti~bif 
~ - ()clober« 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 
Boston. Massachusetts 
02110 I Pel 1 

Rudman 617439·6700 
617439·0594 fax 

Mr. Gardner Hendrie 
Sigma Partners 
300 Commercial Street #705 
Boston, MA 02109 

Dear Gardner: 

November I, 1990 

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 like 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. 

ADP/jaa 

Very truly yours, 

/~.I'-'4 ~A..-. 
Anthony D. Pell 
President 



LIST OF PERSONS \VHO INDICATED INTEREST IN WORKING ON THE CAMPAIGN 

Gene Amdahl 
James Baar 
Edward Belove 
Gwen Bell 
Larry Brewster 
Richard Carpenter 
Richard Case 
David Chapman 
Jon Eklund 
Bob Everettt 
Richard Greene 
Gardner Hendrie 
Peter Hirschberg 
Max Hopper 
Ted Johnson 

cB!~~~~~~ 
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 

Dr. Oliver Strimpel 
Executive Director 
The Computer Museum 
Huseum ~';harf 

300 Congress street 
Boston, Massachusetts 02210 

Dear Dr. strimpel: 

It has been our pleasure to work on the fund-raising strategy for 
The Computer Museun. Should the Museum wish to continue working 
with The Ch~rles Webb Conp~ny, Inc. as fund-raising counsel, ~e 
\·:ou1d be prep.1 red to 0 f fer the fo 1 10'.'" ing serv ices during the 
C~1~p.~ign Prep.~r.1tion/Institution~l I\dvancernent ph~se of Uove~!:er, 
1990 through October 1991. 

F.1Cilit."1te .1nd 'Juice the dl.~velopment of the institu­
t:i.on':~ :;t:r."1t:(~qic pl.ln. Thl~ fin~l docum(~nt should be 
C~l~.lr.- .1nll CCI1t.:l~(~, l1nd should include rn~d:ct projec-
t ions, !~e rv ices, ope r.:l ting and c~pi t.:ll needs, f inanc ial 
projections, and the fund-raising plan. 

Research and write a comprehensive case for suPPort. 
1"''''0 different versions would be prepared:--ior annual 
support as well as the capital campaign. Several 
drafts would be anticipated, with the opportunity for 
discussion and comments from Board, volunteers, and 
st.:lff. This docu~ent would fo~ the basis for other 
~atcri.:ll~ to be written by cGu~~el, includir.g: 

O V r'_", ,., '/ r. 1 " ...... t:> t:>,... t ..-,.., ; ... l' r:"'" }-; .... l' y 4 ... t....1____ _l,..; ...... , ''-'~. 

C " ~ .... : • ",.., ... ~ ,.....­
- ..... ~ ..... "t....,'-_'- •• 



"- - - - _ ... t"' - -

O,-:toucr 31,1990 
p.:H]C t\,'O 

4."Assist in the identification( recruitment, and traininq 
~~? of c~noaiqn volunteers, including the Steering Commit­

tee members, a campaign chairman, and chairs of cam­
paign sUbcommittees. 

5. ~~~~~~e an aUdio/visual presentation for use in donor 
cultivation. 

6. Provide soecific ouidance in the cUltivation of West Coast 
I~ 1 prosnects. Prepare specific written materials (a sir..ple 

.J.'5 ~ brochure, or hand-out) explaining the Huseum's national and 
cl',lttr fh\1- interna tiona 1 role and documenting its achievements in 

'*'A..h' 28 ~ d iff eren t geograph ical areas. ~';ork with campaign sta f f and 
volunteers to develop specific strategies for reaching 
donors for capital or project support. 

o. 
D (C 

Dr:. 9. 

Org~ni:e a Cultiv~tion Pronram, providing guidelines 
for the com~ittee and volunteers, recommendations for 
follo~-up, and reco~~endcd script for speakers. Assist 
in recruitment of c!1airn.Jn and committee and provide 
training and guidance. 

superv'ise 00.1 rd and Lcad Gift so 1 ic i ta tion, including 
preparation ot pro~pect lists, prospect review and 
analysis, and development of cultivation and solicita­
tion strategics. 

p~t~~trtt~f~~ift oODortunities for use in 
solicitation calls. 

O~ 10. Conduct volunteer trainina senlnars for ca~paign work­
ers. 

p::-c·,iC:,:; <l :'~C;:lt~l'/ Action Plar. fer both fund-raising 
CC:"::lS·2 ~ .] r.d ;'!U:::;'2U:7\ S \:.] t f iJ.r.c: vc 1 t..::-: tee rs, with t.]s ks a:-:::: 
ccaclir.es fer the ca~p.J.ig:l. 

Kssis\: in staf: rec::-uit~ent ar.c training, ~here apprc­
priate. 

OE:er ce:-:e::-31 f:"::-:c-::-oJisi:-:a ccu:-:sel and participaticn a~ 
· ... ·t:<:!tC·/.2::- le'/cls are neeess.]r:; ar.C: appropriate, with'! 
re~.]rC: t:::; 5\:2:: functions, Boare and committee rneet­
i:-:gs, ar.d ciree~ assis\:oJr.ce to t~e ad~inistr.J.tion of 

~~. tr.e Mt..:seu:7\'s Cevelop~ent OL~lce. 



I 
L' :-, l' 1 i \' L' I: S t ri ::; i ' t ' 1 
Cctobcl- 31, 1990 
p.lgo. three , 

Attend meeting~bof the steerino Committee and subcorn­
mi ttees. a.s ,05S( foe. ' [Or) ~r ~~ ') 

15. At the close of Phase I, evaluate camoaiqn progress and 
advise the steering committee on the adjustment of the 
goal. 

Our 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, including 
t~3nsportation, hotels and meals, photography and studio time for 
the audio/visu3l production, post3ge, photocopying, fax and 
courier, telephone, and other related expenses. In all cases 
c~penses are kept to an absolute minimum commensur3te with opti­
~u~ service to our client's C3use, and any extraordin3ry itens 
are cleared with you in, adV3nce. 

It is 

This contr3ct m3Y be c3nceled by either party with or without 
C3use 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 
fonJard with our continued ass istance, this may serve as our 
Letter of Agreement if you will sign both copies and return one 
to our office. 

(;,GREED) 

T~e Co~cute~ ~~~eu~ 

":(~ lL'~lLG l\\Lidtv r. ' . 
~:----------------------------------

C~3rles O. Wetb, P~esldent 

Dc::.te -------------------------------
, t 



THE COHPUTER HUGEU}! 
PROJECTED CN1PAIGN BUDGET 

Consultant Fee 
Consultant Expenses 

SUBTOTAL 

Printing 
Telephone, Fax, Xerox 
Staff Travel and 

Donor Cultiv~tion 
A/V Presentation 

SUDTOTAL 

Additional Staff Hcmbcr 

TOTAL 

Phase I 
(12 months) 

$ 72,000 
9,000 

$ 81,000 

$ 6,000 
3,000 

3,000 
1,500 

$ 13,000 

T.D.D. 

$ 94,000 

Phase II 
(24 months) 

$144,000 
20,000 

$164,000 

$ 20,000 
7,000 

8,000 
0 

$ 35,000 

T.D.D. 

$199,000 

, 
! 
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The .. 
Computer 
Museum 
300 Congress Street 
Boston , MA 02210 

(6 17) 426-2800 

DATE: 

TO: 

FROM: 

RE: 

November 27, 1990 

The Computer Museum Executive Committee 

Oli ver Strimpel 

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. 

/sj 

Enclosures 



The 
~omputer 

.' Museum 
300 Congress Street 
Boston, MA 02210 

(617) 426-2800 

1. 

2. 

3. 

4 . 

. /. 

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 

Underwriter(s) 

Apple 

Official Sponsors 

AT&T 
AMD 
Andersen Consulting 
8ASF 
Kubota 
MPAE 
Metaphor 
Price Waterhouse 
Rober~son, Stephens 
Stratus 
Visix 

Satellite Sponsors 

Borland 

Table Sponsors 

Forster 

Cheerleaders 

Individual Tickets 

East Coast 
Vest Coast 

kpj 111/29/90 

THE 1991 COMPUTER BOUL 

Revenue Report (FY 91) 
November 29, 1990 

COMMITTED: $145,000 

COMMITTED RECEIVED 

$47,500 

$10,000 

RECEIVED: $51,000 

GOAL 

$ 50,000 

$ 25,000 

SUBTOTAL 
(committed) 

$ 47,500 

$ 10.,000 
($15,000 in-kind for set) 

$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 

$ 5,000 $ 5,000 

$ 2,500 

$125,000 $105,000 

$ 15,000 $ 5,000 

$ 50,000 $ 2,500 

$ 5,000 

$ 18,000 
$ 12,500 



REIJENUES: 

Operating Fund 

C.3pi tal Fund 

Total Revenues 

EXPENSES: 

Operating Fund 

Total Expenses 

NET REVENUES (EXPENSES) 

THE COMPUTER MUSEUM 
STATEMENT OF REVENUES AND EXPENSES 

COMBINED OPERATING AND CAPITAL FUNDS 
( $ - TholJs.3nds ) 

FOR THE FOUR MONTHS ENDED 
10/31189 --------10/31/90-------- FY91 FY91 

ACTUAL BU[IGE! ACTUAL FAVWNPAV) BU[lGEr FORECAST 

524 561 650 89 167. ~,OI9 2,144 

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

885 719 818 99 147. 3,030 3,172 

473 665 601 64 107. 1,992 1,962 

266 222 284 (62) (28%) 1,138 1,238 

739 887 885 2 1% 3,130 3,200 

$146 ($168) ($67) $101 60% ($100) ($28) 
----- -----. .------ ====== ------ ------ ====== 

SUMMARY: 
--------

For the tour months ended October 31, 1990, The Museum operated at a deficit 
ot (67K) co.pared to a budgeted deticit at <l68K).. As ot October 31, 1990 
total cash and cash equivalents amounted to 359K. 

OPERATING: Operating revenues were 16% over budget due to strong earnedrevenue 
streams. Expenses were 10% under budget due mainly to lower personal costs 
(vacant positions). 

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



, THE COMPUTER MUSEUM 
STATEMENT OF REVENUES AND EXPENSES 

OPERATING FuND 
( $ - TholJsands ) 

FOR THE FOUR MONTHS ENDED 
10/31/89 -------10/31/90------- FY91 FY91 

ACTUAL BUDGET ACTUAL FAV CUNFAV) BUDGET FORECAST 
REVENUES: 

Unrestricted contributions: 131 $109 107 (2) <1%) 600 589 
Restricted contributions 57 47 30 (17) (36%) 315 309 
Corporate memberships 31 55 31 (24) (44%) 200 200 
Individual lelberships 15 17 14 (3) (20%) 52 72 
Admissions 133 149 275 126 85% 370 496 
Store 83 112 CTID 6 5% 268 276 
Functions 62 64 71 7 11% 153 162 
Interest Income 4 3 2 (1) 0% 4 6 
Other 8 5 2 (3) (60%) 57 34 
Gain/Loss on SeclJrities 0 0 0 0 0% 0 0 

------ -------- --------
Total Revenues 524 561 650 89 16% 2,019 2,144 

EXPENSES: 

_._. Exhibits Developlent 0 47 1 40 85% 204 115 
Exhibits & Collection 44 46 4S 1 2% 123 120 
Education 63 82 91 (15) <18%) 261 213 

.Marketing , Memberships 86 144 106 38 26% 391 370 
General Managelent 85 83 83 0 0% 239 240 
Fundraising 21 43 41 2 5% 182 183 
Store 66 96 ® (3) (3%) 232 240 

. Functions 22 29 28 1 3% 74 15 
Museum Wharf expenses 86 95 95 0 0% 286 286 

Total Expenses 473 665 601 64 10% 1,992 1,962 

NET REVENUES(EXPENSES) $51 ($104) $49 $153 141% $21 $182 
" . 

------- ------- ------- -------------- ------- ------- -------



-' THE COMPUTER MUSEUM 
STATEMENT OF REVENUES AND EXPENSES 

CAPITAL FUND 
~ - Thous-3nds ) 

FOR THE FOUR MONTHS ENDED 
10/31189 --------10/31/90-------- FY91 FY91 

ACTUAL BUDGET ACTUAL FAV (uNFAV) BUDGET FORECAST 
REVENUES: 

Unrestricted Contributions $11 $15 $30 $15 OZ 250 250 
Restricted Contr iblJtions 350 143 133 ($10 ) (77.) 761 771 
Interest Incole 0 0 7 ~7 100Z 0 9 
G.3in/Loss on SeclJri ties 0 0 (2) ($2) (100%) 0 (2) 

Total RevenlJes 361 158 168 10 67. 1,011 1,028 

EXPENSES: 

Exhibits Development 113 83 159 (76) (92%) 746 859 
General Hanaselent 80 21 22 (1) 0% 90 85 
Fundraisin9 21 68 53 15 22% 155 147 
Wharf lort93ge ;: _ 52 50 50 0 0% 147 141 

------- -------
. Total Expenses .. 266 222 284 (62) (28%) 1,138 1,238 

NET REVENUES (EXPENSES) $95 ($64) ($116) ($52) (81%) ($127) ($210) 
------ ------ ------ ------ ------ ------ ------



THE COMPUTER HUSEUH 
BALANCE SHEET 
10/31/90 

OPERATING CAPITAL PLANT TOTAL TOTAL 
FUND FUND FUND 10/31190 6/30/90 

ASSETS: 
Current: 

Cash $61,197 $61,197 $8,298 
Cash Equivalents 297,985 297,985 282,190 

. Investaents $0 0 53,363 
Receivables 10,827 10,827 120,302 
Inventory 62,697 62,697 63,212 
Prepaid expenses 5,621 1,564 7,185 15,239 
Interfund receivable 509,938 509,938 617,702 

--------- --------- --------- --------- ---------
TOTAL 438,327 511,502 0 949,829 1,160,305 

Property' EqlJipllent (net): 
Equipment & furniture $45,442 45,442 45,442 
Capital improvelents 651,467 651,467 651,467 
Exhibits 1,016,738 1,016,738 1,016,738 
Construction in Process 71,084 71,084 71,084 
Land 24,000 24,000 24,000 

--------. --------- --------- --------- ---------
Total 0 71,084 1,737,647 1,808,731 1,808,731 

TOTAL ASSETS $438,327 $582,586 $1,737,647 $2,758,560 $2,969,0.36 
========== ---------- ---------- ---------- ---------. ---------- ---------- ------.--- ---------

LIABILITIES AND FUND 
BALANCES: 

Current: 
Accounts payable and 

accrued expenses $83,784 $47,734 $131,518 $158,341 
Deferred incoDie 8,938 8,938 16,938 
Line of credit/Loan Payable 0 0 0 
Intertund payable 509,938 509,938 617,702 

--------- ------- --------- --------- ---------
Total 602,660 47,134 0 650,394 792,981 

Fund Balances: 
Operating <164,333) (164,333) (213,272) 
Capital 534,852 534,852 651,680 
Plant $1,737,647 1,737,647 1,737,647 

--------. --------- -------- --------- ---------
Total <164,333) 534,852 1,731,641 2,108,166 2,176,055 

IOTAL LIABILITIES AND 
FUND BALANCES $438,321 $582,586 $1,731,647 $2,158,560 $2,969,036 

========== ---------- ---------- ---------- -------------------- ---------- ---------- ----------



I> THE COHPUTER HUSEUH .. STATEMENT OF CHANGES IN CASH POSITION 
10/31190 

OPERATING CAPITAL PLANT TOTAL TOTAL 
FUND FUND FUND 10/31190 6/30/90 

C~sh provide by/(used tor) 
operations: 
Excesss/(deticiency) of 
support and revenue $48,939 ($116,828) $0 ($67,889) $748,966 

Depreciation 0 0 310,606 
--------- --------- --------- --------- --------

Cash frol operations 48,939 (116,828) 0 (67,889) 1,059,572 

Cash provided by/(used tor) 
workirl9 capi tal: 
Receivables 109,475 109,475 (83,875) 
Inventory (515) (515) <19,504) 
Investlents 53,363 53,363 <15,863) 
Accounts payable 
& other current liabs 16,919 (43,742) (26,823) 81,895 

Deterred incole (8,000) (8,000) (5,292) 
Prepaid expenses 9,579 (495) 9,084 (8,011) 

--------- --------- --------- --------- ---------
Cash trot working capital 127,458 9,126 0 136,584 (50,650) 

Cash provided by/(used tor) 
Fixed assets 0 SO 0 (996,328) 

.-------- --------- --------- --------- ---------
Het increase/(decrease) in 
cash betore tinancing 176,397 Cl07,702) 0 68,695 12,594 

Financing: 
Interfund pay. I rec. (107,702) 107,702 0 0 
Transter to Plant 0 0 0 0 7,564 
Line at credit/Loan Payable 0 0 

-------- --------- --------- --------- ---------
Cash trom financing Cl07,702) 107,702 0 0 7,564 

Het increase/(decrease) 
in cash I invest.ents 68,695 0 0 68,695 20,158 

--------- -------- --------- --------- ---------

Cash, beginning ot year 290,487 0 0 290,487 270,329 

Cash, end ot period S359,182 SO $0 $359,182 $290,481 
========== ========== ========== ========== ========== 



The 
Computer 
Museum 
300 Congress Street 
Boston, MA 02210 

(617) 426-2800 

DATE: 
MEMO TO: 
FROM: 

May 4, 1990 
Capital Campaign Yorking Group 
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 Yebb Company. 

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



! 

ROBERT J. CORCORAN COMPANY Fund Raising Counsel 

274 SUMMER STREET • BOSTON • MASSACHUSETTS 02210 ~ 617 • 423-1330 

April 20, 1990 

HEHORANDUH (F AGREa£NT BETWEEN 

ROBERT J. CORCORAN CCl4PANY 

and 

CCl4PtrrER HUSEUH 

I. 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. 

II. 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. 

III. The counseling services would include assisting the CM in: 

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

2. 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. 

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

V. RJCC agrees to provide the following professional services to CM: 

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

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

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

4. 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. 

1. 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 
$11,500 payable as follows: $8,150 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 toa 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 

COt1PUTER MUSEUM 

By _______________________ _ 



ROBERT J. CORCORAN COMPANY Fund Raising Counsel 

274 SUMMER STREET • BOSTON • MASSACHUSETIS 02210 • 617 • 423-1330 

Past and Present Clients 

Adaptive Environments, Inc. 
Boston, Massachusetts 

Alea III 
Boston, Massachusetts 

** American Association of 
Neurological Surgeons 

Chicago, Illinois 

** Andover/North Andover YMCA 
Building Fund 

Andover, Massachusetts 

Anesthesia & Resuscitation Foundation 
of Pittsburgh 

Pittsburgh, Pennsylvania 

Anna Jaques Memorial Hospital 
Newburyport, Massachusetts 

** Appalachian Mountain Club 
Boston, Massachusetts 

Archdiocesan Urban Affairs -
East Boston Collaborative 

East Boston, Massachusetts 

* Arlington Boys' Club, Inc. 
Arlington, Massachusetts 

Arlington Seniors Association, Inc. 
Arlington, Massachusetts 

Associated Day Care Services 
of Metropolitan Boston 

Boston, Massachusetts 

Belmont Day School 
Belmont, Massachusetts 

Belmont Music School 
Belmont, Massachusetts 

Area of Activity 

State 

Metropolitan Boston 

National 

Local 

National 

Local 

New England, New York, 
Middle Atlantic 

Local 

Local 

Local 

Metropolitan Boston 

Local 

Local 



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 

** . -.~~ .. -.. -:--"-, .. , .. ,, ... >, ••• ~ .... , ..... ~:,.~, 

Boston College High School t 

** 

** 

.. Dorchester, Massachusett~ 
William McNeillJ ' 
Vice President of Development' 
436-3900 ; . ,. .... . .. ' ~ 
.'" ...1 

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 (BSO/100) 

Boston, Massachusetts 

- 2 -

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 



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 

** Caidinaf-Cushing General Hospital', 
_ Broc~ton, Massachusetts """~ 
-' Ms. Charlene Pontbriand 

Director of Development 
(508) 588-4000 .... _ 1 

* Cardinal Cushing School & Training Center 
Hanover, Massachusetts 

- 3 -

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 



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 
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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 

Fmerson College 
Boston, Massachusetts 

** Fmerson 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':'A~rM;;;~~ >-. . •• '!~ 
. Fitchburg, Massachusetts ~ 
. ,.Peter TiDms :-'. ·i 

Director. . > 

·~20~? .. 34.5~20r. J 
* Forest Park Zoological Society 

Springfield, Massachusetts 

Foundation for Faces of Children 
Boston, Massachusetts 
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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 

* Institute for the Arts -
The Cultural Education Collaborative 

Boston, Massachusetts 

** The Institute of Contemporary Art 
Boston, Massachusetts 

* riu:!'·i~i~h-~~~iC;an' P~rt~ership~" Inc.~ 
._ ~ston, Massachusetts '.', '. j 

Joseph Leary . ',1 
'President . , ,~ 
J23-2101 ,,;' 

* 

- 6 -

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 



Past and Present Clients 

* Italian Home for Children 
Jamaica Plain, Massachusetts; 

Christopher Small~ 
. Executive Director I 
524-3116 ... ,",,,,,, .. i ---... ~.-. 

* The Jones Library, Inc. 
Amherst, Massachusetts 

Judge Baker Guidance Center 
Boston, Massachusetts 

Kodaly Musical Training Institute 
Wellesley, Massachusetts 

* "~'.'~.- ...... ,-" .. , .... " ... ,.-.-... " " .. " .... - .. " "-"",' '. .. ''l 
Leaninster Hospital." > . "'g 
.. Le'?'1lin.ster, Massachusetts '.., 

.. - Ms. Nancy Norman ~ .... 
Director of Development· 
(508) 537~4811 . J 

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 

** 

** Laughing Brook 
Hampden, Massachusetts 

* Wellfleet Bay Wildlife Sanctuary 
Wellfleet, Massachusetts 

Massachusetts Bible Society 
Boston, Massachusetts 
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Area of Activity 

Local 

Local 

State & National 
sources 

National 

Local 

Metropolitan Boston 

Local 

State 

Local 

National 

State 

Local 

Western Massachusetts 
Northern Connecticut 

National 

State 



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 
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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 
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Area or 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 
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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 

Society for the Preservation 
of New England Antiquities 

Boston, Massachusetts 

South Boston Neighborhood House 
South Boston, Massachusetts 

** South Shore Arts Center 
Cohasset, Massachusetts 

-~_.",:.~;t"~~~ry"':·~"·-·~~~·-:~~"':"""A""'"''''.!o'I_f'''7'I'_''' _. _ .. "' "',,' ~ *. South ShoreConservatory.of Music: 

Hingham;· .... M. ass.aChuse .. t. ts .. '.': ..... ' .. '.'::. :'.:.'. :.~' .. '.t.' .•. ' .. ,.·. ·,--·--·-·----· .. '1f{1ames Simpson'~: :., . ",":;, ,; 
-'Director ,',,"~,;;,,' ','" ': 
749-7565 ,~'-,,'~,' .. '. . .... ,I 
.;, ..... ,. ... -............ ..,' . - ._. 

South Shore Rehabilitation Center 
Quincy, Massachusetts 

Southeastern Middlesex Community Council 
Framingham, Massachusetts 

Stage West 
Springfield, Massachusetts 

Suffolk University 
Boston, Massachusetts 

• Tabor Academy 
Marion, Massachusetts 

TESFA Village, Inc. 
Ethiopia 

Douglas A. Thom Clinic for Children, Inc. 
Boston, Massachusetts 

* Thompson Island Education Center 
Boston, Massachusetts 

U.S.S. Constitution Museum 
Charlestown, Massachusetts 

University Hospital 
Boston, Massachusetts 

Very Special Arts Festival 
Boston, Massachusetts 

Visiting Nurse Association of Boston 
Boston, Massachusetts 
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Area of Activity 

New England, 
National Foundations 

Local 

Local 

Local 

Local 

Local 

Western Massachusetts 

National 

National 

International 

Metropolitan Boston 

Metropolitan Boston 

National 

Metropolitan Boston 

State 

Metropolitan Boston 



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 

:""':--"',._.....,."""'":~"7,~~~~~_:~~~:2'",~.-r~,""'.!' •• :... '""f h .. ~1' 

~GBH Educational Foundation, .. t 
~~~·~?·~····t1~::rih~:ii;~ .. :.,>{,:!,~.:.; ,····1 

~Vice President of Developmenf 
492-2777 J' .. ,~ ............. ".". , ..... -_ ... '" ,,;( 

I.l.~·_ ........ ·-·-··-''''''''-''''''' 

Wheelock College 
Boston, Massachusetts 

* Wolfeboro-Brewster Memorial Library 
Wolfeboro, New Hampshire 

Worcester County Horticultural Society 
Boyls ton, MA 

World Conference on Religion & Peace 
New York, New York 

* Feasibility Study 
** Feasibility Study and Capital Campaign 

November 1989 
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Area of Activity 

Local 

Local 

Local 

Local 

Local 

Eastern Massachusetts 

National 

Local 

State 

National 



The C~9rles Webb Company, Inc. 
Fund-P.oising Counsel 

April 27, 1990 

Dr. Oliver strimpel 
Executive Director 
The Computer Museum 
300 Congress street 
Boston, Massachusetts 02210 

Dear Dr. Strimpel: 

Suite ~04 
11 ~~ Broadway 
New York. N.Y. 10010 
(212) 691-1055 

Fax: (212) 627·211~ 

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 

pro~edure ~hat is unmatched,.to ~y.knowledge, among firms doing 
bus1ness w1th museums and sC1ent1f1c 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. 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. 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. 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. 
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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 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 ________________ _ 

Date arw1")-1 I I C/~ /) Date ----------------

CDW:pc 

cc: Dr. Gwen Bell 
Ms. Janice Del Sesto 



TIlE 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 on~oing 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-range plan 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? 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

The Charles Webb Company raises -- and answers -- questions like those above during a 
planning studv. The study report includes recommendations on how an an institution can 
best prepare tor a fund-raisin~ campaign, how it should position itself vis-a-vis different 
fundmg 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 of museums as part of the overall fund-raising 

. plan. 

The Charles Webb Company, Inc. 



The C~arles Webb Company, Inc . . 
Fund-Raising Counsel 

CURRENT AND RECENT CUENTS 

The Charles Webb Company has seIVed 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 

Boston Ballet 

The Chamber Music Society 
of Lincoln Center 

The Chicago Academy of Sciences 

Cincinnati Art Museum 

Colonial Dames of America 

English-Speaking Union 
of the United States 

Fairbanks Museum and 
Planetarium 

Hancock Shaker Village 

Mansfield Symphony Orchestra 

Memphis Museum, Inc. 

Mississippi Museum of Art 

The Mount Vernon Ladies' 
Association 

Museum of American Textile 
History 

Naval Aviation Museum 
Foundation 

The Newark Museum 

Nova Spes International Foundation 

Penobscot Marine Museum 

The Phillips Collection 

Scottish Museum Council 
(Edinburgh) 

South Jersey Performing Arts 
Center 

The Springfield Library and 
Museum Association 

USS Constitution Museum 



The Charles Webb Company, Inc. 
Fund-Raising Counsel 

TIlE 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 mtemal 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. 



Th.e Cbarles Webb Company, Inc. 
FundJRaising 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 campaig~ 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 ~ fur 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. 



Th~ Cl:larles Webb Company, Inc. 
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 Qi 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 illlil evaluation. 

5. Coordinate the assignments Qi 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 Yll 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 procedur~s for follow-up and 
collection. 



The'Chcirles Webb Company, Inc. 
Fund-Raising Counsel 

April 27, 1990 

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

Dear Dr. Strimpel: 

Suite ~04 
11 ~~ Broadway 
New York. N.Y. 10010 
(212) 691-1055 

Fox: (212) 627·211~ 

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. 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. 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. 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 



Dr. Oliver Strimpel 
April 27, 1990 
Page 4 

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 ________________ _ 

Date ~ /-'1 I I 'lit /) Date -----------------

COW: pc 

cc: Dr. Gwen Bell 
Ms. Janice Del Sesto 



mE 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 on~oing 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-range plan 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? 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

The Charles Webb Company raises -- and answers -- questions like those above during a 
planning ~tudv. 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 
fundmg 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 speciflc 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 of museums as part of the overall fund-raising 
plan. . 

The Charles Webb Company, Inc. 
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Fund-Raising Counsel 

CURRENT AND RECENT CUENTS 

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 

Boston Ballet 

The Chamber Music Society 
of Lincoln Center 

The Chicago Academy of Sciences 

Cincinnati Art Museum 

Colonial Dames of America 

English-Speaking Union 
of the United States 

Fairbanks Museum and 
Planetarium 

Hancock Shaker Village 

Mansfield Symphony Orchestra 

Memphis Museum, Inc. 

Mississippi Museum of Art 

The Mount Vernon Ladies' 
Association 

Museum of American Textile 
History 

Naval Aviation Museum 
Foundation 

The Newark Museum 

Nova Spes International Foundation 

Penobscot Marine Museum 

The Phillips Collection 

Scottish Museum Council 
(Edinburgh) 

South Jersey Performing Arts 
Center 

The Springfield Library and 
Museum Association 

USS Constitution Museum 



· 
The Charles Webb Company, Inc. 
Fund-Raising Counsel 

TIIE 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. 



· 
The Charles Webb Company, Inc. 
Fund·Raising Counsel 

ESSENTIALS OF A SUCCESSFUL FUND-RAISING CAMP AlGN 

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 campaig~ 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 s 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. 



The Charles Webb Company, Inc. 
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 
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!W 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 



The 
Computer 
Museum 

April 11, 1990 

CAPITAL CAMPAIGN VORKING 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 ($1,000,000) 

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

ENDOWING 1HE 
VISION 
CHAIR ($500,000) 

$5,000,000 

CORPORATIONS 
I-- CHAIR (150,000) 

$1,500,000 

PRESIDENT'S 
~ CLUB 

CHAIR (150,000) 
$1,500,000 

FOUNDATIONS 
I-- STAFF 

$1,500,000 

Pat McGovern & 
Fritz Landmann are the 
ideal co-chainnen, 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. 

ncJ\~ h 
r---_ ........ I_----,c~:~~J ~~~ 

EDUCATIONAL 
PROGRAM FUND 
CHAIR ($300,000) 

COLLECTIONS 
ENDOWMENT 
CHAIR ($200,000) 

$3,000,000 

I--

~ 

I--

CORPORATIONS 
CHAIR ($100,000) 

$1,200,000 

INDIVIDUALS 
CHAIR (100,000) 
$500,000 

FOUNDATIONS 
STAFF 
$1,000,000 

The Chainnan here would probably 
represent a large user of computers 
concerned with education for the 
future. 

The pitch would be to our potential 
for national educational outreach and 
insuring its institutional support. 

The funds thrown off from this 
money could be used for the on-going 
support for all the educational 
activities of the Museum. 

$2,000,000 

~ 

~ 

~ 

GRAPlllCS 
CHAIR (50,000) 
$500,000 

ARClllTECTURE 
CHAIR (100,000) 
$1,000,000 

AI & ROBOTICS 
CHAIR (50,000) 
$300,000 

The Chairman of this 
group would be an 
individual inventor I 
contributor. The targets 
would be the contributors 
and the professional 
organizations. 

The funds from this would 
be used to house the space 
of the collection and its 
management. 

\1Q~~ ~ cclf~L~V\ 
5"Jl "p'CI~e. U 



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 Chainnan is -

a National/lntemational Name 
a million dollar donor to the Museum 
Sponsors several parties -
Helps with major foundation cultivation 
Helps recruit the bree chairman for Endowment, Education and 

Collections 

Candidates: Mitch Kapor 



CHAIRMAN FOR the $5,000,000 ENDOWMENT 
Chairman is 

a National/lntemational 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 

AI 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 1 0 75000 750000 
7 40 50000 2000000 
8 1 8 25000 450000 
9 

1 0 103 7500000 
1 1 
12 Foundations 2500000 

Page 1 



4-10-90 5:44PM; 61 74262i:3~Z10-? 

DATE,~_(_{J..:-...( C;_I_~O_~ ____ _ 

FAX TO,_~a cd Hr /Je4'c~~' 
Lr--~'-- ~---

FROM: J~nice Del Sesto, Director of 

~_~Y21oEment a.nd Public Relati~l!!.. __ _ 

PACES; including eover.~ ___ ~ 

MESSACE: 

Primi', -~ think tenia 

._--_ . . - '" . - .. _ ... . ' - --_. _ .- , . . - . __ ._ .. , 

; t.l 1 

APRIL 

TUESDAY 
Passover 

-- ---- .. _---.- -------- ----- --------- --
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The 
Computer 
Museum 
300 ConQrees Sueet 
Boston, MA 02210 

(617) 426·2800 

" 

CAPITAL CANPAIGN VOlKlNG COMMITTEI 

2) Di$cUlaion of proposed l.ad~r.hi, 

3) Creation of tim@ lio@ 

; 1=1 2 



SENT BY:THECOMFUTERMUSEUM 4-1 el-9el 5: 45F~1 ; 6174262Belel~ 

FUNDFORlHE 
FUTURE - $1 O~OOO9000 
CHAIR. ($1,000.000) 

First Draft of an «ganizadonaI, 
and budget for I new Capital 
Campaign fClt the Museum. 
Instead of a name of Chairman, I 
insette4 the desU'ed amount of a 
gift from e.u:h one. GB 31lO19O 

ENDOWING THE 
VISION 
CHAIR ($500,000) 

$5.00lM)()O 

CORPORA nONS 
-- CItAIR (lSO.000) 

$1,500,000 

PRESIDENT'S 
~ CLUB 

CHAIR (150,000) 
$1,500,000 

FOUNDATIONS 
~ STAFF 

$1,5001000 

Pat McGovern &: 
Fritz LandmaM are the 
ideal co-chairmen, with a 
gift from Pat of S5oo,OOO. 

'The funds would be mised from 
the major companies and CEOs 
represented in his "Chairman's 
CUll II II It.ic1t: • 

The Staff would appl)' fot an 
NEll matehi.ng (Md smu. 
which is 1 for 3 fot' the whole 
campaip. 

The funds from this would be 
used for long-qnge plllMing and 
the selection of a pcrtnanent home. 
II il were to be Musewn Whwf, 
Ihese funds would be IlIled to repay 
Dip&Bl. 

------

EDUCATIONAL 
PROGRAM FUND 
CHAIR ($300,000) 

53,000,000 

..... CORFORA TIONS 
CHAIR ($ }(X).()OO) 

51.200,000 

INDIVIDUALS 
~ CHAIR (lOO,OOO) 

5500.000 

FOllNDATIONS 
~ STAFF 

$1,000,000 

The Chairman here would probably 
represent a large user of computers 
concemed with education for the 
future. 

The pitch would be to our potential 
for national educational outreach and 
insuring its lnstitutionalsupport. 

The funds thrown off from this 
mooe)' could be used for the on-goinS 
gupport for all the educational 
acdvides of the Museum. 

I 
COLLECIlONS 
ENDOWMENT 
CHAIR ($200,000) 
$2,000,000 

GRAPHICS 
CHAIR (SO.OOO) 
SSOO,OOO 

ARCHlTBCTURE 
CHAIR (100,000) 
$1,000,000 

Al & ROB ones 
CHAIR (SO.OOO) 
$300,000 

The~ofthis 
group would be an 
individual inventtl 
contribumt. ~ targets 
would be tho contributors 
and die proCessional 
organizations. 

nr. rlll!d~ I'rlllll Ihll'l WIIIIM 

bIfJ US6d to house the space 
of the collection and its 
IlUU1Igcment, 

; ** 3 
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A B C 
1 1 500000 500000 
2 1 300000 300000 
3 1 200000 200000 

". 

4 2 150000 300000 
5 30 100000 3000000 
6 1 0 75000 750000 
7 40 50000 2000000 
8 18 25000 450000 
9 
10 103 7500000 
1 1 
12 Foundations 2500000 

Page 1 



:E~T BY:THECOMFUTERMU5EUM 

Pund for the Future 

Organization and Jobs 
G.B. 4/1 0190 

4-10-90 5:47PM; 151742152600-7 

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. 

CHAIR.MAN of $1(11,000,000 FUND for the FUTURE 
The Chairman is • 

a NationaVInternational Name 
til. million dollar donor to the Museum 
Sponsors several parties -
Helps with major foundation cultivation 
Helps recruit the hree chairman for Endowment, Education and 

Collectiollls 

; ** 5 



5E~ BY:THECOMFUTERMU5EUM 4-10-90 5:47FM; 6174262600-') 

CHAIRMAN FOR the S5~OOO~OOO ENDOWMENT 
Chairman is 

a National/Intemational Name 
commits It $SO(M1OO 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 cbai.rrmm make their goals 

Candidates: 
Pat McGovem/Fritz Landmann 
Bill Hambrecht 

CORPORA nONS CHAIRMAN: $1.500,000 
represents a Fortune SOO Coxporati.on 
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 CHAlRMENS' CHAIRMAN : $1,500,000 
represents !l Fomme SOO Corporation 
this is an individual who probably has a large amoWlt of stock so 

that there is an ability to give i personal gift 
commits a $150,000 personal gift 
targets 12, $100,000 personw gifts 
signs up 3 committee members who give, and get 3 gifts each 

Candidates: 
William Foster 
Jack Lewis 

.. --... --.---.~-

;~ 6 



5~1'fr BY:THECOMFUTERMU5EUM ; 4-10-90 5:46FM; 5174252600-? 

CHAIRMAN FOR THE $1~0009000 COLLECTIONS ENDOWMENT 
an individual committed to the collection 
81. well=known 'original contributor' to the industry 
commits a $200.000 personal gift 
meruits 3 ch~ listed below who give $S(}'l00,OOO each 
sponsors several events 
Candidmt.es 

Boo Noyee 
Gordon Bell 

ORAPmCS COlJ..E.CTl{ON CHAIRMAN: $500tOOO 
a well-known graphics contributor 
commiw a 550,000 personal gift 
recruits 3 cOMmittee members for $50,000 gifts 
sponsors several events 
targets 12 .. $25,000 gifts 
Candidates 

Ivan Sutherland 
Chuct Geschke 

SYSTEMS/ARCHITECTURE COLLECTION CHAIRMAN: $1,000,000 
all. 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 sevenl evenlts 
targets 12 - $50,000 gifts 
Candidates 

DEC nominee 

AI and ROBOTICS COLLECTION CHAIRMAN: $300,000 
a repre®entati.v~ of the field 
commits a $509000 personal gift 
recruitts 3 comnnittee members who give $359000 gifts 
targets 6 $25,000 gifts 
sponsors severali evenu 

CamtidaQeS 
Ed Feigenbaum 

; *+ 6 



5E~T BY:THECOMFUTERMU5EUM 4-10-90 5:48FM; 6174262800~ 

CHAIRMAN FOR THE $3,0009000 EDUCATIONAL FUND 
a respected name who is concerned about the educational mission 
cclMmiu all $300.000 gift 
recruits two chairman listed below who each give $l00,(X)O gifts 
helps the cha.irman close important gifts 
helps with foundation strategy and goal of $1,000.000 
sponsors sevtnl events 

Candidates: 
BobHiggms 
Lynda Bodman 

CORPORATIONS CHAIRMAN: $l,200~OOO 
all 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 cRose important gifts 
sponsors several events 

Candidates: 
Bob King or Belove (Lotus) 
Ray Stat&. (Analog Devices) 

XNDIVIDUALS CHAm.MAN: $500,000 
an individual committed to the educational mission 
commits m $1 OO~OOO personal gift 
recruits 3 committee members who give $50,000 each and get 2 gifts 
SptllnSOX1 seven1 evenas 

Candidates: 
Owen. Brown 
Ho'WardCo1t 

.. -_. . .. _----.---_ ..... _- .--~---~-------
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The 
Computer 
Museum 
300 Congress Street 
Bcslon, MA 02210 

(6: 7) 426-2800 

EffB· . I . 
; , 

I I. I· 
I I • 

! ' '. I I 

CAMPAIGN OVERVIEW 

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 new 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, l.'!A 02210 

(617) 426-2800 

m=R1 ' 

I . . 
Ii· I ;'. 
f 1 , • , 
1 I: . 

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 



.------



January and February dinners 

hs cui d Barber, David Language Tec, 27 Congress 51, Salem, Ma 01970 member beofe 
I,,\.. cui d 5 Boucher, David Inlerlea! Pres 
I .... cui d Carpenter, Richard Indelt Technology President 

cui d r, n'" 617 235·2384h 617423-4355w VC 7 S4 K first round Said at least $250 annual , 
gkb cui d 25 Couller, Charlie, 617 423·7500 VC a lot lots of talk cultivation 
1m cui d 25 Crocker, Edgar C 617 876-5500 f876-679I 1336 Mass .ve, 02138 

cui d 25 Cunningham, Joh 617 8907868 Jane, Waltham, 7 cultivate 
cuI d D'Allesandro, Bob 

Igh cuI d 50 D'Arbcloff. Alex 617 734-7828 Pres, Teradyne 7 S4K on first Stratus, Lotus stock and boards 
cui d 25 Drane, Doug 603 654·2334 888·2600 S25 ,000 first time 
cui d Goldman, Bob AI Corp 

",-'-' cui d Greata, Michael founder Apollo no 10 p, Severino 11/89 
...... 

cuI d Hambrecht, Bill 415 986-5500w 
cui d Hatsopoulos, George Thermo·Electron and Q Pres & Qrman 

cui d Henderson, Bob, 617 423·5525 
cui d Kavner, Bob 

cui d King, Frank 

cui d Kinkead, Michae Saddlebrook Corp Pres 
Igkb cui d Levine, Steve Wang, he.d of SOCt ..... re 

cui d Manzi, Jim 

cui d McGovern. Pat 508 875-5000 publisher trustee sometimes gives $1000 a Bowl, and cultivation 
gkb cuI d Nassi, Dee, Apple 617 868·7440 238 Main, Cambridge 02142 Bowl 

gkb cui d Paul, John 617 890-3600 Pres, Nudorf US 
cui d Perozck, David Apollo Division liP VP 

cui d Rabin, Richard Alpha Software Presidf!Tlt COfl) 

jds cuI d Robelen, Ben Eastech owes S2000,partner RichanJson 

cui d 10 Robelen, Russ cultivate 

cgb cui d 10 Ross, Doug Rave SI6K 10 start said should Ret more involved 

cui d Ruopp, Dick 617 489·5254 0873·3455 1489·5255 nom dinner 3/8 

cuI d Schechter, Bob 617 577-8500 CFO, Lotus break started breakfasts, President Qildren's Mus ... 

cuI d Shields, Jack '1', DEC if Ken gives 

gkb cuI d Stata, Ray --- 329·4700 CEO, Analogil 8m COfl) Igives vi. company_ cultivate 

gkb cui d IT. ~.ut- 61:7 482·1390 trustee cultivate 

cuI d Vicidomino, Jose 617 266-200 375·1468 Ernst & Young, 200 Clar partner 

gkb cui d 50 Waite, Qarles & 415 441·4560 6174235535 BOD,Starden S4K eVOlls cultivale 

gkb cui d Wallach, Alan 508 443·5449 cultivale 

cui d Wheelwritht, Steven Harvard B School Prof. ~tan.agemcnt Board of Quanlum 

cui d Zraket Charles Pres ~IITRE I 

Page 1 
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sale Pr 
os • 
IRkb cap 
os cap 
19.~ CU 

Igkb • 
cgb ca 
cRb CA 
gh ca 
gb ca 

lh CA 
ca 

cgb cuI 
cul 

cgb • 
cgb BO 
cgb CA 
IRkb cuI 
1m cuI 

cuI 
cui 

gh • 

• 
pen bow 
~b CA 
cgb cuI 

19b cui 
gkb cui 

gh 
gkb 

CA 
dd 

name zip number 
5 Sammet, Jean 301 h9070233 
5 McCracken, Dan 
5 McElfresh, David (Mary McNery 
5 Boucher, David 

10 Hirschberg, Peter 415 857-0087 
10 Patil, Suhas, Cinus 408 945-8305 
10 Rosing Wayne 415 336-5707 

(10 \Dennis, Reed 
10 Merrill, Steve 
10 Jeffries, Brad 
10 MIPS; Mashey ~ ~_~ VI 408 9910253 
10 Ross, DoUR 
10 Robelen, Russ 
10 Powell, Casey 503 626-5700 
25 Mead, Carver (Helen) . 818 356-6568w 
25 Doerr, John 415 sf421-3110 
25 Bechtolshein, Andy - 316-6167h 
25 Coulter, Charlie, ARD 617 423-7500 
25 Crocker, Edgar Camb. Trust 617 876-5500 
25 CunninRham, John and co., 617 8907868 
25 Drane, Doug 603 654-2334 
50 Poduska, Bill 617 484-7763 
50 Hendrie, Gardner 508 393-7096 
50 Joy, Bill 415 354-4680 
50 Fredkin, Ed and Joy~ 617 1:174444 
50 Goel, Prabu, Gateway 508 458-1900 
50 D'Arbeloff, Alex and Brit 617 734-7828 
50 Waite, Charles & Angela 415 441-4560 
50 Johnson, Ted and Ruth 508 369-2640 
50 Noyce, Bob 512 356-3500 

500 Gates, Bill, Microsoft 206 882-8055 
800 Olsen, Ken 508 493-2300w 

2040 

of 
~: \ .; 

'/ 

/ 

Major gift potentials 

number address title netSS Mu Giving history Next step 
w301 493143 1301-493-1746 retired ibm BO $5K in 89 Should be Rood for SI-5 per year plus n 

$4K first time history exhibit or other help 
ex VP Software at Lotus Mitch dinner 
Interleaf Pres 

94025 1009 Windermere, MP I Apple lOIS I Rave $4K in first get involved, ask for more 
x.201 O!airman wtc no Will Rive corporate SS 
M083541549 VP,SUN help at Apple personal Rift 

VC IVP lOIS SIOK in early 89 keep informed annually for next gift 
Merrill Pickard Bowl 

Metcalfe dinner 

IRave S16K to start said should get more involved 
cultivate 

O!rman.Seq. Bo" coipOrate membership,m $25,000 
3566993 Cal Tech Gave Sil. Compilers stk cultivate more 

2672 Vallejo, SF 94123 VC ? BO SI000 membership overdue 
691-72475 VP Sun ? Met nothinR Ask 

VC a lot lots of talk cultivation 
f876-6791 1336 Mass ave. 02138 

Jane, Waltham, ? cultivate 
888-2600 S25,OOO first time 
964-0288w CEO Stardent BOI S50KJyr 
393-7394 617-227-0003 
h3362847 VP,SUN BO\l\ none S25,OOO underwriter 
0277-1310 BU, 590 Commonwealth 02215 VC BOD !get S50K gift 
508441-1109 GET CADENCE AS CORP. ? sold Gateway/dinner 4/8 Personal Rift 

Pres, Teradyne ? $4K on first Stratus, Lotus stock and boards 
617423 5535 BOD, Stardent $4K events cultivate 

retired BO SIOK, SIK 88 annual S5O,OOO ask 
415-4944741 sernatech trustee 

206 828 0808 Bowl 
259-8754h NH 603 366-5523 1900kJyr four $200,000 askfor SIM 

Page 1 as of 1/20/90 



CAPITAL CAMPAIGN JANUARY 25, 1990 

FY 90 GOAL TOTAL RECEIVED TO DATE 

$400 $ 51,312 ($1,500 due in matches) 

From: 

Eliot Bank/Channel $ 11,500 
Kent 512 
McLaughlin 500 
McKenney 2,500 
Pettinella 800 
Spencer 1,000 (w/$1,500 match due) 
Jamieson 11,500 
Brown 17,250 
Foster 5,750 

TOTAL REC'D $ 51,312 (plus $1,500 match)= $ 52,812 

FY 90 RECEIVABLES AND PLEDGES EXPECTED 

Feigenbaum $ 8,000 
Rodgers 
Severino 2,250 

TOTAL $ 10,250 $ 10,250 

OTHER FY 90 PLEDGES .. 

Apollo $ 15,000 :-r Clark 1,024 ~, 

Coit 1,024 
Hoffman 250 
Index 2,500 
Lucky 1,000 
Robelen 2,000 
Schwartz 2,500 
Shear 1,000 
Wang Laboratories 20,000 
Wolfson 1,000 

TOTAL $ 47,298 $ 47,298 
t. 



.. 

t. 

FY 90 OTHER? 

nJiJell . 
Fredkin 
lleadlli: s 
Poduska 

TOTAL 

FY 89 PLEDGES OVERDUE 

Apollo 
Brewer 
Cady 
Clark 
Coit 
Hoffman 
Index 
Volfson 

TOTAL 

TOTAL POTENTIAL FY 90 

"UIIII 
50,000 
!iO; US 
50,000 

$200,000 ? 

$ 15,000 
500 

1,024 
1,024 
1,024 

250 
2,500 
1,000 

$ 22,322 

\O,OOD • t.-. --, 

$200,000? 

$ 22,322 

$332,682 



Outstanding Capital Pledges 

FY 89 FY 90 
Overdue 

Apollo 15000 15000 approved by HP 
Brewer 500 I probablv will not come throuah 
Brown 20000 Jan to call _ 
Cady 1024 Jan to call-
Clark 1024 1024 Jan to call 
Coit 1024 1024 I. ...11 

Foster 250 share.s Stratus/year 
Hoffman 250 always pays 
Index Group 2500 2500 Jim McKennev to call 
Jamieson 10000 

,.. -" b~ 
Lucky 1000 Jan tocall 
Pettinella 800 Jan to call 
Robelen 2000 Jan to call 
Schwartz 2500 ~ 

Severino 2250 ~Clne.4-

Shear 1024 Jan to call 
Spencer 1000 1000 Jan to call 
Wana 20000 I probably will not come through 
Wolfson 1000 Jan to call 

TOTAL 24322 79122 I plus 250 shares Stratus 

ProbTOTAL 23822 59122 TOTAL minus probablv uncol/ectable pledfJes 

12/1/90 



PROSPECTS: 

Barger, J.P. 
Bodman, Lynda 
Bloch, Erich 
Greata, Mike 
Gasee,Jean-Louis 
Green, Richard 

Henson, Joe 
Hindle, Yin 

-JehnsoIi, fed 
Kay, Alan 
Manzi', Jim 
McGovern, Pat 
McKennea, Regis 
Noyce, Bob 
Olsen, Ken 
Seligman, Naomi' 
Shields\ Jack 
Smi th, ~ack 
Vanderslice, Tom 
\.laite, Charlie 

" 

$ 25,000 
$ 25,000 
$ 10,000 
$ 10,000 
$ 25,000 
$ 50,000 

. $ 25,000 
$ 50,000 
g St>,OOO 

$100,000 
$100,000 
$ 50,000 

with IBM match of $15,000 
Severino to ask 
GH? 
Sitkin asked in spring. Said not then, maybe 
something in future . 

Ask MK for help 
should eventually be seven figure request 

$ 50,000 should eventually be seven figure request 
$ 1 mill Dave Donaldson to ask 12/9/89 
$ 5,000 
$ 50,6oo~ 
$ 50,00.Q.J 
$ 50,000 
$ 50,000 
S ;j.:QP? • .-/ 

COMPUTER BO\.lL SPONSOR SOLICATIONS MADE BY P. NELSON 11/15/89 

Bunnell, David $ 25,000 Underwriter 
Dyson, Esther $ 5,000 Table 
Goldberg, Adele $ 25,000 Underwri ter 
Hathaway, David $ 5,000 Table ~. 

Joy, Bill $ 25,000 Underwri ter 
Powell, Casey $ 25,000 Underwriter 
Shaffer, Dick $ 5,000 Table 

If these do not become bowl sponsors, they should be solicited for capital 
gifts. 
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CAPITAL CAl1PAIGN 

" 90 COu.:E(."T:tID: S 11,012 

PLEDGES: 

9VE~,QY..E S9! 

Apollo 
Bt'E'wt!r 
Cady 
Clark 
Co it 
Index Group 
Severino 
Spenser 

$ 15,000 
500 

1,024 
1,024 
1,024 
2,500 
2,250 
1,000 

'tOTAL FY 89 DUE: $ 24,322 

FY 90 DUE: 
, =r-r Tll 

Apollo 
Clark 
Colt 

$ 15,000 
1 1 024 
1,024 

py 90 ---

250 shares Sttatus 

6174262800-1 

Foster 
H~ndr:ie 
Hoffman 
Index Croup 
Jamieson 
Lueky 
Nelson 

6~75M 
250 

2,500 
lO;OO() 
1,000 
5,0001 

JDS receiv@d call to expect in DEC 
'1" 

Pet tinella 
Rob~len 
Selyw:li\'!;'t>. 

SpeflS'I>lL 
Vang 
\iolfson 

800 
2r OOO 
2,500 
1,024 
1,000 

20,0001 
1t OOO 

TOTAL ,t 90 DUE: $ 70,872 + 250 shares Str4tus 

TOTAL mrn " 89 
& " 9C~ S 96,218 + 250 shl::;;,,1) Stratus 

; t:t 3 

YZ{ll o9 



1 st phase 

A B C 0 
1 Who W'noGAVE How much r;-.oN 

2 ern Ken Fisher $30K. $1K/yr 
3 ern ""500 l'IuYGe- '~~~.-' 

- ~"t:::,. 
,p-.JV --- ------

4 CG3 Fontaine Richardson $30K Gives via Eastechl said NO to CGB last yr 
5 ern Charles Sporck $25K $1 K/yr 
6 ern Ivan Sutherland $20K not yet 
7 ern Stephen Watson land $1K/yr 
8 CG3 Harlan & Lois Anderson $10K $1 K/yr 
9 ern -&iv, -& ~V,\,';';-8,vv~ , $10K $5K with IBM match 

1 0 ern John Allen Jones -
1 1 ern Stan Olsen $1 K/yr 
1 2 ern Douq Ross $16K $1 K/yr 
1 3 ern Erwin Tomash $10K $1 K/yr 
1 4 ern Bob Chinn 
1 5 CG3 ~iJl ('nncu:,JIAR--t--

1 6 lent Jack Kilby ") $4K 
1 7 CG3" Richard Mallerv $1 K/vr 
1 8 ern Tom Marill $1 K/yr 
1 9 CG3 Dan McCracken $4K $1 K/yr 
2 0 ern Bob Price $4K $1 K/yr 
2 1 CG3 Grant Saviers $4K $1 K/yr 
2 2 ern '1\IShugart ~-- ~---.-,--~--- ... $-4-K~.~ -" , 

2 3 ern -€ttatles-W-aite ~ ~.re+<--ef- more - Gordon Bill Allen M 
2 4 

Page 1 



BO & Trustees not on 89/90 list 

POTENTIAL BOARD Comments 
Bell 

G?H Bodman 1 pledged $5000 towards outreach ~ ?J:fJT'Q80 $ 
Brewster 
case 1000 to annual 
Chapman 
Donaldson 5000 to annual 
Eklund annual 

1(1.8 Fredkin commidi50.o00 to milestones 
Gerrity not positive 

Ckl-f Greene not positive P5"D/:;. C.C 
Hendrie 

Cott Hopper only done some annual ~ IDK ~ 
Humphreys retired/ write off 

r_Ge Johnson .q>!:5!tJ< c..-C--, 
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 

CoH SeliClman ., 5, Olro C.C-
Severino 
Shatto 
Sitkin now retired 
Skrzypczak 
Smart 
Trustees 
Bachman Has said would Clive 5000 to milestones 
Bloch has 2/1 IBM match UP to 5000 
Cragon Qrofessor gives $250/500 to annual 
Everett something to milestones 
Hogan never gave 
Klein 
Knowles never -.9 ave 
Kobayashi working on NEC 
Lacey $200 to annual 
McGovern 
Mead need to cultivate 
Metcalfe 
Michael $250 to annual 
Millard out of business 

car~r Noyce need to cultivate ~ $(), DCO 
Randell 
SelfridCle gave $25 to annual 
Spack 
Tomash 
TsoJ}gas -

Page 1 
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PROSPECTS: 

G('£-' Barge r: ~ J. P • $ 
Gf Bodman, Lynda $ 
Ge~ Bloch, Erich $ 

Greata. Hike $ 
wirn ibM match of $15,000 
SE!V~?'l::l.no to a~,·_ 
GM? GaseepJear.-Louis $ 

~ Green, Richs'l'.'d $ 

25 pOOO 
25,000 
10,000 
10,000 
25,000 
50,000 Sitkin asked in $p~ing. Said not then, maybe 

something in futu~e. 
Henson, Joe 

ClS~ ~'vh.J~ Hindle, \Hn 
~ Johnson~ Ted 

Kay, ALan 
Mamli, Jim 
1;1~i'::.'1JfH'n t Pa t 

'~f!., Regis 
:.'.. 8.:;;b 

4'.:,.0::' 
4Si:.L. 

Shit!.~ 
';~l()i'I!i 

. "l(:k 
Smi th ~ }t'!.!'k 
Roben ~nOYt'tr' S 

FDN 
Yai t~, Charlie 
Yecker, Stu 

Dri:.vid 

$ 25,000 
$ 50,000 
$ .50,000 

$100, GOO 
$100,000 
S ~O,OOO 
$ 50,000 
$ 1 mill 
$ !~), 000 
$ 50,000 
$ :50,000 

$ \ mill 
$ SO,OOO 
$ 25~OOO 

Ask 11K for help 
~hould eventually b@ s~yen figure request 

should eventually be seven figura request 
Dave DDnaldson to ask 12/9/89 

JDS/Sitkin?Vanderslice, Tom 

11115/99 

$ 25,000 Und~rwriter 
. :~ '. " r..h~t $ ,5 1 000 r:.~.~)l~: 

~il Adele S 2Sj~)O Qrvrlter 

Joy; DUl 
Pov~.11 i Cas~:; 
Sht:.H~:r, Did 

25 j 000 Unti@tvriter 
~.:; j ono Uruhl\:'*fi HU' 

;~i .5 1 000 j n;!;.l ~ 

If t~~sa do not b~~orn. 
gif ts. 

, .. 
~.; ,'~ \~ L spon&or~, they should be solieited for capital 

----~-.-~-. --_ .... __ .. _ ... 
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EXHIBIT FUND!AISING 

Milestones: 

eGa sent letters to: 

8arton f Robi1lrf. 
Bricklin t Dan 
Clark, \lesley 
Dennis, Jack 
Floyd, Robei:'t 
Hamming; Richard 
Iverson, Kenn~th 
Kil!Hlrn, To!!! 
Ray Ku.:t'2\1eil 
p~ r 11:s, lL J . 
Rabin, Michael O. 
Shortl!ffei !dward A. 
Siewicr~k, Oan1el 
Simon, H1li,'b~r t 
Th(.~lnp~~)n i l(~l) 
Virtl1; Ni(klB,u;.~ 
t1<):lnL1k, Sj:~~IJ~ 

FY 'JO 

Jdi~ion&l solicitations to cic: 

c!; f~)', 5~ymc\J i: 
rt61~r:J FQd~d";:D 
farn~:;;ter.. Jay 
:<n.uth, LJo\"13.16. 
Nrjl"rB, vilHli!.;:, 
SfliJml]l!~~,; Jean 
Tfl:lllflf)" or, 
~a.tson .'_":HTIily 

Seagat@ (Al Shugart) 

Si6C,OOQ Someone ~o ask Bob Chin to ask 

S 50,000 CGB to do? 
CCB to do: 
;~h,,:;,I:eU!le le' .s~i:-:i}( ;('1~; ~,'.~r!l n to $i$J< 

S j,000 plus S10,OOO IBK M~t~h. OS to ask 
OS t(~ ;~~k.i 

" .. , ')-0 ';:1 :)?\tl} 

.Jt)!; ::r:) ~rjL';:K'!jar .. h fE!J;'Lll:} rOi.1'tldiiitioh 

;:t-

OUQr two years -
R.ml~d.r l~~te~ ~ent ~i;27 

$SO~OQO in Ch~nn81 7 .tock pledged to CGB 
in sptlng 89. lOS spoke with Shear &nd 
Pell who said g~t it and they'll fJ"d 

Qli'/!?'"' CGB to call? 

S12!~Q~ atill due. Va~ ~aid rcmlndGf in sprin~. 
CGB or PodU9ka to ~all? 

eGB has called 

; 1=* 5 



PlOV 30 '69 c:c:: 17 vHL50N 50N5HiI GOODRI CH R05AT I 

WILSON, SONSINI, GOODRICH & ROSATI 

FAGe;IMIL.II:: 141\51 4g;&''llilH 
TI;:LI!)(: ;l43~QO WILlSON 1"1." 

Mr ~ Ga!.":.i1'1~:C .rlE~11(l.l:·1. (?; 

4 Herltage Village Orive 
Nashua, NH 03062 

PRol'I!S$IONAL COI'tPO~ATloN 

TWO P"LO ALTO SQUARE 
PALO ALTO. CAUFOilNlA 94306 

RE: MIPS Computar e 

F.Z/2: 

JOI<N ARNOt WIL..~ON 
CO\JN~II\" 

"".;.' ";"'.-,;. ·.·.f.·.,. :'.t',;;! t-.' r .• "'~? ,:.i, 1'.' • ,<'.," ~"., .,. : I"""' t', ., .;.[ <I" /". "'.:;r. t" '~. ~ 'i' ; I "" > .,.;., ':Of ', .. , 1""-'1 '1"'" i 'j- ~. ~ .' I -l "'" '.; 0::'. ~ _ .,,,. ..~;.\. .' •..• ,,~~.!.. .·t~! .·b',,' ", • ..1 ",<.~ _·M· ... , = ) t.)"" ,y.;.;...,11.'..><... _.1..' .".' ,I... J. r, •. '~\"" 

(' <~~ ~Jf I"!I~rr:.',;~ (:C),niF-~'~'.:'.~I~;<; ~j:lrr~t>-::;~n~;'r Il'iC"i .EOl." sale Ii:! *:.f~i::~ !.)r~;:'jlic~ 
':\ ~~:tJiritl\;v ~~(-B, Jlti:;le t·:~(~~~; rjei~t .. ~ .. ~';~(,(\ln jiOt~~ Sifl'~:~~ j{o~:c :If.i~t::. 
;,,:: jt :,..C ~:t.~~'j~~~1"!der1(:a ~ s to wt-l~,th·t~l~ :iO'i) t;1:. i 11 ~l }"i·t·~'nt:l tt' i.:r~c::1 ;~I(~·~.1- fj,',~ :L.· .. ~ :;.' r·E~ in 
-.' ~0gistration. As we anticipate that t~e offering will b~ 

.l a t·~~ *,t"f~-:·~~;i ~lt1 b)~f ·f.::rl~ 8 B:~)tt:t~· i,1:" it!f.;f. ~r~~t E:a:{~l1.~~.rH;:p~~ C~UlnJ:\.j!. t;!~.f ~ .. f)t:~ !)r~. (~rE 
bef't:/t$.~ Dec~~nb~l 1.5 9 \;~ '~t'tc)l~~ld €::.t)lY:·.·"!I; ·;~_ .. ~~·ts h~t:L~:-:L.tl9 ~·:t~(jln .. l~··:.'it~t :~~~; E~~~~~.~;rrJ: as 
pt)iS~it)le ~l~ t.r:~ whet:.r~Eil"· :f~~~t~ !:~~.t<,. J·~.~~.t~~1.;1~~1 t(, ~_r1,~~.\l .. ~~~(~S Srl~r$~ ir~ ·'~.tJ.~1 
o:ff~'j:: :itlg. 

Ph'l<lllSIS '::~mta0t. TIla l::-v ·;l;;~~"i~·;. '.n~ ~n" C'y faJ; ~t t:h'a ht).iI,lL~y.:s sii$t:. 
f·t)'i'··~~,J'l.., "'.'.~ ... hi.'V@l, f~i"fi J" ",'t' 'Cl'"' 'k':~i;-'"'' ., -f"" ·;··r..,,, ., "'''''".,:A!' '~"'J' U"'" "~~i"I[-"1'j' '~1.ti·L.- iJl\"'-~ ~c'h""'''' 

__ __ .--<_"'j _ ~1J .... :'!' •. t, .• 'i? ...... ;J,~N.'f ... 'he _ ... ·"" ~ ....... )r~L"'~ ,.\,,\~.L'~~,i>&·A 0.:.. .... ,";f;.A,~ "U~-.4f<""""l::',_.,.,r"l~~. "" .. ii':'~!. iff. g·AI. 

Tile ·!n.~,1' :~ .. ;L~~.t;. ~a(;i.pia"t~~ !l;t~c;~.1"·il.J .}tl.~)~~~:t' CC)l'f'}Jle'te.Q 'rlt~:~}\~irur.~,t~·tij '! 

Thank you for your ~ttantlon to this Matter. 
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July 11, 1990 
Executive Committee 
Janice Del Sesto 
Capital Campaign Planning study 

Attached are materials related to the i nterviews 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 indi v iduals 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> 
<ti tle> 
<company> 
<address> 
<city> 

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 
with 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 

(61 T) 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 Vhirlwind 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. Vith 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. 

>( X 
I . / 

/ 

~/ ,/ [> 



Pilling 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. 
Vithout 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 SIGGRAPB 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 National 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 Vest 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." 
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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 $ 2,500,000 

Endowment for unrestricted use $ 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 

new 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 •. 
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AKERS, JOHN 
Chairman and CEO 
IBM 
Old Orchard Road 
Armonk, NY 10504 
(914) 765-1900 

BECBTOLSHEIK, ANDY 
SUN Microsystems 
2550 Garcia Avenue 
MS112-40 
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 
Vashington D.C. 20550 
(202) 357-7748 

BLOCH, KICHEL 
Executive Vice President 
Corporate Strategy 
BULL HR 
Technology Park 
Billerica, MA 01821-4199 
(617) 294-4407 

BODMAN, LYNDA 
President 
Schubert Associates 
10 Vinthrop Square 
Boston, MA 02210 
(617) 338-0930 

BREVSTER, LARRY 
Vice President, Vorldwide Operations 
Aspen Technology, Inc. 
251 Vasser Street 
Cambridge, MA 02132 
(617) 497-9010 
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BROllN, OVEN 
19753 Farwell Drive 
Saratoga, California 95070 
(408) 741-5469 

CASE, RICHARD 
Director of Systems Analysis 
IBM Corporation 
44 South Broadway, 10th Floor 
Vhite 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 Vinter Street 
Valtham, MA 02154 

DECASTRO, EDSON 
CEO 
Data General 
4400 Computer Drive 
Vestboro, 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 
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DUDE, NANCY 
Digital Equipment Corporation 
Manager of Corporate Community Relations 
111 Powdermill Road 
Maynard, MA 01754 
(508) 493-5111 

EVERETT, BOB 
The MITRE Corporation 
P. O. Box 208 
Bedford, MA 01730 
(617) 271-2000 

FEIGENBAUM, ED 
1019 Cathcart Way 
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, VILLIAH 
Chairman 
Microsoft Corporation 
P. O. 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, VILLIAH RANDOLPH III 
The San Francisco Examiner 
110 5th Street 
San Francisco, CA 94103 
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BENDRIE, GARDNER 
Sigma Partners 
300 Commercial Street, #705 
Boston, MA 02109 
(617) 227-0303 

BINDLE, VINSTON 
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. O. Box 619646, MD 4215 
Dallas/Port Vorth 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 

KAGIYAHA, DIICBIRO 
President 
NEC System Labs 
1414 Massachusetts Avenue 
Boxborough, MA 01719 
(508) 264-8000 
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KAPLAN, DAVID 
Price Vaterhouse 
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 

KUEBLER, JACK 
President 
IBM Corporation 
Old Orchard RD, 35-07 
Armonk, NY 10504 
(914) 765-1900 

LANDHANN, FRITZ 
Publisher 
ComputerVorld 
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 Vinthrop Road 
Lexington, MA 02173 
(617) 495-6595 

HEAD, CARVER 
California Institute of Technology 
(256-80) 
Computer Science Department 
Pasadena, CA 91125 
(818) 356-6841 
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METCALFE, BOB 
400 Kings Mountain Road 
Voodside, California 94062 

HOORE, GORDON 
Chairman 
Intel Corporation 
3065 Bowers Avenue 
Santa Clara, CA 95052 
(408) 765-8080 

HORSE, 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, ICEN 
President and CEO 
Digital Equipment Corporation 
146 Main Street 
Maynard, MA 01754 
(508) 493-2300 

PAlJIER, VALTER B. 
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, SUBASB 
Chairman & V.P. R&D 
Cirrus Logic, Inc. 
1463 Centre Pointe Drive 
Milpitas, CA 95035 
(408) 945-8300 
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PELL, ANTHONY 
President 
Pell Rudman and Co., Inc. 
40 Rowes Yharf 
Boston, MA 02110 
(617) 439-6700 

PODUSKA, BILL 
President and CEO 
Stardent Computer 
100 Yells 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 

SCBVARTZ, 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 

SELIGKAN, 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 

SBAFTO, 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.O. Box 2393 
Boston, MA 02107 
(617) 720-3436 

SBULBOF, 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. O. Box 2016 
HS 01 025A 
Boston, HA 02106 

SU'l'TER JAMES 
Vice President, General Manager 
Rockwell International Corporation 
P. O. Box 2515 
Seal Beach, CA 90740-1515 
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YOUNG, JOHN 
President and CEO 
Hewlett Packard 
3000 Hanover Street 
Palo Alto, California 94304 
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408-432-6000 

516-391'1300 
201-221-2000 

213-515'3993 



([!,~S, DAVID T. 

tll.":"I, TAU.SHI 

(~l~IS(Y. GEORGE 

l')''..iSE. VILLI~ 

~;:VTZ. DR_ RCIULD 

nICHlER. J:'C( 0_ 

t:'.J~lEl, hERBERl 

l AH:;ER. DR_ t~ST 

l.'O!S[N. R06fRT R. 

l [ntJ,J. ~ IlWET1 S_ 

llE. U. ..... [IICE 

lUF. ~"'(lERT S_ 

IEIX~ER. II"OTHY C. 

l (U(S. JOliN t. 

llU, LEQ(~ 

lOC9~R, JMI 

L lr~ S, Oc.\"-lD L. 

lUfT. I:L.tJ.JS 

lTelllS, CR. JOHl( 

'V::HIZ. tEeN 

.... ·1))£11, Pf: TEQ E. 

"-'Ill I , JIM P. 

.... '~((UlA. ~~ CLIFFORD JR 

.... U!;l.!·S~IlA. PI, 

H: u'v, bJ;.lJC€. R. 

H:o.V, CRAIG O. 

wCCAV, JGH~ ELROY JR 
w(CAV, (EITH U_ 

"CCOT. J~S PI. 

MCOU.CX£N, EWARO R. 

MC(U'E. UILUoVt J. JR 

~GAH I ZATION 

XEROX 
HltSUBISHI ELECTRIC AMERICA 

~ ~ UIEX/lElEDYHE 

"*-3C01 
eM/COMPUTER ENGINEERING CENTER 

'* 18'4 
CHARLES lEE POVELL fOUHOA1I~ 

SIEtENS CO<P 

LAASOI flN), IHC. 

'"I BASIC fCUR 

C~ POSITI~ 

HI 

fR 
HI 

I!\J 

AC 

Io.\l 

10 

FR 

fO 

IN 

CH, CEO 

CH 

FROF'lEVP(REl ) 

ell, Pi!. CEO 

OIR 

V CM 
ell 
CH, CEO 

n,n 
CH 

CQqNELl/OORWELL KAT'L SEMICOHD. fACILITY AC Olt 
~:SOFTSEL ~PUTER PtlTS S\I co CH 

CH AAT'L CTR fa! AUT~TEO INfO R:£lRIEV.IJ.. 

N«JAH L C'O'WUT E R 

AtER TEeHS CORP 

MO(IA INC. 

ORAClE 

II I)(I)()R F 

!CAf'L II(SI. Of sros , TECI"'tQlOCT 

AVlIET 

STATE STREET BAN( 
LOTUS OEYrLa>m:NT 

APPLE 

KATSUSHITA 

~ ~ MCCAW CELlUlAA CCMUClCAllOWS 

~ "»f "CCA'II CELLUlAA COMMlCATl0t4S 

• ~ MCCAll CELLUlAA CU9UlICATlONS 

.. ~ "CCAIJ CELLULAR ~ICATJ0t4S 

KAXT~ (aU) 

SILICON GRAPHICS 

POtAAOID O)RP 

:! ~ I 

I., 

I. 

FO 

IU 

IR 

CH, ceo 

N 

IR N. CEO 

$V Oi 

, R C1I 

CV OIR 

01 CH, ~, CEO 

"I M 
~ CH, p~. CEO 

... H\41 RErtRED, OJlt 

fit eH 
)(1 VP 

III CH 

HI E'il' 

)C I .. " 
Q( 

N, CEO 

0< 

CITY 

STAI1F~O 

NE\I YOR( 

AUSTIN 

SAICIA a.ARIt 

PllTSBURG 

"'R~I( 

LA JOLLA 

HEU YCSU:: 

HEY YORX 

TUSTI ,. 

ITHACA 

l~lE\O:O 

MEV YOR( 

SUlIIn'Y ALE 

SAN JOSE 

BASI( IIIG R lOGE 

BHMOIT 

~lH"" 

CAll HERS8U!G 

CREAT NEO:: 

BOSTOM 

o..o.sRIOGC 

UOCOSIDE 

SECAUOJS 
I( IR I( U. PC 

(I RKLAPC 

I( I RI(lAN'.> 

I( II/(l.A)IO 

SAil JOSE 

I'OJICTAIII VIN 

~JDCE 

STAlE TElEP1tOK1: 

CT 

-HY 

TX 

CA 

PA 

KT 
'CA 

KT 

KT 

CA 

tfr 

CA 

MY 

U. 

CA 

IIJ 

CA 

'" PC) 

ICY 

"" "" CA 

HJ 

\lA 

\lA 

\lA 

\IJ\ 

U. 

U. 

W\ 

2{)3-968'~OO 

212-223-2250 

408·562-~OO 

412'268-3361 

914'765-1900 

619-459·3699 

212-832'6601 

203-255-5318 

714·731·5100 

607·255·8686 

213·412-1700 
212-249-07&1 

408· 7t.O-6000 
408·922·0331 
2{)1 '766-~010 

415-5~-8000 

617-890-3600 
301-97>,2300 

516-466-7'000 

617-186-3000 

617-577'6500 

201- 348· 7U00 

206- 627· 4500 

206- 627·4500 ~ ? 
206-~7-4500 

206-~7-4500 

408-~32'ITOO 

415'960-1900 
617- 577-2000 



ALPIIA. CIItER 8T c:x::K'AJlT .~ p~ 5 

~lt'( ORGA.)lIZATION CI:LP PO'SITI()I( till STArE TElEPHOHE 
.......... .. _-- .........•••...... - --_ .. ---- .......•...........•.....• - .. -. . ..... -.-._._---- .----_......... ._--_ .. _._ .. 

~:VJ,"::RIC. PATRIC': JOSEPH 

~fIUUE. ~OOERT 

I'iHF~. I'ooERT N. 

I'IICHELL, DAVID T. 

~)ffEll, D~A.lD P. 

... t_,;. E. GOIlOOl4 E. 

.. '<;I~C, DR. LUIGI 

"'-01 (1.1., KASAAJ::I 

"'.~ lll, CHARLES U. 

~.PRISETT, LLOYD 11. 

"Irt<:5. ROOERI J. 

HlI:A~A, TASUSHI 

IOt:A.O, HIOEO 

~(r'TJE, f'ROF. A)jllE 

"_I_~A, RAl~ J. 

1f("~'W. DAV I D A. 

It'J'Ox.. 0 P.. GtJI<:1X)N S. J It 

""JTcr. R03ERT le. 

M.JSSS~, OHLER J. 

MUll, ROT 

()'~PI£M. JOHIC 

U'q~"KlE. J. TRACT 

(J~"-~. OR. J. TIIISLEY 

(.~ I. K.A S.H.A 

C~~, J~S F. III 

os If RG,Io.RO. PAUL H. 

r "'~J..'''IO. OAV 10 

IAIlVSI.T, IotA)( 

r AIIKI:, ROUERT J. 

FAIAICt:. DENIjIS 

r A I I C~, U ILL I A.IC B. ~ 

'4t~ PUBLISHING (CCf1PUTER) 

*- 3COO 
~ ORACLE 

SEAGATE TECH 

FUJITSU SYSTEKS OF AMERICA 

IH 
)IV 

~ 

HY 

FR 

¥ -¥: IIITEL IU 

BU/CTR FOR CCI'«'\.ITATIOU.l 1 APP. DT~ICS AC 

so.n COIlP OF MERICA 

()UN &. BRJ.DSTREET 

JOtiH , KARY R. MAAI:LE FOJClATIC* 

CRJ..HN.AJC 

FUJITSU ~RlCA 

H 

"I 
ro 
III 

FR 

f(£C FR 

coRNELL/KAT~TlCAl SCIENCES JIISTITUlE AC 

.-WOV£LL s.I 

~BUS1"ESSl1J«) IIfC 01 

UT-A1JS1IN/ARTIFICIM. INTELlICEII'Cl: U.I. AC 

HHEL tN 

ASHTOII'TATE S'>l 

C(»o!PUl E R ~ I E itCH COR P • S'>l 

~ "I 

ROCKUELL IKT'L/ALLEM'BaAOLET "I 
UT~.wsTlMfTEXAS [liST. F~ ~T'L f(!CH. ~C 

FUJJTSU SYSTEMS Of AlERICA fit 

\JIUi CHARITABLE fruM>ATlOlC 

GeNERAL ELECTRIC fOUWOATION 

'tff * HE\JlE TT· PACKARD 

I!/f: '*' XEROX DATA SYSTEMS 
C06IVEX co.PUTER 

froeRAL CCHUC I CA TlONS a:H41 SS I ON 

MAl BASIC FOUl 

.I , 

Ii 

fD 

fD 

H\I 

XI 

H\I 

C'{ 

IN 

V Pi, ex SlS 

H \" DEV 

Pi!, COO 

Pi! 

Ctl 

Oil 

Cli, cro 
ai, cro 
~ 

PR, OAIA STS OIV 

PR 

PR, CEO 

OIl! 

N, CH, cro 
CH. M, CIO 

Ol~ 

V Cli 

PR, COO 

ro· rt-It , fl' Il VP 

eM, M, CEO 

VP/PR, CIO 

DIR 
01 

PR 

PR 

CH, fDIt 

f~ Ctl 

PR, CEO 

01 

PR, CEO 

MASKUA 

SAHT A CLAIlA 

BE lJ'O-II 

SCOTTS VALLEY 

SAil DIEGO 

SAHT A. CLAIlA 

BOSTOff 

"E\.Il~ 

h'£\I TOR"( 

H£V TORK 

SEtl1PAGE 

SA)( JOSE 

HCUHAIN VIE\I 

IT !'.ACA 

PROVO 

SAJf JOSI: 

.wsr IN 

S<I.H r" C LAllA 

'~RA~ 
El S£Q.H>O 

BHHPAce 

EL S£Q})()O 

AUSTIN 

SAil DIEOO 

~TL"1ro 

fAIRFiElD 

PALO ALTO 

924 \lESTUOOO 

RltlWlDSOH 

W.SHtNGIOlC 

TUSTIM 

HH 
CA 

CA 

CA 

CA 

CA 
0"", 

NY 

NY 
NY 

IIY 

CA 

CA 

u 
lIT 

CA 

TX 

CA 

CA 

CA 

NI' 

CA 

TX 
CA 

liE 

CT 

CAo 

BLVD 

1X 
DC 

CA 

/1 
(08·562·6400 / 

(15·598·8000 

(08·(38·6550 

619·481·1,0G4 

408·987·8000 • 

617-353-3069 

21Z-371-5-800 
212,593-681)0 

212'(89-6655 
516,575-0574 

408·432-1300 

415·960·6000 

607-255'8005 

801-31V-5900 ' 
408·1,37·0400-

512-471-9567 

408'987-8080 

213·329·8000 

213-615·0311 

516·575·0574 

213'6-47-5000 

512'471-3312 

619·481-4004 

207·nu·2211 
2Q3·373·3216 

415-857·1501 • 

LA, CALII'. 

214-852·0200 
202-632-1000 

714-731'5100 



I 
7/l.~'/Y'J 

II 'j'I(tD, DR. PA.UL JR. 
I , "1.1 'l S, 1 KCXA S J. 

;'c~C', H. ~OSS 

PHIllIPS, THOHAS l. 
I' Il ~ I 11. JOHN l. 

I;)ST, DR. ROSERT l. JR 

1'~_lRS, DR. Eo\u'RO J. 

:-,(SS, FRA~I( 

r~I(E, ClAREKCE l. 

v;~ts~£Y, SAFI V. 
-""1((,1, QJlIANE 

Hl,," .. ~, STEVl:K 1._ 

'l ~O. JOliN S. 

~E I(~.).'pj)r, CARL E. 

• ( \() ~, R. BRtcr 

P(.I.(H, .tOH1! V. 

~['61B~. JAI'I£S D. 111 

H . .oC£RS, 1.J. 

HO\C~I. GIORCIO 

;'.;t ~ R Fe" 0, JOH II .'It 

~C,l,lI Sf. GEORGe 1)(. 

~('·'Xl ER. VI LlI "" J. 
~QJllEl, .Y-lI'M 

~E;:-"~IU, \lAUER 

~~UflElO, C.l. 

~kllln. R.GEHE 

~~l,,{l, JI-O: E. 

\klf~[RO, MAIII: JR_ 

HULET. JIK A. 

W;II1Z. n~JlI: 

: n..ull, I-lAA I. 

ORGANIZATJOIC 

MIT/KICROSYSTEMS RESEARCH CENTER AC 
TAHDEM ~~ * '*" PEROT GROJP I'll 
RAYTHEON I'll 
CBEHA - COMPo , BUS. EOUIP. MfG ASSOC. 10 
OFFICE OF SCI.&TECH. POL.-EXeC OfF. ~ES CV 

OJT • "lIST III/ElECTROIC I CS RESEA~CH CEil T Ell Io.t 

HAT 'l RESEARCII aucCll CV 
FON. OF THE L1nOM IICXJS1RIES FO 

• AST RESEARCH IN 
OUVETT I ~T Of NtEItICA 

~ TEClI DATA ~P 

CllICOAP 

'JEllS FARGO 

PUIDUf/CAD/CM CEil T ER 

TANJT 
N'E1! I CA.H ~ss 

CYPRESS SEHlconoucTOR 
HEHOREX (CCHPU1ER SUPPLY OIV.) 
o & B 

foIAX Ta! CORP 

CQHNER PO IPIlERAlS 
,l.f>PlE tnCPUlER 
HCGRA .... ·Hlll 

PACTEL COflJKlCATI~S 

RATTltEOH 

TERADAI" CORP 
TEXAS INSTRUMENTS 
MiCROSOFT 
BOeIIlG CO. 

SEACATE TECH 

lit 

H'J 

I'll 
)II 

At 
D I 

"I 
l!\J 

la 

"I 
F.\J 

IN 

IN 

.0 

"I 

"I 
H'J 

XI 

S\I 

HI 

H'J 

p~ 6 

CITT STATE I ElEPIIONE 

DIR 
ClI 

FOR 

CK, CEO 

PR 

DEC DIR 

DI~ 

Dli:t 

Pit 

Oi, PR., CEO 

Pit 

~, [;£0 

Dl, no 
01, ao 
011{ 

C'I, FII, UO 

(II, FR, no 
N 

M, CEO 

CAXBRtOGE MA 

CUPERTINO CA 

12.377 MERIT DR. TX 

LEXINGTON I1A 

YASHINCTOH DC 

~SHtNGIOM DC 

AUSTill 'IX 
~SHIMGTOH DC 

BEVERLY HillS CA 

IRVIIIE CA 

MEU YORK MY 
ClEAAW,lER FL 

liEU TCCU:: NT 
SAA ~ISCO CA 
11«> I A I(APOt{ S III 

rOIH ~III TX 

11£\1 TORI( liT 

SAJI JOSE CA 

SA.HTA CLAIV. CA 

~, IIIIHACT .DATA LEXIIICIOt1 I1A 

CA 

CA 

CA 
NT 
CA 
I1A 

CA 

TX 
W. 

\ll\ 

CA 

PR, [;£0 SA.)( JO$E 

v (H SAIl JOS1: 

CH, PR., CEO CU'£RTIIfO 

FR, t~ro SVC.S to liEU ToqK 
FR, CEO W,lHUT CREE~ 

FR lEXINGIOM 

CH lOS ANGELES 

r~ eH, DIR 

Pi!, c::::o 
eH, CEO 

ClI, CEO 

DALLAS 

REDf'O«> 

SEATTLE 

SCOTTS VAllEY 

617-253·8138 

408-nS·6Q00 

.wSIIM 
617 . 862 -6600 

20Z· 737-8888 

202·395-4692 

S12·471-3954 

202·334-20(;() 

213·859·5423 
714 ·863-1333 • 

212·371·5630 

613·539-7429 -

212'559-1000 
415-396·012.3 

317·274-0e00 

817·390·3700 

212·MO·2000 

408·~3·2600 

408'957-1000 

408·4J2·1700 

408'4J3-33-40 

408·996·1010 

212-512·2QOO 
41S-9H·SOOO 
617-862·6600 

213·tQ7·am 
214·m·20'1 
206· 682·8080 
206·655-2121 
~08-438· 6550 I 



1/0S/90 

SIUS. ALFRED 

SI~::"iDS, KEHNEIK \I. 

SI~S, J.lJ",ES K. 
SIN~LET~, HEMRY E~RL 

SKATES, R~ALD l. 

SHC1~. ALfR'CO 

Si'(;QC"(, CHARLES E. 

S:;OJl~ES, JOOH P. 

Sl'lET, DELbERT C. 
S IE El, .Y.)Il1C M. 

S 1E III. AlfRED J. 

SlREEl~, ~. BEN C. 
ST'..QlS~I, RQ3ERT 

UI().r.)., T. 

1 ~ 1f.X:*, S I It JOIIG LA 1 

1 "'SAl: I, SE I I: I 
l.IJ..'9, HEIIIIY 
TAYl~, IIICItARQ U. 

HLLEP, DoUIIEl M. 

1000, MltKAEL J. 

TOIlT, DAVID 

1R.JJtIEl, JACt: 

THTSIC, JA.".ES G. 

1SE, SEIIK.l.RD K. 

IL'l:IIEII, IIllllJJ\ J. 

W1:DELl, JOKll C. 
• H(~.AN, DAVID 

OULlER, Eo lEE 

OU U::E R, JOhll 

W.lCG, AMI HO/'f U. 

W)lG, CliARlES B. 

I 

~GANIUJJOH 

WAT'L TElECOHH , IHFO ADMIN.(HTIA) 

TERADATA CORP 

COHCURRENT COMPUTER '* l4 TElEDYNE 
DATA G.e:HERAl 
CH/IHfORMATIOH TECHNOlOGY CEMTER 

WAIIOKAl S£HlCOHOOCTOR 

~ CON~ER P£R I PHEIW.S 

MYMEX 

PURDUE I C'CJK'UT I tIC COITElt 

VlSI 

UT-AUSTIWf"ltROElECrROWICS RfSEAJCK CTII. 

CAP GEMINI UCCUCA 

HITACHI AHEJtlCA 

r A)()QM COI'{1> 

t. 1T0f1 & 0:>. (~'HCA) 

NJfJ 

lOCl(HEEO 

l~HEEO ~p 

COI1:HEll/ClR f~ AP9L1Et1 ""'-TN 

IY8f SO Fl \rIA U fO.N)" TI OM 

*~ ATJJU 
TAHOE" 

I/TSE lECHItOlOGl 

ADP 
ARROU ElECT~ICS 

itt $OFJSEl ~P\lTEIt POTS 

DEll CQoIPUTER 

~ AUTOOES( IIiC 

... COCPUTER ASSOC. 

'* IX)I(pUl E It AS SOC. 

CIlT 

GV 
l\;J 

IHI 

"I 

ASST SEC,COMK&IHf \lASHINGTOH 
FR, CEO LOS ANGELES 
CH, F~, CEO IIHT~ FAllS 

CH 

h'\l no;>, coo 
Joe Ol~ 

H'.l PR, cro 
H'.1 £Vi> 

~I tH, CEO 

~c OIl 

IN tH, CEO 
At 0111 

fR CH, CEO, PII 

1R ~, tEO 

t'\l Cli, p~ 

fR Oi 

sv t'Of. CJi 

Ml CRP PR,J~rO STS 

"I tH, CEO 

M; OIR 

10 ?R 

... H-,I CH, CEO 

IN ~,ceo 

N C1I, tEO 

sv Nt, coo 
01 CH 

$\I co tH 

H'.l Pi!., coo 
If,[ eH 
$\I PRo coo 
$\I tH, cro 

lOS ANGHES 
\IE S T BOOOOGH 

PITTSBUlG 
~NTA CLARA 

SAN JOS1: 

liN TORK 

II«> I AHA POt I S 

SAI(JOSE 
JollSlI N 

liEU Y~t: 

1 AAA T T<7,.,,. 

~AAt: 

liEU YORI: 

ROSHAHD 

CALAB"SAS 

CALAB"SAS 

ITKACA. 
CAABR I~ 

~'1IIITVAlE 

OR£RTlItO 

SAil JOSE 

ROSElAAO 

KHVlllE 

INGlE~ 

AUSTIN 

SAUSAll10 

CARDEN CITY 

CARDEN CJTY 

~ T 

STATE TEl EPh'CtIE 

DC 

CA 
HJ 
CA 
lolA 

PA 

"CA 

CA 

IIY 

1M 
CA 

TX 
NY 
tiT 

CA 

NY 

HJ 
CA 

CA 

MT 

AA 

CA 

CA 

CA 

IIJ 

111' 

CA 
TX 
CA 
NY 

IIY 

202·377'1832 

213·827·am 

201'158·7000 

213·277·331 I # 

508-366·8911 

~12·268·6741 

~08-nl-5000 ' 
~oa-433·3y.o # 

21Z·370·7400 

317-494-17B7 

408-434'~ 

51Z-47t·4493 

212-221' nro 
914-332-5800 

805· 523-0Y.0 
212,818-8000 

201'99'-5700 
618-712'~ 

818-712'2000 

607-255·4335 

617'~I'B7OO 

408-745'2000 "~: 

408 -n5 -6000 

408·433·'000 
201·994· SIY.O 

516·391·1300 
213 • I; 12· 1700 • 

512·338·4400 ~ 
415·332·2344 -
516-227'330D 
516'227'3300 ~ 



.. 
1/05/90 

~""'E ORc:Alf( UJlOM ~cu:> POSIT Ie:-.' CITT STATE TEU:P1IOME 

~ARlIC(, OR. CHARLES H. 

~"II.:i:r:., JOliN E. 

U~SSER~AW. lEU R. 

UATSOH, THOMAS J. JR 

~lB£R, Ullll~ P. 
10'( IlER, ~ERT (. 

~rIS~", ROGERT E. 
l.'l.lCII, JCtIN F. JR 

Vi: L (E, VI.REMCE A.. 

~l.Sl. J. THCl".AS 
"l S 1 ~, JOSII S. 

V~ITE, E~ R. 
IIHI TE, PHILIP E. 
~11E, ROGERT 

IIlw8E-~ITK. DEBRA 

VITTG<KS1EIK. PETER PaJMZ 
lA.SAFLI(lJ. ~T""'I 

l().ICG, J~ A. 

Tl~II. 1~ C.r::. 

l.ACKAAT. IICQMAJI 1 

llTf, YILLI...,. BERKARO JR 

rt,,~Je~~ J ~ c., .. ff 

UT -IJJST 1I11CCK'UTAJlOHAl COlTER * ADOOE STSJ[HS 
JULES' GOalS STEIN fOUNDAT(QH 

*~ I~ 
TEXAS INSTRUMENTS 

cutLJNET SOFT~ARE 

OW & B~SlREH 

CE 

,I.e DIR AUSTIll 
SU CM. CEO MOUNTAIN VIEV 
fO CIf BEVERLY KILLS 
... HW F~ CH ARI'OHr:: 

HI E'r"P,PR,S-COIo().tRP DALLAS 

$\I ~. coo "' Sl1o'Ca> 
HI 

"I 
ADJJlSO • THE CCfo'P. SFJ~ I. svt (l1).ASSOC 10 

~, coo 
CH, cro 
CH 

1IE11 TOfU:: 

r-'JRFlELD 

ARLJIIGIOW 

~ S 1 BaKJJ(;H 

ROSHA.IIIl 

SUOfTYAlE 
$.IJf J~ 

UASHIKClDlf 

UASHINGTDIf 

MEV T~ 

DATA GENERAL ~ 

ADP SV 
N'l>AHl OM'lIrER ~ 

\lYst; TECIINOlOGl' ~ 

KAT'l ACA[)afI' Of' ENGIMEUIIIG GV 

Offltt or TECH. POLICT'DEPT Of ~ bY 

fV.MNE~ CAPITAL FR 

SIt V? Sl$ tJ EY 

tHo cro 
VCH 

". cro 
Pl 
ASST St:C 

P1t 

FUJITSU "laoELECTROIC(CS 

I€\A.E 1T • PACXAAO 

FR Pa SAil JOS£ 

Wi/f AST II. E SEAR or 
lOGICA DATA AJlOIITECrs ** PUBUSHINfO (OM'UTEIt) '* S V1 1'1,· ... ,.0 ~ys-l ~".{ 

IN Nt, CEO PALO ALTO 

IN co CIf IRVINE 

SlJ P1t \lAl T H ...... 

H I P'.AXA.l "P A" 

HW ell.,. PRJ ~C£o flf.J ... f~~ Y;.e.., 

IX 

CA 

CA 

Ill' 

TX 

KA 

512·47'·3241 
415,961-41.00 £' 

213·276'2101 ' 

214'995·2011 
617'329-7700 

-NT 212·593·6800 

CT 203-373'2Z11 

VA 703·522'5055 

KA 508·366·a911 

IIJ 201'994· 5828 

CA 406·746·6000 

tA . 406·43l· 1000 

tJ C 202· 334· 2000 
DC 202·3n·365J 

MY 212·tQ6·0040 
CA 

CA 

CA 

MA 

Fl 

CJ1 

408-922'9000 

415·IS5T·150' 
714·863·,m 
61 T-69()· TT30 

fr5 9to 1300 



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 

? Allan Kent 
? 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 
lCL 
Dave and Pat Nelson 
New York Air 
Ed Schwartz 
Paul Severino 

Total 

$5,475 
$5,850 

$500 
$1,000 
$5,850 

$18,675 

$8,000 
$1,500 
$1,024 
$1,024 
$2,048 
$5,000 
$1,000 
$2,500 
52,250 

524,346 

$1,500 
$15,POO 
$2,048 
$1,024 

$500 
$2,048 
$2,500 
$1,365 

$250 
$512 t\U~ t\LlI\J AJ..Lu..u­
$100 fl..U..d. ~v ~ 

$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 



board yem 

A 8 C D E F G H 
1 Board Mem Capital Corporat Annual Bowl in-kind attd Term 
2 Hendrie 13000 n/a/yes no 5000 n/a yes 86 - 9 0 
3 Bodman no 100{) nof2l-~ no n/a yes 87- 91 
4 Chapman no no 250 no ? yes 87- 91 
5 Donaldson 5000 3000 1000 1000 Iyes yes 83-87;91 
6 Eklund no n/a 100 no Iyes Iyes 88- 9 2 
7 Foster 10000? 1000 no 5000 wi II Iyes 87- 91 
8 Fredkin no n/a no 3000 n/a no 88 - 9 2 
9 Gerrity no ? 1000 no no :yes 87- 91 

1 0 Greene no no 500 no no yes 88 - 9 2 
1 1 Hopper no no no in kind Iyes yes 87- 91 
1 2 Humphreys no yes no no no no 87- 91 
1 3 Johnson before n/a 1000 2000 n/a yes 88- 9 2 
1 4 Kapor 100000 n/a no ",,- Iyes n/a somJ: 84-88'92 
1 5 Klein before n/a no no n/a somE 85 - 89 
1 6 Lucky 1000 no no no yes somE 85 - 8 9 
1 7 Mead 20000 n/a no no n/a no 85 - 8 9 
1 8 McKenney before nr~oC) no 1000 I yes yes 83-88'91 
1 9 Morse 4000 1000 no 500 no "Les 8 7 - 91 
2 0 Nelson 25000 yes no 15000 Iyes yes 87- 91 
2 1 Noftsker before n/a no no before L,{es 87- 91 
2 2 Pettinella 800 1000 no 1000 n/a Iyes 87- 91 
2 3 Poduska 1000 no 5000 n/a Iyes 84-88'92 
2 4 Rotenberg no_-"""'I ~mer no '\ no Iyes Iyes 85 - 89 
2 5 Sammet (5000 r),/a no '" no n/a Iyes 83-87'91 
2 6 Schwartz Iye~ n/a DEC no 500 Iyes Iyes 83-87'91 
2 7 Selia man no no no no Iyes 87- 91 
2 8 Severino before 1000 no 1000 before Iyes 87- 91 
2 9 Shear before n/a ~I 0lT\J 500 n/a Iyes 87- 91 
3 0 Sltkin no no 500 no YES Iyes 87- 91 
3 1 Smart before n/a DEC no no n/a Iyes 87- 91 
3 2 Spenser 1000/y 10k no 1000 YES yes 87- 91 
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A B 
1 Nominee Oraanization/ 
2 Jack Lewis Chmn Amdahl 
3 R Ungerman Ungerman Bass 
4 Gioraio Ronci Pres MemorexTelex 
5 Chuck Exley ChrNCR 
6 Larry Matteso VP Kodak Info System 
7 Owen Brown Pres Synthesis 
8 AlainHanover Pres Viewlogic 
9 Will Hearst Pub Examiner 

1 0 Tony Pell Pell Rudman 
1 1 Dick Ruopp exPres Bank St Coli. 
1 2 L Tessler VP, Apple 
1 3 Gordon Bell VP Ardent 
1 4 Chris Wilson Chrman Eliot Bank 
1 5 Jim Baar VP Hill & Knowlton 
1 6 Esther DYson herself 
1 7 Ned Johnson Fidelity 
1 8 M Berastein Arthur Anderson 
1 9 S Zuboff Harvard 
20 C Malone consultant " 2 1 G Friedman VC Coopers.:\r I . \. J 

22 Gordon Ulmer EO\E 
'-> 

23 Bill Gates Microsoft 
24 Bill McGowan MCI 
25 M Tannenbaum AlT 
2 6 B Henderson Greylock 
27 Ray Stata Analoa Devices 
28 M Simmons Bank of America 
29 N Nearooonte Mit 
30 Dave Carlson K-Mart 
3 1 M Heschel Baxter Labs 
3 2 B Smigel VP John Hancock 
33 Regis McKenna himself 
34 IBM J Cannavinno 
35 J Kuehler 
3 6 GConradis 
37 a:c ? 

nominees 

C 0 
Nominator Museum Cont. 
Sitkin Visit $$ 
Sitkin 
Sitkin 
Sitkin 
Sitkin/Bell I push ina Kodak 
Johnson dinner 
Chapman dinner/memb. 
Bell Bowl 
Bell bkft GH JdS 
Bell Naiman/Strim 
Gassee/Bell Bowl 

Bell $120 000 
Bell Bowl/dinner,n 
Seligman/Bodr Bowl/artifacts 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Bodman 
Seligman 
Seligman 
Seligman 
Seliaman 
Seliaman breakfast 
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Pot. Gifts 
$$$ 
$$$ 

1$ 
$$$ 
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$ 
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$$$ 
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$$ 
### 
$$ 
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won't give 
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i 
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A 

A 
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THE WALK-THROUGH COMPUTER 

Proposal for a Landmark Exhibit at The Computer Museum 

Proiect 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 
existing or planned exhibits at The Computer Museum and other institutions 
address computer history and applications, no significant project at a public 
institution exists to tackle the most fundamental topic-how computers work-in 
a way that overcomes the fear and inadequacy much of the public feels about 
understanding technology. 

The Walk-Through Computer will consist of a large-scale, theatrical, 
functioning computer, complete with keyboard, mouse, display, printer, 
circuit boards with processor and memory, and disk drives. The computer will 
be running a real 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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THE WALK-THROUGH COMPUTER 

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-Throueh Computer? 

We are living at a time in which the computer has rapidly become one of 
society's most important tools, perhaps the most important tool. The speed of 
the computer's introduction has left many people 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 
w 0 r k ? ", 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 
connection between this logical concept and the computers they use at home 
or at school. Other visitors may desire to learn the detailed anatomy of the 
computer at first, and then decide to explore how the whole hangs together. 

Collective experiences will be nurtured within the Walk-Through Computer. 
Groups of visitors will be able to interact with the computer as a team. The 
Walk-Through Computer will have the capability to be pre-programmed for 
use with school groups as part of scheduled 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-Throua:h 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. 

W hat Will Visitors Learn from the Walk-Throueh Computer? 

As the Walk-Through Computer will address a diverse audience, the main 
educational goals of the exhibit will be to convey only a few important 
concepts. However, a rich array of further information will be available for 
those who seek it, without distracting them from the primary educational 
concepts of the exhibit. This will be implemented, in part, through interactive, 
computer-based stations that use 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 Throul:h The Walk-Throul:h Computer 

Approach 

As you approach the Walk-Through Computer, you will see a giant monitor, 
keyboard, and mouse-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 F 1 key to clear the immense screen, and then jumping on the F 3 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 mouse will also have a transparent portion, revealing the ball, wheels, and 
encoders 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 the mouse. 

Monitor 

The giant color monitor placed next to the keyboard and mouse will instantly 
display the effects 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 infonnation 
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 infonnation 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 playas needed. When 
visitors using the mouse and keyboard enter commands to store an image, you 
will witness the flow, of infonnation 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 perhaps the most important series 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 
accompanied by a spoken description of its function. 

Then, you will have a chance to slow the passage of time down a millionfold 
and watch the behavior 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 operations 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 
use of its disk drives. A disk access will cause a six-foot diameter platter to spin 
and a model of a head assembly to move across the surface. Patterns that 
simulate regions of magnetization will be printed onto the surface in all but a 
few tracks, where instead, you will notice changing patterns projected to 
simulate the storage of new 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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DeyeJopine the WaJk-Throueh Computer 

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, Leamingways, 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 series of best-selling educational 
books including The Way Things Work 

Philip Morrison, MIT, Institute Professor and co-creator of many popular 
films, articles, and programs on science, including the PBS series 
The Rin~ of Truth 

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 
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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,OOO-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 
Learning Curve" column in Computer Update. 

The Walk-Through Computer will be designed by Richard Fowler, visiting 
expibit designer at The Computer Museum, on loan from Britain's award­
winning and highly popular new National Museum of Photography, Film and 
Television, where he is head of design. Formerly senior designer at The 
Science Museum, London, he has designed numerous highly acclaimed 
exhibitions. He is particularly known for his designs of three-dimensional 
exhibit environments, including a nuclear power reactor and a television 
studio. He is uniquely qualified for the challenge of designing the Walk­
Through Computer. 
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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 

concept development 
exhibit design 
three-dimensional fabrication 
graphic & photographic prod. 
computer & video hardware 
working models & effects 
promotion, marketing 
educational materials 
administrative support 

TOTAL 

END 
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Cash Cost 

$80,000 
$50,000 

$350,000 
$65,000 
$30,000 
$85,000 
$25,000 
$15,000 

$700,000 
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In-kind 

$20,000 

$130,000 
$65,000 
$10,000 

$35,000 

$260,000 



The Computer Museum Capital Campai n Summary 
Phas es I and II 

_. ---_. ----- ---- ----
Jan. 9, 1989 

FY1984 FY1985 FY1986 FY1987 FY1988 FY1989 FYI990 FYI991 FY1992 FY1993 FY1994 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 1,345,334 425,957 740,820 190,123 63,396 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 
GIL Receipts 299,294 1,342,949 395,026 557,262 164,394 26,648 2,785,573 
Amount Due' N/A NIA NIA 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 (56,109) (5289) (521,342) (5581 ) (528,321 ) 
Unrealized (5208,539) ($.10,621) 

, Not calculated 
" From audited statement 

FY1984 FY1985 FY1986 FY1987 FY1988 FYI989 FYl990 FYI991 FY1992 FY1993 FY1994 TOTAL 
PHASE II - Unrestricted only 

Pledge Goal 5580,000 5 \,270,000 51, 100.UUO 5900,UOO 51,OSO,OlXi 51,8S0,UlX) 6,7S0.000 
Pledged 5265,250 59-H.996 510,669 1,217,91:' 

%7 ,~()H 
--. i,:\.I,I'/11 

Pledged Due 5192,5lX) 5-110.299 529R.693 
b/{":--c-cc~'i'-:-plts-------i----t----t----t-~5~1'I;-:;2'-;o.s:-::(xi -s:iO<JN7 -512)\'1 

GIL J{cccipts 5192.250 5-W7,974~2:-:iY7!----! ~2}2i 

Difference' 5250 51,663 5236 
~A_m_ou_n_t_D_u_e_" ____ ~ ___ -+ ___ +-___ +-__ 5_2_50~_5_2~,3_D_-r-5_2_6~6,_I_%+-_52_4~,O_2~4~_5_2~1~_-._\2_1 __ S_I_5~,2 __ x)~~S~5,_00_l_)t ____ S_Oli ___ 3_3_"~,5 __ 87 

Projected Cash (Plan) 5290,000 5780,OCX) 5I,OI2,5L\J 51,042,500 51,025,UlX) SI,412,5lX) 5725,UUO 5-162,500 6,750,O()0 

Total GIL Receipts 299,294 1,342,949 395,026 5749,512 5572,368 559,145 so so 50 50 3,418,29'\ 

PH I and II 

PH II I.ludget (70% of Projected Cash Plan) 57U8,7S0 5729,7x) 57 1 7,...SlXi Sll&",7S() 55U7,500 $.123,7:.li 3,976,000 

Total I.ludget (PH II Budget + PH I Pledges Due) 5772,146 5700,598 5727,420 5991,02·\ $508,750 $.123,75U 4,103,681' 

• Difference between Receipts & GIL Receipts reflects gains, losses and commis5ions on stock 
•• Pledge Due less Receipts 

m",-j t\J!)(j U) ~J:-ni(r~J) 1.1'0 /'1~ I, ,{d,rt3) 37),7/1,­
/f'I, .... jl1i>·7>.J(UJ{'-'P(i) )u,),7)-) ot;" '117 -1}/, ,,~) 

{,)::-'7 
,/-) 1)1 

I JU, ',') 
{j( -~'1 

'/ 

,-Ju..'- (,".i< ~ 

f-v\",-, {.j 
,.h' (;; - ,:1.,)( I iii 06 /«['<.~) i-1'::-o(.·JF rf.).JIJ.; / 

!)J~J'J/,(.) I{) Srl1r( I hUll-"':> t'~II'P..'I;-
,'If.l:.f. }, (A(!V,'~') 1Ll... 1\1;,.),.,-- IlUy'<,) 1'(/;\1.,:) 

{I/, 1-/ (II'~'/-:' 

\ 



1'1 ".1 !;" 
Name IIC Yr I'll R/U Solicitor I'ledl\e Due Rl.'<:eipts Date Paid 1 Match GIL Rqlts Am't Due Comm""t 

Pled!;e 
Name IIC Yr PH R/U Solicitor Pled!;" Due RC'<eipts Date Paid 1 Male!' GIL Rc-pts Am't Due Comm""t 

AUNbach, I. I 84 I U Bell 1,230 2';C 2..;C 5 250 
lIachman, C. II 11-1 I U Bell 5,()t~J __ 5,~~~ J.n', S J.l~~ 

~ 
--+--- - -- --- ----.. 

IIl'lI, C. Il IH U I()v.'~) 1 J(AJ.'I'J.1 \(\).'1'11 S IlJO,72..1 

Bloch, E. B 84 I U Bell 3,.5OoJ 3.5c'J 3~;"''\J 5/14/84 5 IB~I 3~:;OO 

Boris C 84 I R Strim~el 3500IK 3500 IK 3500 IK 6/28JB.l 3500 IK o In-kind photo murals 
Brooks, F. I 84 I U Bell 100 100 IDe S 100 
Chcheyl, S. I 84 I U Dell 4,096 4,096 U'61 S 4,061 
DEC M 84 I U Kotok 100 100 100 100 
DG C 84 I U Bell 75,o...'\l 25.!.'(\J 25.0...'.) S 25,000 
Donini,l'. I 84 I U LIe II 25{) 50 50 S SO 
Dr.lnc, D. I 84 I U Dell 25,COO 25,l\: ... 25.0...'\J S 25,000 
Eisner, D. I 84 I U Dell 1.250 250 2..:;0 S 250 
Everett, R. D 84 I U Bell 5,000 50( :"''\J S 500 
Farmer, R. I 84 I U Bell 1,000 1 ,CO: 1.C>:-:: S 1,000 
Forrester, ). I 84 I U Bell V'><x) VOl) V,z).l S 2.415 
C,lsloll SIlOW C H·I I U Bell 5,000 5.CX\. 5.(,(':; 5 5,000 
Cro:;s,S. I H·I I U lie II 5{) 50 50 5 50 
Guatelli, R. I 84 I U Bell 1,250 2..:;0 2..:;0 5 250 
/lindle, W. I 84 I U Bell 5,000 1,0...'0 1,049 5 1,0·19 
Iloffman, R. I 84 I U Bell 2,500 .,-, 

-"'" .,-" _"'..: S 2..:;0 
I luber, ~1. I 84 I U 1250 2..:;,0 2.;0 5 2:;0 
Johnson, T. D 84 I U Bell 10,COO 2.(-X 2.C ...... _ S 2,000 
Kilby, ). I 84 I U Bell 4.096 1.024 1.02.;1 S 1,024 
Knowles, A. B 84 I U Bell :i,(\()(1 5.((" 5.C-:-2 5 5,000 
Kotok, A. I 84 I U Bell 500 Il\: lC(' 4/1/&1 S DEC 100 
l.e\·y, J. I 84 I U Bell 50J 1('::> 1(-:: S 100 
~Iaguire, ). I 84 I U Bell 5,000 5.C'i..\J 5.CXX: S 5.000 
~1cCracken, D. I 84 I U Bell 5,0110 1,(<<' I.C-X' S 1,000 
~1cKenney, ). B 84 I U Be II 1,000 3C~. X-v S 300 
~IITRE C 84 I U Bell 10,000 10.('( 10.l\:oJ S 10.000 
~C'I~on, D. B 84 I U Bell 2..:; , COO 5.C-_v] 5.L\X' S 5.(X){) 

I'oduska, ).W. Il 8·1 I U Be II 6.'1,2::.0 6.9.L::.u (,8.2.;.:>1 Is 67,620 

Sammctt, ). B 84 I U Bell 100 101: 1(-:: 101.) 

Sutherland, I. I 84 I U Bell 19,000 19.(-: ... 19.C-)J 19.000 

System Development F 84 I U Bell 10,000 10.C':{ 10.l\:-J I 1/17/8-;15 10.000 For S~ge Exhibit 

Welmers, T. I 84 I U Bell 50J IC ... 1(( S 100 

I 
PH I FY S4 404,036 30~,IHI 3(»),J 55: 299,294 0 



I'ledse 
N,me IIC Yr I'll R/U Solid lor I'ledr,e Due R~eipls D,le Paid 1 Male~ GIL Hepls Am'l Due <Amm"," I 

Pledge 
Name lie Yr PII R/U Solicilor Pledge [)U4.' Rt'<"i~ DAle Paid 1 Maid GIl. HCI'I~_ Am'l Due Comm"," I -- -- U Jt(lrn C 85 I B"II '1,0% ,I,O<J6 4,()')t, S __ ~,()'~h 

Anll'rMgl C 115 I U McKcllIwy 4.000 --I:OI .. ltJ 1,<'\;"" S I,O(lO 
Anderson. H, I 85 I U Bell 10.356 10,356 10.356 S 10.178 
Apollo C 85 I U Bell/MO 90.<.\.'0 15.C\.\) 15,l\X S 15,000 
AT&T C 85 I U Everett / Dell 50.000 25,000 25.<.\.'0 S 25.000 
Allcrb~ch, I. I 85 I U 2-"C 2S0 S 250 
Bachman. C. II 85 I U 2,763 2,763 2,763 S 2.692 
BankAmerica C 85 I U Bell 50,000 15,<.\.'0 15,C'~ S 15,000 
Banning, j. I 85 I U Dell 1,000 I,<.\."\: 1,C\.'\l S 1.000 
Belden, G. I 85 I U Be II 1,000 2-::.0 250 S 250 
Bell, G. D 85 I U 460,000 460,0:0 460.<.\.\J S 460,000 ? 
Bertocchi, A, I 85 I U Bell 1,000 I,C\.'O I,C\.'O 12/Zl 18-1 SDEC I,O()() 
Ik>ston Globe C 85 I U Bell 2S,(),)() 12,5(X) 12~:;OO S 12~'i()() 

Brown, G. I 85 I U Bell 250 250 2-;C S IB~I 250 
Bro\\TI, L I 85 I U 1.000 1,<.\.'0 I,<.\."\) 7/1/&1 5 1,000 
Burkhan..lt. II. I 85 I U Bell 51.500 51,5()O 51,5OC S 53.799 1000 shares DC @ 51.5 
Burlt>}', j. I 85 I U Bell IOJ IN IOC 5 100 
Carlson, W. I 85 I U Dell IOJ IC" IOC 5 I B~I 100 
Celanese M 85 I U Samek 250 2..::.0 2..~ Cel 250 
Chinn. R. I 85 I U 4,096 3,4]1; 3,430 S 3.510 
Claussen, R. I 85 I U Bell 4,096 1.024 1.024 S 1,024 
Congleton, W, I 85 I U Dell 5.000J 2,000 2,0-.'0 S 2,000 
Control Data C 85 I U Bell 40.000 40,COJ 40,C\."\: S 40.000 
Cox, H. I 85 I U Bell 1.000 I ,COO I,C\.'O S 1.000 
Crouse. H. I 85 I U Bell 2-::.0 25C 2-;C S DEC 250 
d'Arbeloff, A. I 85 I U Bell 4,096 1.024 %(, S 924 
de Val pine, j. I 85 I U Dell 4,096 2.096 2,0% S 2,096 
DEC M 85 I U l3ertocchi I.COJ I ,OX \,CO .. 1.000 
DEC M 85 I U Crouse 2-::;0 2Y .. 2-"C 250 
DEC I 85 I U ra~('nluist 250 2;0 2".< S 2e>!) 

DEC M Wi I U j()I1'~ 4.(X)() 4,00(, 4,LXX. 4,UOO 

DEC M 85 I U Kalb 512 512 512 512 
DEC M 85 I U Kotok 100 I CO() HK HlO 
DEC M 85 I U Perkins 512 512 512 512 
DEC M 85 I U Shields 100 IN 100 100 
DEC M 85 I U Sites 512 512 512 512 
DEC M 85 I U Smart 1.000 I.OC'J I,C\.>;J S 1.000 
DEC M 85 I U Thorndike 1.000 I,<.\.'\: I.OC ... 1.000 
1)CCUS C 85 I U Bell 1,5Oi) I~;c.: I~::.o:: S 1.5{X) 

DeVitry, A. I 85 I U Bell 4,0% 4,0<)6 4.096 S 4,0<)(, (IIG DOLL> 
DC C 85 I U 25.OC'J 25.l\.\: S 25.000 
Donaldson, D. B 85 I U Bell 6,0<)0 6,OC· .. 6,C\:'C S 6,O()() 

Donini.l'. I 85 I U ~ 5{ S 5{1 

I~:r,'r I..1bs C H5 I lJ 1l,,11 2,0<X) 2.CXlo. 2.CliX 5 2,(X~) ----
E!'.rN'S, T I 85 I U Be 11 25{) 2-'0 2.."" S 2:'-0 
Eisner, D. I 85 I U 2-;C 2-'0 S 250 
Everelt, R. 13 85 I U 3.663 3,663 S 3,('('(' 

Far,crquist. U. I 85 I U Bell 5(\) r.r: 2:;(1 S DEC 7:,0 



I'led);e 
Name lie Yr I'll R/U Solicitor Pledge Due Rec .. ipts Date Paid 1 Matcl GIL He-pts Am't Due COmm ..... t 

Feustel. E. I 85 I U Bell 100 100 100 5 100 
Fisher, K. I 85 I U Bell 32.('63 32.063 32,063 5 31,417 
Ford Motor C 85 I U Bell 4.096 __ 1.02~ 1,02~ 5 1.02·1 
FOrr('StN, ). I H5 I lJ I,'N! I.~NI I.'NI S ___ I.~t~1 

-1- U S<.x.l 
--

I'rhbi~, A. I 85 50J 500 5 50U 
CcnNal Systs. C 85 I U Bell 4.096 1,024 1,000 5 1,000 
Griffith, ). I 85 I U Bell 2.."<) 250 250 S 250 
Guatelli, R. I 85 I U 250 250 S 250 
Haddad, ). I 85 I U Bell 100 100 100 S IBM 100 ? 
Ilenderson, R I 85 I U Bell 500 500 500 5 500 
I lend ric, G. B 85 I U Bell 4,096 4,096 4,096 S 4,096 
/lindle, W. I 85 I U 1,((\] 1,092 S 1,092 

Ilofiman, R. I 85 I U 2"=;0 2.;0 5 250 
Iioughton Mifflin C 85 I U 4.096 1,024 1.024 5 1,024 
Ilubcr, M. I 85 I U 25(J 2S0 5 250 
I B:Vl M 85 I U Bloch 7,000 7,000 7,o-X) 7,000 
IB~I M H5 I U Brown 2,0(1) 2.m1 2,('(>~ ___ 2,~~~ 

II 
.. - ----- ----- ---

III~I M H" I ('MhoJl 71'11 7011 ~Il(\ 200 -_ ... -
IB~I M liS I U II.1JJ.1d 2l\J 2L'C 2N 20U 
11l:-'1 M 85 I U l..1ngdon 50,) .50-.'0 ..=.coO 500 
IB~1 M 85 I U Sammet 200 200. 2\:(1 200 
ICL C 85 I U 4,09b 1,024 1.024 S 1,024 
IDG C 85 I U 5O,COJ 25.0:':; 25,(\."'( S 25,000 
Index Croup C 85 I U McKenney 10,o..1(J 2~"'..'\J 2,..=.0. 4/9/BS 5 2,500 
Johnson, T. B 85 I U 8,(\.\] 7,976 S 7,992 

Jones, ). I 85 I U Bell 4,096 2.045 2225 10/5/8-1 5 2,225 
Kapor, M. B 85 I U Bell 20,COJ 20,(":\: 20,(':':1 5 20,000 
Kent, A. I 85 I U Bell 2.048 512 512 10/11/&4 S DEC 512 

Kilby, J. I 85 I U 1.024 1.024 S 1,024 

Klein, A. B 85 I U MO 27,CC{) 27.0X'I 2u·5-SI 5 23,23·1 

Koo~ler, D. I 85 I U Bell 4,096 1.0241 1.024 9/24/84 5 1,024 

Kotok, A. I 85 I U 1(': 1(':) 2/1/8"- S DEC HXl 

I.acey, J. Il liS I U Bell 4.0% 4,096 4.O'J/> S '1,0'1(. 

l..1rlbdon, G. I 85 I U Bell 25{) 2~ 2.:-,( 5 DEC 250 

Le\1', ). I 85 I U 1C\) 1('. 5 100 

Linsala ta, R. I 85 I U MO 4,096 1.024 1.0241 5 1,024 

!-.Iallerv, R. I 85 I U Bell 4,096 2,045 2.0~S S 2.0·1S 

!-.Iarill, T. I 85 I U Ilell 5,000 5.((', 5.0:':-1 5,000 

!-.lcCracken, D. I 85 I U 1.0:', 1,('X,! 5 1,OCl(1 

!-.1cKenney, ). B 85 I U Bell 7,5(0 8,2.('. 8 .,:;;. 5 8.1"=;8 

:-'fcWilliams, T. I 85 I U Bell 4,09f, 2.04.5 2,052 5 2.0.;2 

~I('dit('ch C 85 I U Sta (f -1.0< .... ) I.r-<'i. I.(\.·J 5 1.!l(Xl 

!¥1C'tcalfc, R B li5 I U Bell 17.lX.'>,) 17,lKl( 17.0:': S 17.o!Xl 

~ficrosoft C 85 I U Bell 4.0% 1.024 1.024 5 I.O~·I 

!-.HTRE C 85 I U MO 50.1\10 10,N~ 10.(\"_ S 10.OtJO 

!-.Iorrill, R. I 85 I U Bell 4.096 1.024 1.0241 5 1,02·1 

i\'d~()n. D. B H5 ~ U 5.C\~ 5,('" S 5.50(l 

~cw('OI1l('r, j. I li5 I U Bell 2::0 25C 2'0 S 2:'-(1 

~oIJn. Norton C 85 I U McKenney 4.000 3,0:', 3.e·:-: 5 3.()OO 

~o\'cc, B. B 85 I U Bell 50.(\) SO,C-:-. 5-I.9J~ S 54,OJI 

NY Air C 85 I U i\fcKC'nJl(,Y 4,Q(\() I,C'X I,r·)_ 5 I ,(l(lO 



I'leJ!;e 
Name IIC Yr PH R/U Solicilor I'leJ!;e Due ReceiplS Dale Paid 1 Maleh GIL Re-pIS Am'l Due Commenl 

Olsen, K. D 85 I U Everelt/Donalds 201,0-."0 201,000 2C'6,325 S DEC 200.241 
Olsen, S. I 85 I U l3ell 10,000 10,000 10,111 S 10,1 !"I 

~y'"e, 1· I 85 I U Bell ·1.000 1,000 1.00\: 5 1,000 
I'crkil\~, E. I 85 I U Bell 2,O'IH 512 511 5 DIT SI7 

---~~iiJ ---- _ .. 
-----~ ---" .. -.. - -.- -- --- --------.--.~.-. 

Pc'lIinl'lI .. , N. II ~ I u 1l<'11 !IOU ~~)o. S 5tKJ 
lioduska,I.W. II 85 I U 1'.10 200.000 50,000 47,5()oJ S 47,710 
Pollack, ]. I 85 I U Bell 100 100 100 S 100 
Price, R. I 85 I U Dell 4,096 1,024 1.0211 S 1,02H 
~is ~1c}(el\l\a C 85 I U lie II 4,096 4,()<)6 4,096 S 4,096 
Richardson, F, I 85 I U lIell/MO 30,000 30,000 29,999 S 29,999 
Roe-Ilafer, A, I 85 I U Bell 100 1()() lOO S 100 
Rose, D. I 85 I U Bell 1,000 1,000 1,1:\.1(] S 1,000 
Ross, D. I 85 I U Bell 10,000 10,0\."0 10,378 S 10,378 
Rolenberg, ]. B 85 I U Dell 1,000 1,000 1,e-OC S 1,000 
Samek, M. I 85 I U Bell 250 250 25C S Cel 250 
Sammet!, J. B 85 I U Bell 1,580 1,5S0 1,SSC S IBM 1,580 
Shields, ]. I 85 I U Bell 100 1()() HX) S DEC 100 
Shll!;arl, A. I 85 I U Bell 4,09/\ 4,09/\ 4,()<)6 S 4,0% 
Sill'S, R. I 85 I U Bell 2.0·18 512 512 5 DEC 512 
Smart, R. B 85 I U Bell 18,800 18.800 18,8\."O SDK 18,557 
Sporck, C. I 85 I U 25,000 5,000 4,700 S 4,605 
Stark, ]. I 85 I U Bell 50 50 50 S SO 
Steinmann, M. I 85 I U Bell 5C() 50J 50J S 500 
Thorndike, D. I 85 I U 13('11 2.048 1,026 1,028 SDK 1,026 
Tomash, I. B 85 I U Bell 10,:>1 5 10,575 10,575 S 9.027 
Travelers C 85 I U Bell 25,000 25,1:\.""- 25,000 11/29//.4 S 25,000 
Waile, C. I 85 I U Bell/MO 4,096 1,024 1.024 S 1,024 
Walson, S. I 85 I U Ilell/MO 16,000 4.000 4.096 4.096 
Welmers, T. I 85 I U HX) lOC S 100 
Wiggins, II. I 85 I U Bell 4.096 1,028 I.o:!B S 1.026 ! 

Wolfson, W. I 85 I U Bell 4,000 1,0\.'\1 1,0..00 1,000 I 

I'll I FY 85 1,774,7O<J 1,345,334 1,351,313 1~142,q"9 0 
---- -- -- ---- ---- -- ---



Name IIC Yr I'll R/U Solici tor Pledge Receipts Date Paid 1 Match GIL Rcrts Am't Due Comment 

Pledge 
Name IIC Yr I'll R/U Solicitor Pled!!.e DU<! Receipts Date Paid T Match GIL R_'l'ts Am't Due Com n'K"fl t 

Amer Mr.t C 86 I U 750 7;;0 S 7S() 
1~1I:---:-II;-'-'~----t---:C::-·-l-~+-7-I-t--7:--l-------+-----+----:~:'::I----=-=-:"::I--I---- - -- ---.- ---- --------
A~~jt°"-:R..-:------l--I:=-J-:;:..;~:-fJ -;:~:-I:-:-U-e:-:-ll-----I----1-,97=I--...:1..:.:5!.::.~X..:.:::;J __ .:.:1 0:!.'(::':~:"::~~_-4 ___ -4~ !O'~~~I---_il_-------+I 
A T& T C 86 I U 25.0I..\l 25,C« S 25.000 
AUNbach. I. I 86 I U 2S0 2S0 S 250 
BankAm('rica C 86 I U IS.cx''O 15.000 .c.S..---I---1-=5...,-.()(""'Xl.,-I-----I---------I 

1l('IJ('n. G. I 86 I U 2."0 25C S 250 
!lell, G. !l 86 I 
B('ranak, L. I 86 I U Bell 200 200 2CO S 200 
IJoston Globe C 86 I U 12~;oo 12~:;CoJ S 12,500 
Brewer, G. I 86 I U Klein/MO 4.000 :oX! 5CO 5 500 
CaJy. R. 1 86 I U Be II 4.096 1.024 1.024 5 1,024 
ClausSC!n, R. 1 86 I U 1.024 1.024 5 1.024 
ComputerI..and C 86 1 R Watson/MO 5O.C(XJ 25.('(0(1 25.rov 5 25.000 

Conlil('ton,:-' _W_' ___ I_...,.I- _8_6 ___ 1 ___ U_ ,.,..-:--:-___ I----I---l-~.(-~\)I---l..:...(l(-.... -_I--I.---- 5 I.IX_KJ.1 ____ ..-________ 1 
l"r.I!j"Jl. II. II !i6 I U 1',x1u,b/1'.IO I.Ovv 1.0":0() 1.!X:>'. .:,St_-_t_--_:1.:..:.()()(J:-::-=-.f_---t--------+ 
J·Arbeloff. A. I 86 1 U 1.024 1.024 5 1.024 
de Valpine, J. 1 86 1 U 2.0% 2.09f. 5 2.096 
DEC M 86 I U Kent 512 512 512 512 
DEC M 86 1 U Kotok 10J 1('0(1 100 100 
DEC M 86 I U Perkins 512 512 512 512 
DEC M 86 I U Sites 512 512 512 512 
DEC M 86 I U Thorndike 1.0I..\l 1.0I.."XJ 1,C':X 1.000 
DEC M 86 I U Wilkes 12~ 125 P- 12S 

lXocus C 86 I U 9&1 %C ~ S 9W 
1~1~)G~,------+-C~~876-l--:I-+~U~~~1~0-:------+-~25~-.701..\)~-~25-=-.-:07:x~---:25~-~.C~0-:-t--+----I~St---t----:2~5-:.~~·JI----I---------1 

Donini. P. I 86 1 U 50 5(1 S 50 
Eisn('r. D. 1 86 1 U 2.={, 2.:;C S 250 
Everett. R. B 86 I U 
1~1.~·o-rt~j~~I~()-to-r-------+~C~~8(,~,~~I-+~U~r-----------+-------+---~I.~()~2.+I;~==~I~.O~2~.Ir--r------,-=s----I----~I~.(J~7~.,II-------1----------------1 
1:'·:"-·0.:.;.rr-""'-"-"-'.r"'".7j.----I--:"-/ !if> I U nl 72J 72.1 ~; ---721 
~--~~------~~+-~r-~~~------------Ir-------II_------r_------+_~------__I-
CeneralSysts. C 86 1 U 1.024 1.04:< 5 1.04H 
Gilmore.]. 1 86 I U Be I! 2.'"'6 2.'"'6 2.:;':' S 25-6 
Guatelli, R. 1 86 1 U 2.={, 2.." D 5 2;;0 
lIendrie. G. B 86 I U llell SO.C\.\l 24.500 24~=-0_ 12/13/o~ S 24.250 I()(JO shar('5 Stratus 
Hindle. W. 1 86 I U 1.C\.'J 1.024 5 1.024 
Hirschberg. P. 1 86 I U Bel! 4.096 1,365 1,3651 S 1,365 
11oHman. R. 1 86 1 U 2..=-0 2.."- S 250 

1~1~1o~u~b;h~to~n.:.;.1'.~I~if~n~in~_+-C=-~8~64_~I-~-U~+_----------+_--____ +_--~I~.O~24~--~I~.O~2~4t__+------_IS 1.0~2·,'1 _______ ~----------------I 
~11~u_:_~.:.;.r~.1'.....:j.::..-------t-7I~_:8~6_t_-I~~U7_l~--------~r_--~~r_--~2~~~~----~2..~~~·--_l_------~~Sr---4-------2~~-Ir------ir----------------I 
~1-1l-~j------------+-M~r-8~6~-I~-U __ +S-a-m-m--e-t----_+----3~.-l~_+-----3~.OV~J-----3~.C-.X~·r--+------~+_--_+-----3~.~ __ Xlf_----__I----------------+l 
~1-C-L------+-C-=-t--8-6 ~_I_+-U-+------+_---+_--l~.02~_,-j4 ___ 1~.(l_2...,.4r--+ ___ -I5 1.(124 
IDG C 86 I U 2.C(00 2.(,(': S 2.000 
~1~~~lc....:x-C.-.m-t-IP-------+-C~~8~64-~I-+-U~+-----------+-------+----=2~~~~.----...:2~_'(~~+--+---4...,./-I/-N~,~Sr----r----~2.:..:.5.::.(~.:.;.Jf-------I----------------+ 
l:jo"'"I....:1I....:~~.::.n"'".~T~.-------+~B-r~8-:-6-~-:I-1-7U7-I~I'-oJ~u-57k-a/~1'....,.,~O--4---~5~.!X...,.XJ~r---.::.4~.9-:~~_·r----4~.79~~-.+-~--~~-I~St----t-----~5~.4...,..,-ll-------t----------------1 

jones.]. 1 86 I U 1.024 1.0K 1/::J/&.~ 5 1.0·10 
Kapor. :-'1. B 86 1 U 1'.10 15.roJ 15,c..:..: 15.C-:.. 1 S 15.000 
Kendall Fndt. F 86 I R Strime.el 7,500 7~,(:Q 7~:":"'" 1 Is 7.:-(X) List as "Anonymous" 



I'leo l:e 
N~ntc IIC Yr I'll IVU Solicitor Pleoge Due R...:('il'ts Oat(' I'.id 1 Matel GIL n~l'_t. Am't Du(' COntllll'1lt 

Kt'nt, A. I 86 I U 512 512 12/5/65 5 DEC 512 
Kilby, J. I 86 I U 1,02~ 1,02~ 5 1,024 
Koogler, D. I 86 I U 0 
Kotok, A. I 86 I U 100 100 4/1/86 5 DEC 100 
I.evy, J. I 86 I U 100 100 5 100 
Liberty Mutual C 86 I U McKen~_ 5,000 2~:;OO 2,50 5 2,500 
Linsalata, R. I 86 I U 1,024 1,024 5 1,024 
:-'Iallery, R. I 86 I 0 0 0 
:-'lcCr.lcken, D. I 86 I U 1.0\.\: 1,(XXl 5 1,()(XI 
:-"lcWilliams, T. I 86 I U 1.024 1.024 5 1.02,' 
:--1ead, C. B 86 I U Bell 200.000 40.0\.'1Q 40.0\.'\J 5 40.000 2500 shares @ 516 
:-"Ieditech C 86 I U I,O\.'1Q 1.0:0 5 1,000 
:-"lichels, A. I 86 I U Bell 5.000 5.0\.\l 5.0),) 5 5.000 
Microsoft C 86 I U 1.024 1.024 5 1.024 
~!ITRE C 86 I U 10.0\.'\J lD.e\.\: 5 10.000 
Morrill, R. I 86 I U 1.024 1.024 5 1.024 
NEC C 86 I U Bell 20.000 20.C·),) 20.0\.\: 5 20.000 
Nl'i~()J1. D. II 86 I U 5.CoC';) 5,344 5 3.696 
Nolan, Norton C 86 I U 1,c.;,.\) 1.0\.'\J 5 1.000 
NY Air C 86 I U 1.0CO 1.00u 5 1,000 
Payne, J. I 86 I U 1.Co('{) I.OC"J 5 1,000 
Perkins. E. I 86 I U 512 512 5 DEC 512 
Pettinella, N. B 86 I U Bell 500 =---"0 5(XJ 5 500 
I'otluska, J.W. B 86 I U 50.0\.10 5O,co.:: 5 50.000 
Price. R. I 86 I U 1.024 1.024 5 1.024 
Robclen, B. I 86 I U Poduska/Severill 5.000 5.0::00 4.970 5 4.9iO 
Roc-Hafer, A. I 86 I U Bell 500 5<..'\J 5{() 5 500 
Selfridge, K. B 86 I U Poouska/MO 1,000 I.CO: I.CO: S 1.000 
Severino, P. B 86 I U Bell/MO 25.COO 8.0\.'\J 8.C(02 5 7.iBS 
Sites. R. I 86 I U 512 512 5 DEC 512 
Sporck, C. I 86 I U 5.OC"J 4»4: 4.845 
Stratus C 86 I U Ilendril! 4.000 4.0\.>Q 4.00: 5 4.(XlO -- ---.--
SW i{(><;ults C 116 I U McKt'nlll"y 1!J.(XX) 2.:,(X) 2/,(). S 2/,(XI 

Thomtlike, D. I 116 I U 1,02!! 1.0C( 5 DEC 1.000 
Tomasic, M. I 86 I U Bell 2...=<1 25Q 2...x 5 250 
Travelers C 86 I R Bell 5.000 5.0I..'\. 5.0::-. 12/20/83 S 5.000 1401 Exhibit 

Waite, C. I 86 I U 1.024 1.024 5 1.024 
Wan):; l...:lbs C 86 I U Bell loo.Q"XJ 20.000 20.01.."'( 20.000 
Watson, S. I 116 I U ll('ll/ MO 12.500 24.500 24~~,( 1. 
Welm('rs, T. I 86 I U 100 10. S 100 

Whelan, R. I 86 I U MO 1.000 :fO :D. 500 

Wir,gins, I/, I 86 I U 1.024 1.024 5 I,02~ 

\'\'ilkes. M. B 86 I U Bell 125 125 125 5 125 
\Yolf~n, W. I 86 I U 1 ,co: 1.00: 1.000 

I'll I FY 86 5/jS.f,.~ 425.957 421.15) 3Cj~.02(' 0 



I'lcJ i:" 
Name IIC Yr I'll H/U Solid tor I'lcdi:" Due Rc-ceipts D.t" Paid '1 Match GIL Ikpts Am't Due Comnwnt 

Pled!!,e 
Name I/C Yr I'll R/U Solicitor Pled i:" Due Re-cell'ts Date Paid 1 Match GIL RTIS Am'IDut" Commmi 

Aml'rMgl C 87 I U 1,50u I,SOO S I ,SOU 

~()1I0 C 87 I U 15,0..\) 20,o..X) S 20,()(Xl 

AT&T M 87 I U Spencer 2,500 2.50 2~"-N 2,500 
Auerbach, I. I 87 I U 2..;0 250 5 2SO 
Baker, C. I 87 I R Bell 16,200 16,200 12,672 5 ? 
Belden, G. I 87 I U 250 25C 5 2SO 

Bell, G. B 87 I R 109~,,<)() 109~"'-\J 109.500 5 1 04,638 
Berkowitz, R. I 87 I U Pocluska/Severil1 16,OJO 4,t\."\! H'C'J 5 4,000 
Bloch, E. B 87 I U I'odusk/MO 1.500 1 ~:;C{) 13N 6/1/Oi 5 IB~i 1,500 

Urewer, G. I 87 I U 2.t\.1J 2.0X 5 2,000 
Cady, R. I 87 I U 1,024 lm4 5 1,024 
Cannon, II. I 87 I R Bell 16,200 5,475 5,47:- 5 ? 
Clark, ]. I 87 I U Severino 4,096 

Claus$en, R. I 87 I U 1.02·1 1,021 

CIIIIlI'"lc'rl ,llld C 87 I J{ ],.()(\1 7;pno S ~,~~~) ... - , ---- . - .. - --- -_. 
~bll'IIlI\,\V. I tf! I U I,O\!U 1.l\."J S 1,000 
Control Dala C 87 I U Bell 5O,(\.'O SO'(..:o so.oo:- s SO,OOO 

Cullinel C 87 I R Bell SO,C<.'O SO,(':,;) SO,(\X S 50,000 

d'Arbcloff, A. I 87 I U 1,024 1,024 S 1,024 
DEC M 87 I U Everett 8CIJ Be ... Be', 800 

DEC M 87 I U Kalb 1,0\.'O I ,C·:\} I ,OX' 1,000 

DEC M 87 I U Kent 512 512 512 512 

DEC M 87 I U Knoll 1,000 I,C\X) I ,()OX 1,000 

DEC M 87 I U Kotok ](.\)1 ICoJ lC-: 100 

DEC M 87 I U Upcon 150 13C 150 150 

DEC M 87 I U Paxton SCI) sex: S<-."\: SOO 
DEC M 87 I U Perkins 512 512 512 512 

DEC M 87 I U Saviers 2,t\.\J 2,CU:: 2,('::-:: 2,000 

DEC M 87 I U Sites 1,024 lm4 1.C124 1,02·1 
IX; C 87 I U 25,o..:'IJ 25.C(' S 25,lXX) 

DOl1il1i,l'. I 87 I U 1(0 1( S ](X) 

Dyer, D. I 87 I R Bell 16,200 - .-;-) => .... ,- - '71 " • .,1 _ R 5 
Edwards, B. I 87 I R Bell 16,200 17,618 17,61S 

Eisner, D. I 87 I U 2:-,c ? 2:;0 

EV('fetl, R. B 87 I U SCI) Be'IJ Be\. S DEC 800 

Ford Jv!otor C 87 I U lm4 lm4 S 1,024 

Forrester, ]. I 87 I U 79S 79S 79S 5 755 

Foster, W. B 87 I U Hendrie 4,400 4,400 4 .7:-~ 5 3,900 

Gl'nl'r.11 Systs. C 87 I U 1.02·1 1,02'1 

Gf('{'nbcrg, Il. I 87 I R Uell 16,200 16.2OC 5,850 

Guatelli, R. I 87 I U C C D 0 

Ilindlc, W. I 87 I U I,C('o I,C{'S S 1,068 

II irschberl!, P. I 87 I U 1.3(,5 1.36:- 5 1~1('5 

~!Ill~n, R. I 87 I U 2.'"-.( r", S 2:;0 

Iiolloway, ]. I 87 I R 16,200 16,2C,. 5,850 

Iioughton Mifflin C 87 I U 1,024 1.024 S 1,024 

I luber, M. I 87 I U .:.:. 5(-: S 50..1 

11l:--1 M 87 I U Bloch 3 ,(I('oJ 1 3,C"". 3 .C':', 3,OOiJ 



Pledge 
Name IIC Yr PH RIU Solicitor Pled~e Due Receipts Date Paid 1 Malch GIL RC"pts Am't Due CommCTIt 

ICL C 87 I U 1,024 

171~I)~G~ ________ ~~C~~8~74-~I~~U~ __________ 4-____ ~~ __ ~I.~~+-__ ~I,~~~~~ ____ 4_Sf ____ +-____ 1~,~_+------4_--------------H 
IndcxGroup C 87 I U 2.500 2.5OC T 10/1/87 ~SI-__ -f-__ --=2:..!:,500~I ____ j _______ _ 

r.J;";'oncs=-=. ,--:).;";' . .::.=.<:....----I-~I -I-'::'87~""";'I-I--:U~I-------I-----I---:l:'::,02::-=-:'I+ _-_-_-_-_'::I'::::,!'::'2:O:l~ ~-=--I--l-=?:'::[!"':~":'/-=-~~' S ___ 1,107 ____ ::--_:_--:- :-:-::-__ _ 

Kalb, J. I 87 I U Savicrs/Kralllcr 2,115 2,115 2,115 11/29/t1b S _J)_E_C-+ ___ 2..:..,I~I-'-~)f ___ -I1-2_U-,-s-,-h . .;.;ar...;.l·_s .:.;.1J""E",,:C ___ +1 
Kent, A. I 87 I U 512 512 11/6/86 5 DEC 512 
Kilby, J. I 87 I U 1,024 1.024 5 1,024 
Knight, T. I 87 I R Bell 16,200 16200 19,800 5 
r.~~'n-()~II-,~D~.----+-~I-I-'::'67~~I-+~U~~S~a;";'v~lc-rs-/~K7'r-a-m-e-r+--;";'I":",O~~~)r--~1.70~~1+--~I~,O-=&~)r-~~1~2/71~/~&1)~Slcl~)~EC~·-r---l~,O-H~)Ir---~---------+ 

Koogler, D. I 117 I U 1,024 1.024 12/?2/&. 5 1,024 
Kotok, A. I 87 I U 100 100 4/1/87 5 DEC 100 
Kramer, E. I 87 I U Bell 4,096 4,096 4290 S 4,195 
Kulp, Jim I 87 I R Bell 16,200 5,85G 0 R o Symbolics 
Kulp,John I 87 I R Bell 16,200 5,850 0 R o Symbolics 
Levy, J. I 87 I U lOG 
Liberty Mutual C 87 I U 2,500 2,500 -:-St-_~ __ .::.2~,5007=-l ___ ~ ________ +1 
l.insal,lta, R. I 87 I U 1.024 1.024 5 1,024 

l.ireon, E. I 67 I U S,wiers/Kramcr 150 150 150 -=-S!~I=);:-f'_:C~=~=====~I~5<~) =======1================: 
~l.u~c~k~Y~,I~{·:=======~~~1l=1=H~7~:=I~=~~U~~_~_I(_)~/S_·I_\e_a_r __ r_--.j~,~-.I-6r_--l":"'~~r---l'~~~-1-----1S 1,~~ 
Mallery, R. I 87 I U 1,024 1,024 -:-St---r---:-1:':,O:=2'::'41---~--------+1 

McCracken, D. I 87 I U 1,000 J.(XX) 5 1.000 
~IcKenncy, J. B 87 I U Poduska 9214 9200 9214 S 8,868 
:-'IcMahon,M. I 87 I R Bell 16,200 16200 17,500 3600 shares Symbolics 
McWilliams, T. I 87 I U 1,024 1,024 5 1,024 
Mead, C. B 87 I U 37,500 37,500 12/'l1/U S 2500 shares Series A Pre 
Meditech C 87 I U UX,\J 1,O<XJ 5 1,000 
Metcalfe, R B 87 I U Be II 30,500 30,5l..>J 30,5C(! S 32,250 
Microsoft C 87 I U 1.024 1,024 5 1,024 
MITRE C 87 I U 10,000 10,OOiJ 5 10,00) 
,\1oon, D. I 87 I R Bell 16,200 5,850 0 R 0 o Symbolics 
Morrill, R. I 87 I U 1,024 1,024 5 1,024 
Nelson, D. B 87 IUS,(\()() 4,763 S 6,300 

I~N~o~f=ls~ke~r~,~R~. ______ +-~B~.::8~74-~I-+~R-+I~Je~I~I ________ +-__ ~~~,~()()()~ __ ~~~,~,,~~OO~ __ -:~~,~~02~. ~ __ + _______ I~S ________ 4~n2 _______ I'----------------
IcN~Y~A~ir~ ________ +-C7-~H~74-~I-+_U~~~ __ ~ ____ +-____ ~~ __ __,_I~,OC~l~~----I~,OC~X+--+ ______ ,SI=~~ ____ ~I,~(X~X~)I ______ ~ ______________ --4 
r.1'~a_xt;..;.o~n~,G~.:....-______ +-~I-r~8=7~~I-+_U~+S~a~v~ie~r~s/~K;..;.'r;..;.a~m~e~r+-____ ~~~ ____ ~5OO~ ____ ~5O()~-~ __ +-____ ~-:-S+D~EC~r_--~~~~r_-----4----------______ +1 
Payne, J. I 87 I U 1,000 1,000 S 1,000 
Perkins, E. I 87 I U 512 512 5 DEC 512 
Peltinclla, N. B 87 I U MO 4,096 SOC 800 5 BOO 

~1~)la~n~i~t7.~e~r,~R~,~ ____ +-~I-r~8=7~~I-+_U~+~~v~e~ri~n~o ____ -1 __ ~I~O,~()()()~ __ ~1~0~,ooo~r-__ ~10~',500~-~ __ +-______ ESr_--_I_----l-0~,2-7~~'--____ -+ ________________ ~ 
l'oduskJ, ).W. B 87 I U 50.000 5O,ooa 5 50,~ 

1~1~);..;.n""·~c~e..:..,~~R~)~.~~---...;.----------~+~-__:71:-~~H:7:;~~I~~-~~U;-~.;;;;;:::;::~~~~~~~~1~~~~:I~,~02~~~.~I~~~~~1~,~O~2~4:~~:~~~~~~~~s.r_--_I_-----1.~0-2.-II-------+--_:_----~------t 
Saviers,G. I H7 I U lJell/~verino 2,120 2,120 2,120 1212h/8l>S 2,120 20 shares DEC 
Sc\'erino, 1'. IJ 87 , U 7,500 7,5()C S 7,321 
Shear, II. B 87 I U MO 4,096 1.024 1.024 S 1,024 
Sites, R. I 87 I U 1,024 1,024 5 DEC 1,024 
~S~~ln~c~e~r,-\-V-.------+-~IJ-+~8~7~~'~~U-+~M~O~/7S~h-e-a-r---4----~7~,~~OO~--~I~,OOC~r---~I,~OOC~--+-~12~/='l1~/~~~,-:-srl------'--'--r-----'-1~,~~~?======~2A~T~&~T~_a-n=d=~x~E~R~O~X=m=~a~lc)1 
SI'Or(~,~:: _____ -' __ ~7 __ !.._ y_ ______ ___1_5,~\ __ I·!,~n ._ s _____ 1~!~? ____________ _ 

~.I'I I{"',IIII" C H7 I lJ ( ( !) 0 
·r~;;'an:C.:;" ----1--:,::- H7 I R :-1J-elc~I----+---1""'6-:::,2=(X)I--:-:16-:2~OCc.l---:-176,""'.j2=-=5 .:..:.....+-----11- ---f----+----r---------f 

Waile, C. , 117 I U 1,02·1 1.024 5 1,02·1 
Wanr, Labs C 87 I U 20,C\.'\() 20,0C"J 20.0()() 



Pledge 
Name lIe Yr PH R/U Solicitor Pledge Due Receipts Date Paid T Match GIL RC"pts Am't Due Comment 

Wclmcrs, T. I 87 I U 200 200 5 200 
Whelan, R. I 87 I U 500 500 
~r,ins, II. I B7 I U 0 OR 0 
Wolfson, W. I 87 I U 1,000 1.000 1,000 

I'll I FY 87 573,658 7.w,820 694..329 557,262 14,498 



Pledge 
Name IIC Yr PH R/U Solicilor Due Receipls Dale Paid 1 Maleh GIL Hepls Am'l Due Comment 

Pledge 
COlllmMlt r-__ N_3_n-,1_e __ -t-l;,;,./...;:C+Y,o;r'-+..;.l'..;.H+R..:..;/....:U+_S;;.o:..:I,o;ie:..;,i.;.:lo...;:r_+....:I;".;'I..;.ed~Ir.:>..:,e'-l_....:Due;;.:..:=--+..;.R:..:e<:,o;c:.;.iL:= 1'15-+_I .D=..::...I:..:I!....:P;".;.:..;,i.::d, 1 M .Ie h GIL Rei'.!!.. ~!!lQ'!~ -----------

,~-~--------+~-,-__ ~-~~~II--------il------ ------1----- - -----
Am,', Mgl C HII I U 7!j(J 

Apollo C 88 1 U 15.000 15C()() T FY 89 5 15.000 
Auerbach, I. I 88 I U 250 2.."OT 7/1/&:35 250 o 
r.B~a_k~er7,_C_.~ ______ r-I~r7M~-7I-+~R~~--------r_-....:1~,4.;.:~~-~1~.4~~~_~~1.~4~~~-4_~8/~3~1~/0'~1 ~S.r-_~_~_1.~1_3~ll ___ -+~J~~-'s_h_ar_c_s-'SL-yI111_b_()_Ii~_.-1 
BankAmerica C M I U 20.000 20.000 9/ZJ/Oi S 20.000 
Belden, G. I M I U 250 25C 8/24/0, 5 250 
Berkowitz, R. I 88 I U 4.000 4.000 
Brewer, G. I 88 I U 1.000 1.000 
Cady, R. I M I U 1.024 1.024 12/2B/fJi S 1.024 
Cannon, H. I 88 I R 3.900 3.900 
Claussen, R. I 88 [ U 1.024 1.024 
Congleton, W. [M I U 1.000 1.0\."1() 12/1/bi S 1000 0 
r.d~·A~r~b~el...;:of~f,-'A~.----+-~[-t-~M~-[~r7U~----------~-------t----71.~0~24~--~~+~--~~-r+----r----~~--~1~,0~2~4~~~~~~~~~~~~:~~~-

f.=D:.L:yle:..:.r,...:D:.:.. ________ +....:[_4-88::..:.....-f-[=--I--::R.:.-j-------~---~---:~0r_--.--:-OFR_4 ___ -++_-4 ____ -1 ___ ::-:-=0, Sylll bolics wrill'of( 
Eisner, D. [ 88 [ U 2..'"'0 DO 
Ford Motor C 88 [ U 1.024 1.024 12/18/01 S 1.024 

General Syst:s. C M [ U 1.024 1.02·1 
GuatelJi, R. [88 [ U ° Hendrie, G. B M [ U o 
Hindle. W. I 88 [ U I.OC\l 833 F 3/21/&3 5 833 ° Hirschberg. P. I 88 I U 1,36: 
Hoffman, R. I 88 I U 2"';0 2..=-0 T 7/1/&3 S 2..~) 

Houghton Mifflin C 88 [ U 1,024 1.024 11/17/&3 S 1.024 
ICL C 88 [ U 1.024 1.02.11 _____________ __ 
~ID=G~---------4~C~~88~~[~~U~----------;-------r---~..;.O~----~+R~r------r+---r------r--~~o' 

Irdex Group C 88 I U 2.5CC 2,:;00 
Kent, A. [ 88 I U 512 512 
Koogler. D. I 88 I U 1.024 1.024 1212,.''113, S 1.02·1 
~K=o~to~k:..:.~A....:.~------+-~[+~8~84-7[-+~U~r-----------+-------+---~71~lC~+-----~I~~~:t·~T~r-~7~/~19~/~~~~~S!~I~)I~:C~·4-----~I~lK'!-----­
~~~------~7_~~~~7+--------~r_----~--~~----~~-T--~~_r--_i---------------!--------------Levy,]. [ 88 [ U IC-: J()(I 
~1=.i~ns~a~la~t-a,--R-.-----+~[~~8~84-~[-+-U~}-----------+-------+---~I.~0~2.~1--------~-r------~,----+-----------I-.l6.i----------------1 

Lucky, R. B 88 [ U 1.<.\.". 1O/26/t'~ 1.()('~ 

~ialll!ry, R. I M I U 1.024 1.024 12/73/ f!; S 1,02·1 

\olcCracken, D. [88 I U I.(I(X J.(Xl(.' 

Mead, C. B 88 [ U 0 12/18/131 5 
~il!ditech C M I U l,QCoC 1.C0. 1/31/&:- S 1.000 
Microsoft C 88 I U 1,024 1.024 5/-:rJ/t'Q S 1.024 
MITRE C 88 I U 10.C(0(; 10,00. 1I/12/t''' S 10.()O(1 
~~~---------+~~~4-~[-+-U~+-----------+-------+----'71~0~24~--~I~,~~4r.T~t-~77/6~/~~~·~Sr---+----'~I~.072~4Ii-------;----------------t 
\olorrill, R. [88 . 
Nelson. D. B 88 I U 5.00. 5,Qo). 12/ZJ/87 5 5,000 
NY Air C 88 I U 1,0C( 1.000 

Payne, }. I M I U I.OC{' 1.000 
Pettinella, N. B 88 I U &.~ c-:,. 12/31/13. S Wll 
Poduska, ].W. B 88 [ U SO,()(\' 5'J.C0:J 6/::'~/S3 Sl-_-+ __ 4~9~.2::::Q..:.,:;r_----II---------t 
~~~:!...L:.:...:..:.----+....:;.+~4-...;-+-~+------+---+-..::.:-1:.;.0~2-:l4 --=-:1;-:0~~;-;;r-t--:3~/;:;2.:::-;/;;:f,.:;-~t~s 1.02(1, _____ 1 __________ 1 
~1'~n~·cSe,~R~.~------_+~I~~8~84-~I-4~U~----------~----~----~.~---~.~-~--t_~~....:...;:ri---t_--~~~.f-
I::Se~\"e::.:.r.:.:in_=_?07' .:.P~. ____ +-::-B_r-::8.;:.8~_:[_t__:=:U;_+-------_t----t--_;9';~:.r;,;:;_.·. ____ ?-:~~ __ . _____________ 9.<'(~' 
Shrnr.II. JJ 811 I U I.U?I 1.021 ll'/I'II';S 1.(l~·1 



Pledge 
Name IIC Yr PH R/U Solicitor Pledge Due Receipts Date Paid 1 Match GIL Repls A 111'1 L>ue Comment -

Spencer, W. B 88 I U 1,000 1,000 12/17/15i S 1,000 0 
SW Results C 88 I U 0 Ot) U 
Waite, C. I 88 I U 1,024 1,024 
Wany,l.abs 

-- 7!10~) C 88 I U 2U,IXX) 20,!XX} 1/7b/llJI 
WII:I:IIIS, II. J Illl I U 0 0 R U 
Wolfson, W. I 88 I U 1,000 1,000 
Weinreb, D. I 88 I R Bell 8,213 8,213 8,213 S 8,213 Symbolics stock 
Feigenbaum, E. I 88 I R Bell 560 56(] 560 560 
Xerox C 88 I R 10,000 10,000 10,000 9/8/1Si 10,000 Smart Mnchin~ 

PH I FY 88 20,236 190,123 165,430 164,394 24,521 

-
Pledge 

Name IIC Yr PH R/U Solicitor Pledge Due Receipts Dale Paid 1 Malch GIL Hcpts Am'tl)ue Comment 
Apollo C 89 I U 15,000 15,000 

Berkowitz, R. I 89 I U 4,000 4,000 
Brewer, G. I 89 I U 500 500 
Cady, R. I 89 I U 1,024 1,02'1 
Clark, ]. I 89 I U 1,024 I,U2,( 

d'Arbcloff, A. I 89 I 1,('62 S 1,062 

Hendrie, G. B 89 I U 6,7.50 13,625 1212B/8'3 S 13,438 o 500 shnrt'S Stratus 

Hoffman, R. I 89 I U 2..=.c 250 

IDG C 89 I U OR 

Koogler, D. I 89 I 1,024 1,024 12/2BJE.S 5 1,024 

Levy, J. I 89 I lOC 5 100 

Lucky, R. B 89 I U I,O\.'1C 1,000 

Mead, C. B 89 I U 0 (I 

MITRE C 89 I U 10,00:: lO,lXX 5 IU,IXl() 

Morrill, R. I 89 I 
Petti nella, N. B 89 I U 8C'. &.."'0 121?9/f.~ 5 

Shear, H. B 89 I U 1,024 1,024 

Spencer, W. B 89 I U 1,e« 1,(X)O 

SW Rt'Sults C 89 I U (I (II) 0 

Waite, C. I 89 I 1,024 1.02,1 

Wang Labs C 89 I U 20,OCt, 

PH I FY 89 0 63,39 2i,635 2(.,&-lS 24,822 



Pledge ----
Name lIC Yr PH R/U Solicitor Pledge Due Reeeipts D~ Ie I'~id 1 Malel GIL RCI'I~ Arn'lOue Cornrn.,nt 

Pledge 
N.mle IIC Yr I'll R/U Soliel tor Pleds:e ~ Ree"i"t! O~lr P;tid ] f>hlc~ .s!/1. Rcl'!.". Arn't \)u(' ('''"I11WIII 

Apollo C 90 I U 1 !i,l~)() 
----- .. -....... -. 

- ----- -.---- --- ..• - .- .... - .... ' . "_ .... - . 
Il,'rkuwl/:.:, J{. I !}() I U 4,000 
Clark, I- I 90 I U 1,024 
Hendrie, G. B 90 I U 6,750 
Hoffman, R. I 90 I U 250 
lOG C 90 I U 0 OR 
Lucky, R. n 90 I U 1,000 
Mead, C. B 90 I U 0 
l'ettinella, N. n 90 I U 800 
Shear, H. B 90 I U 1,024 
Spencer, W. B 90 I U 1,00G 
Wang Labs C 90 I U 20,000 

PH I FY 90 0 50,848 0 0 

Pledge 
Name IIC Yr PH R/U Solicitor Pledge ~ Re<e~ts Dale Paid 1 Male~ GIL Repls Am'l Due Commenl 

Clark, J. I 91 I U 1,024 
Hendrie, G. B 91 I U 6,7:.0 

Hoffman, R. I 91 I U 2.;0 

lOG C 91 I U 0 R 
~-Iead, C. B 91 I U (l 

I'ettinella, N. B 91 I U 8% 
Spencer, W. B 91 I U 1,00:: 

PH I FY 91 0 9,920 0 0 

Pled);e -----
Name IIC Yr PH R/U Solicitor Pledge ~ Rt"<('ipt5 D.le Paid 1 Maid GIL H{l'l~. Arn'll>u(' COlllf1W11t -----

Clark, J. I 92 I U 1,(12·' -- ----
II"ffman, R, I 92 I U 2-:,0 

JOG C 92 I U (l R 
Spencer, W. B 92 I U t,(\.-": 

PH I FY 92 0 2,274 0 0 

Pledge 

Name IIC Yr PH R/U Solici tor Pledge Due Re<eipts Date Paid IT Male GIL Rq>ls Am'l Due Comment 

Hoffman, R. I 93 I U 2.'(l 

Spencer, W. B 93 I U 1,(\."(\ 

PH I FY93 0 1,2~ 0 0 



Pledge 
Name IIC Yr PH R/U Solicitor Pledge Due Re.:eipls Date Paid 1 Match GIL Hcrts Arn't 011(' Cornrn~'nt 

Pledge 
Name I1C Vr PH R/U Solicitor Pledge Due Re.:eip_ls Date Paid IT Mat~ G{LRc~ Arn't Dul' Comment 

Burkhardt, H. I 87 1/ U Ilendric 5.]50 
DEC M 87 II U Schwartz 1,O()O 1,000 1,000 I,OUO 
Donaldson, D. B 87 II U MO 10,000 
Hendrie, G. B 87 II U Severino 33,500 33,50(] 33.soo 3/6/f5i S 33250 1000 shu res Stratus 
Index Group C 87 II U McKenney 10,000 
Jamieson, B. I 87 II U Hendrie 40,000 
Kapor, M, B 87 II U Severino 150,000 150,000 150,000 5 150,001 

Schwartz, E, B 87 II U MO 10,000 2.soo 2.soo 3/77 /0; 5 2,500 

Sequent C 87 II U Bell 5,000 5,000 5,000 5 5,000 

Stevenson, T, I 87 II U Linsalata/ MO 500 500 500 5 500 

PH II FY 87 265,250 192,500 192,500 192,250 0 



Pledge 
Name IIC Yr PH RfU Solicilor Pledge Due Re-ceipts Date Paid 1 Match GIL Repts Am'l Due Commenl 

Plrdge 

I-:-;_-;N;......,;,;an-'.;l..:./!-:-_-t-I;.;,',.::C+::Y:.-r +-':P~H+R~'':'U+_.::.S.::.ol..:.1 c:,:;l..:..:to:.,:r_+....;P:...;I:..:e.::.d,,: Re~I-_Due===+...:.R.:..:C'C:..:.:..:rl~ PI5=:-4._+=D...:.'.;.I~::.,.~I'=:::., d ~ M .Ie h GIL H("p!~. ~'I i>ut' ___ C"-,_,,,_"_nM...:.'! __ _ 
A'('xand('rson,), I 88 " U 5()() 50U !"J(XJ 4/1~/~i S ___ ~'(XI __ _ 

ICA~I;-'-'ps. '-:Accrn..:.(''-'-r7-'c;.;:a''"'---+-�:--Ir.:-88;:-+-I:-:;�-+--:U:7-�------�---'S<:=-:XJ~I·---500::::-:= ---~>OO - --6/Ji~ S S<XI i:Z;;:-Ulckl.aIllJryatC\V, 
I;U~o~n~d-,R~.-----+-I:--I~M~-I:-:;I-+--:U:7-I~N~e~l-w-n----t---~~~r---~~r---~~_~-~~6/71~5~/~~·R~S·r--+--~~~----1·~~~~~~~~1 

Burkhardt, H. 1 M II U 7500 sha~ l.soo l.soa Fil FY 89 S 0 07500 shares at .20/shar(' 

r,C~h7a-n,~D-.----+-~I-t-~88~....;I~I-+~U7;~N...:.e~lw~n~---+---~~~-~--~~~~-1----~~-~_4-6~/...:.1~3/~~~R-S~-;----2~SO_r---;--------~ 
Coit, S. I M II U Bell/MO 4,096 1,024 1 ,ODe 1/5/~ S 1,000 
Cragon, H. B M II U Bell 500 ~ ~ 2/73/88 S 500 
DEC M 88 II U Jones 1,000 1.000 1.000 1.000 
DEC M M II U Saviers 2,000 2,000 2,000 2/4/1Xl 2.000 
DEC M 88 II U Perkins 512 512 512 5/12/88 512 
Donaldwn, D. B 88 II U 5.000 5,000 12/28/88 S 5,000 
Forrester, J. I M II U 748 748 748 12/2//3.'3 S 700 
Greata, M, I 88 II U Nelson/Scverino 10,000 
Jamieson, B. I M II U 10,CJ..'C 1/31/88$ 10,000 
Johnson, T. B M II U Bell 500 ~ 500 1/8/83 S 500 
Jones,J. I M II U MO 1,000 1,000 1,132 8/Zl /'Oi S 1,095 
Judy, H. 1 M II U Nelwn ~ ~ _eo 4/26/88 S 250 
Kapor, M. B 88 II U Scverino/Bell/C 750,000 ~.OO() 12/28/f!7 $ 250,000 

Masi,}. C. B 88 II U Cashen 5,000 5,000 5,CJ..'C 2/26/&, S 5,000 
McKenney, J. B 88 I I U Cashen 289 289 289 12/J/~ S 255 10 shares Allied Si!jn;) 
Metcalfe, R B 88 II U Bell 10,000 10,000 10,00, 5/10/88 $ 10,000 IEEE Foundation 
Morse, L. B 88 II U Hendrie/Cashen 5,170 5,170 4,4(' F S 4,400 o 
Nelwn, D. B 88 II U MO 25,000 

Rolx?len, B. I 88 II U Cashen 8,000 2,OOC 2.(XX: 5/9/EX- S 2,OO()~ __ -1f--'--:-_-:::-:-:-::--___ 1 
J-:S~a:':v:":ie:':rs":":,!..:G~.:""""---+--:-1 +~M~~I 0-1 +::;U~=-Be=:I:':'1 /:-:Sc'::-v-er-:-i n-o--t---2=-','768=-I+---=2"O,68::-:11 ---:2"",68:-::-:-Ir--t----:9~/'=Zl='/::-!r':::, ~S+.:::\)-::E-::::C-+---;:2:'-:, 9~.1l J.1 sh~ nos [) EC 
Sc h wa rtz, E. B 88 II U 2.soo 2..5OC T 8/15/ IX' S F=-t----=2-'-:.5cc:OO·+----i 
Scverino, P. B M I I U MO 8.000 5.37: 5.37: 5 5,070 
Wolfwn, W. I 88 II U 4,000 

I"X~e~ro:::x::.........----4__7=C:+~88:::-1f---:-I.;_I +.;:U;-t;::-____ -t_....;l:..:00~.!XXJ.;;:· ;';I-_,-,lCQ:..;-:-;,CX::;,;X+_..;.l~CQ;-,-'C"X;o;'-;;' j __ +-____ 1_5 ____ H_l(l.~lnl ___ .:.:12::...,·::.c2H.:......:..cll::..:.)(I.:.:":........ ___ _ 
Xerox M 81:! II U Spencer l,S<XJ I ~",(.... I':,(,l!.. 1/·(1(1 
1~~~---------+~~~+.;-II~-7.R-f~~~----4--~cn~cDO~t--~50~~~K~--~5~I~w~-t--t·~6~/~ll~/~~~s·t~S--------5-1.'IUS-------1 Bell, G. B Illl ..lV,., :-

Kapor, M. B 88 II R Scverino/Bell/C l00,COO l00.c\'\: l00,0X 6/Xl/f.5 100,OOJ 

PH II FY 88 

Less I(e!>'h"ic..+t'ct f'v. ..... c\i"1 

"'Be.. II i f(~por 
I 

1,091,996 560.299 50S 1,>12 559.SiQ o 



Pledge 
Name I/C Yr PH R/U Solicitor Pledge Due Receipts Dale Paid 1 Malch GIL Repls Am'l Due CoIIIIII~11 

I'lcdr,e - -,----:-Name I/C Yr PH It/U Solicitor I'ledge Due Receipt~ D~te 1'~ld 1 Match GIL !lCptR Am't Out' Co.mn("nt 
Arthur YOUOlt C 89 1/ U Cashen/Foster 1,()()() _--1,~X 1 ,(XX) s ___ l,(}(}() ~~Ji~--- -- -. . - ._ ... 
Co/I, S. I H9 ~ U I,U2·\ 1,02·1 
Davox C 89 II U Cashen/Foster 1,000 1,000 1,000 S 1,000 Slratus dinner 
Donaldson, D. B 89 II U 5,000 5.000 12/19/88 S 5.000 
Eliot Bank C 89 II U Shear 7,200 7,2OC 7,2OC 10/1/68 S 7,200 
Forrester, ]. I 89 I I U 469 46S 46S 12/29/&'i S 432 20 shares of Alza 
Fosler, W. B 89 II U Cashen/ Hendrie 1000 share: 6,75C 6)50 12/21/68 S 6,578 Stralus dinner - 250 ~har 
Index Group C 89 II U 2.5OC 2,500 
Jamieson, B. I 89 II U 10,DOC 11.314 S 12/'Zl /68 5 11,287 o 271 shares Motorola @ 4 
KapOr, M. B 89 II U 2.5O,DOC 250,000 
Meditech C 89 II U MO 1,000 I ,DOC 1.()(){) 

Nelson, D. B 89 II U 5,000 5,000 
Robelen, B. I 89 II U 2.000 2,000 
Schwartz, E. B 89 II U 2.soo 2,500 
Severino, P. B 89 II U 2,.25() 2,250 
Wolfson, W. I 89 II U 1,000 l,()()U 

PH II FY 89 10,669 298,693 32,733 32,497 2&7,274 



Pledge 
Name IIC Yr PH [VU Solici lor Pleds:e Due Receipl5 Dale Paid 1 Malch GIL R'l'IS Am'l Due Commenl 

Pledge 
Name I/C Yr PII R/U Solicilor I' led r,e Due Rc<eipls Dale Paid 1 Malch GIL Rcpls Am'l Due Comment 

Kapor, M. 13 90 II R 250,000 
Wolfson, W, I 90 II U 1.000 --S<hwarlz, E, 13 90 II U 2.soo 
Robelen, 13. I 90 II U 2,000 
Nelson, D, 13 90 II U 5,000 
/ami('Son, II, I 90 II U 10,000 
InJ('xGroup C 90 II U 2,500 
Fosler, W, Il 90 II U 250 shaft'S 
Coil,S, I 90 II U 1,024 

I'll II FY 90 0 274,024 0 0 0 
LLS:. K~~l.;<..+~d 2Jj c~'! 

Pledge 
Name IIC Yr PH R/U Solici lor Pledge Due Rc<eipls Dale Paid IT Malch GIL Rcpts Am't Due Comment 

Coit,S, I 91 II U 1.024 
FoslC'r, W. 13 91 II U 250 shafe'S 
IndcxCroup C 91 II U 2,500 

Jamieson, 13. I 91 II U 10,000 
NC'ison, D. 13 91 II U 5,0\.10 
RobelC'n, Il. I 91 II U 2,0\.10 

Wolfson, W. I 91 II U I ,(lOa 

PH II IT 91 0 21,524 0 0 

Pledge 
Name IIC Yr PH R/U Solicilor Pleds:e Due Rc<eipl5 Dale P.id IT M.lch GIL Rcpls Am't Due Comment 

Foster, W. B 92 II U 250 share'S 
Hendrie, G. B 92 II U 6,750 

Index Group C 92 II U 2.soo 
:-.1elson, D. II 92 II U 5,000 

Wolfson, W. I 92 II U I,OC~ 

PH II IT 92 0 15,250 0 0 

Pledge 

Name IIC Yr PH R/U Solicitor Pledge Due Receipls Dale Paid T Malch GIL Rcpts Am'l Due Comment 

:-.1elson, D. B 93 II U 5,000 

PH II IT 93 0 5,000 0 0 

-- - - - - ---



Capital Campaign Donor History 
Last updated: 1/3/1989 

Pledoe 
Name IIC Yr PH R/U Solicitor Pledoe Due Recelots Date Paid T Match GIL Repts Am't Due Comment 

BankAmerica C Tot 50000 50000 50000 50000 
Bannina, J. I 85 I U Bell 1 000 1 000 1 000 $ 1 000 
Bannino J. I Tot 1 000 1 000 1 000 1 000 
Belden G. I 85 I U Bell 1 000 250 250 $ 250 
Belden G. I 86 I U 250 250 $ 250 
Belden G. I 87 I U 250 250 $ 250 
Belden G. I 88 I U 250 250 8/24/87 $ 250 
Belden G. I Tat 1,000 1,000 1,000 1 000 
Bell G. B 84 I U 100 994 100,994 100,994 S 100,723 
Bell G. B 85 I U 460 000 460 000 460 000 S 460 000 ? 
Bell G. B 86 I 
Bell G. B 87 I R 109,500 109,500 109,500 S 104,638 
Bell G, B 88 II R 50,000 50,000 51,905 6/22/88 S 51 905 
Bell G. B Tot 720 494 720 494 722 399 717 266 0 
Beranak l. I 86 I U Bell 200 200 200 $ 200 
Beranak l. I Tot 200 200 200 200 0 
Berkowitz R. I 87 I U PoduskaiSeverino 16 000 4,000 4,000 $ 4,000 
Berkowitz R, I 88 I U 4,000 4 000 
Berkowitz R. I 89 I U 4 000 4 000 
Berkowitz R. I 90 I U 4,000 
Berkowitz R. I Tot 16,000 16.000 4,000 4,000 8,000 

Bertoeehi A. I 85 I U Bell 1 000 1 000 1 000 12/27/84 S rn::: 1 000 

Bertoechi A. I Tot 1,000 1,000 1,000 1,000 

Bloch E. B 84 I U Bell 3,500 3,500 3,500 5/14/84 S IBM 3,500 

Bloch E. B 87 I U PoduskiMO 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. I 88 II U Nelson 500 500 500 6/15/88 S 500 

Bond R. Tot 500 500 500 500 

Boris C 84 I Strimpel 3500 IK 3500 IK 3500 IK 6/28/84 3500 IK In· kind photo murals 

Boris C Tot 0 0 0 0 

Boston Globe C 85 I U Bell 25,000 12,500 12,500 S 12,500 

Boston Globe C 86 I U 12.500 12.500 S 12,500 

Boston Globe C Tot 25,000 25.000 25,000 25,000 

Brewer G. 86 I U Klein/MO 4 000 500 500 S 500 

Brewer G. 87 I U 2 000 2 000 $ 2000 

Brewer G. 88 I U 1.000 1 000 

Brewer G. 89 I U 500 SOD 

Brewer G. Tot 4 000 4 000 2 500 2,500 1 500 

Brooks F. 84 I U Bell 100 100 log $ 100 

Brooks F. Tot 100 100 100 100 0 

Brown, G. 85 I U Bell 250 250 250 S IBM 250 

Brown, G. Tot 250 250 250 250 0 

Brown l. 85 I 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 I U Bell 51,500 51 ,SOC 51 500 S 53,799 1000 shares DG @ 51.5 

Burkhardt H, I 87 II U Hendrie 5 250 

Burkhardt, H. I 88 II U 7500 shares 1,50C 1,500 FI ,FY 89 S o 7500 shares at .20/share 

Burkhardt, H. I Tot 56.750 51.500 51.500 T 53,799 



C~tal Campalan Donor HIstory 
Last updated: 1/3/1989 

PledQII 
Name I/C Yr PH R/U Solicitor PledQII DUll Rllcllipts Datil PaId T Match GIL Rcp!s Am't DUll Comment 

Burlev J. 85 I U Bell 100 1<?9 ___ I.C?O ~ 100 -- ----- ---
Burley, J, Tot 100 100 100 100 
Cady, R. 86 I U Bell 4 096 1 024 1 024 $ 1 024 
Cady, R. 87 I U 1 024 1 024 $ 1,024 

Cady. R. 88 I U 1,024 1 024 12/28/87 $ 1 024 
Cady, R. 89 I U 1 024 1 024 
Cady, R. Tot 4 096 4 096 3 072 3072 1 024 
Cannon H. 87 I R Bell 16 200 5,475 5 475 S ? 
Cannon H. 88 I R 3900 3 900 

Cannon H. Tot 16 200 9 375 5,475 0 3900 
Carlson W. 85 I U Bell 100 100 100 $ IBM 100 
Carlson W. Tot 100 100 100 100 0 

Celanese M 85 I U Samek 250 250 250 Cel 250 

Chan D. 88 II U Nelson 250 250 250 6/13188 $ 250 
Chan D. Tot 500 500 500 500 0 
Cheheyl S. 84 I U Bell 4,096 4.096 4,061 S 4 061 
Chehevl S. Tot 4 096 4 096 4,061 4,061 

Chinn R. 85 I U 4,096 3,438 3,438 S 3 510 

Chinn R. Tot 4 096 3 438 3 438 3 510 
Clark J. 87 I U Severino 4,096 

Clark J. 89 I U 1,024 1 024 

Clark J. 90 I U 1 024 
Clark J. 91 I U 1,024 

Clark J. 92 I U 1,024 
Clark J. Tal 4 096 4.096 0 0 1 024 

Claussen R. 85 I U Bell 4 096 1 024 1.024 $ 1,024 

Claussen R. 86 I U 1 024 1 024 $ 1 024 

Claussen R. 87 I U 1,024 1 024 

Claussen R. 88 I U 1,024 1,024 

Claussen R. Tot 4 096 4 096 2 048 2 048 2 048 

Coit S. 88 " U Bell/MO 4 096 1.024 1.000 1/5/88$ 1.000 

Coit, S. 89 II U 1.024 1 024 

Coit, S. 90 II U 1.024 

Coil S. 91 II U 1.024 

Coil S. Tal 4 096 4 096 I 000 I 000 I 024 

CompulerLand C 86 I R WalsoniMO 50.000 25.000 25.000 $ 25.000 

CompulerLand C 87 I R 25,000 25.000 $ 25.000 

CompulerLand C Tal 50 000 50 000 50000 50000 

COnQ/elon W. I 85 I U Bell 5.000 2.000 2.000 $ 2.000 

ConQlelOn W. I 86 I U 1.000 1.000 $ 1 000 

Conglelon W. I 87 I U 1.000 1.000 $ 1 000 

Conglelon W. I 88 I U 1.000 1.000 12/1/87 $ 1000 0 

ConQ/eton W. I TOl 5 000 5 000 5 000 5 000 0 

Control Data C 85 I U Bell 40000 40.00e 40.000 $ 40.000 

Control Data C 87 I U Bell 50000 50.00e 50.000 $ 50.000 

Control Data C Tot 90000 9000C 90.000 90000 

Cox H. I 85 I U Bell 1.000 1.00C 1.000 S 1.000 

Cox, H. C TOl 1.000 1.00C 1.000 1.000 



Capital Campaign Donor History 
Last updated: 1/3/1989 

PledQe 
Name IIC Yr PH R/U Solicitor Pledge Due Receipts Date Paid T Match G/L Repts Am't Due Comment 

Cragon H. B 86 I U PoduskalMO 1 000 1 000 1 000 $ --- ----L.QQ.Q 
Cragon H. B 88 II U Boll 500 500 500 2/25/80 $ 500 
CraQon H. B Tot 1 500 1 500 1 500 1 500 
Crouse H. I 85 I U Bell 250 250 250 $ a:r; 250 
Crouse H. I Tot 250 250 250 250 
Cullinel C 87 I R Bell 50 000 50000 50000 $ 50000 
Cullinet C Tot 50 000 5000 50 000 50000 
d'Arbeloff A. I 85 I U Bell 4096 1,024 986 S 924 
d'Arbeloff A. I 86 I U 1 024 1,024 S 1 024 
d'Arbeloff A. I 87 I U 1 024 1 024 $ 1,024 
d'Arbeloff A. I 88 I U 1 024 1 024 
d'Arbeloff A. I 89 I 1 062 $ 1,062 
d'Arbeloff A. I Tot 4,096 4,09 4,096 4,035 1 024 
Davox C 89 II Cashen/Foster 1 000 1 00 1 000 $ 1 000 Slratus dinner 
Davox C Tot 1 000 1,00 1 000 1 000 0 
de Val pine J. I 85 I U Bell 4 096 2,096 2.096 $ 2 096 
de Valpine J. I 86 f U 2,09 2,096 $ 2,096 
de Valpine J. I Tot 4 096 4 192 4,192 4 192 
a:r; M 85 Bertocchi 1 000 1 00 1 000 1 000 
ca; M 85 Crouse 250 250 250 250 
ca; M 87 Everett 800 800 800 800 
ca; I 85 U FaQerQuist 250 250 250 $ 250 
ca; M 85 Jones 4,000 4,00 4,000 4,000 
ca; M 87 Kalb 1 000 l,OOC 1,000 1 000 
ca; M 85 Kalb 5t2 512 512 512 
ca; M 86 Kent 512 512 512 512 
ca; M 87 Kent 512 512 512 512 
ca; M 87 Knoll 1 000 1,000 1 000 1 000 
ca; M 84 Kotok 100 100 100 100 
ca; M 85 Kotok 100 100 100 100 
ca; M 86 Kotok 100 100 100 100 
ca; M 87 Kotok 100 100 100 100 
ca; M 87 L~con 150 150 150 150 
ca; M 87 Paxton 500 500 500 500 
a:r; M 85 Perkins 512 512 512 512 
ca; M 86 Perkins 512 512 512 512 
ca; M 87 Perkins 512 512 512 512 
ca; M 88 Perkins 512 512 512 5/12/88 512 
ca; M 87 Saviers 2000 2 OOC 2 000 2 000 
a:r; M 85 Shields 100 100 100 100 
ca; M 85 Sites 512 512 512 512 
ca; M 86 Sites 512 512 512 512 
ca; M 87 Sites 1 024 1 02.( 1 024 1 024 
ca; M 85 U Smart 1 000 1,000 1,000 $ 1,000 
ca; M 85 Thorndike 1,000 1.00 1,000 1,000 
ca; M 86 Thorndike 1 000 1 00 1 000 1 000 
ca; M 86 Wilkes 125 125 125 125 
ca; M 88 Jones 1.000 1.00 1.000 1.000 



Capital Campaign Donor History 
Last updated: 1/3/1989 

Pledge 

Name IIC Yr PH R/U Solicitor PledQe Due Recelots Date Paid T Match GIL Rcpts Am't Due Comment 
I.E M 88 II Saviors 2000 2000 2 000 2/4/88 2000 
I.E M 87 II Schwartz 1 000 1 000 1 000 1 000 
I.E M Tot 24 207 24 207 24 207 24 207 0 
Derus C 85 I U Bell 1 500 1 500 1 500 $ 1 500 
Derus C 86 I U 980 980 980 $ 980 
Derus C Tot 2 480 2 480 2 480 2 480 
DeVitry, A. I 85 I U Bell 4 096 4 096 4 096 $ 4 096 (HG DOLL) ---
DeVitry, A. I Tot 4,096 4,096 4 096 4 096 
03 C 84 I U Bell 75000 25,OO() 25,000 $ 25,000 
03 C 85 I U 25,000 25 000 $ 25,000 
03 C 86 I U MJ 25 000 25000 25 000 $ 25000 
03 C 87 I U 25,000 25 000 $ 25,000 

03 C Tot 100,000 100.00e 100,000 100.000 
Donaldson D. B 85 I U Bell 6000 6 ooe 6 000 $ 6000 
Donaldson D. B 87 II U MJ 10 000 
Donaldson D. B 88 II U 5.000 5.000 12/28/88 $ 5.000 
Donaldson D. B 89 II U 5.000 5.000 12/19/88 $ 5000 
Donaldson D. B Tot 16.000 16.000 16 000 16 000 0 
Donini P. I 84 I U Bell 250 50 50 $ 50 
Donini P. I 85 I U 50 50 $ 50 

Donini P. I 86 I U 50 50 $ 50 

Donini P. I 87 I U 100 100 $ 100 
Donini P. I Tot 250 250 250 250 0 

Drane D. I 84 I U Bell 25.000 25 000 25 000 $ 25000 
Drane D. I Tot 25.000 25.000 25.000 25.000 
Draper Labs C 85 I U Bell 2.000 2.000 2.000 $ 2.000 
Draper Labs C Tot 2 000 2 000 2 000 2000 

Dyer D. 87 I R Bell 16.200 5.47 5.472R S 

Dyer D. 88 I R 0 o R o Symbolics writeoll 

Dyer D. Tot 16 200 5472 5 472 R 0 0 

Edwards B. 87 I R Bell 16.200 17.618 17.618 

Edwards. B. Tot 16.200 17.618 17.618 0 

Eggers T 85 I U Bell 250 250 250 $ 250 

Eggers T Tot 250 250 250 250 

Eisner D. 84 I U Bell 1 250 250 250 $ 250 

Eisner D. 85 I U 250 250 $ 250 

Eisner D. 86 I U 250 250 $ 250 

Eisner D. 87 I U 250 ? 250 

Eisner D. 88 I U 250 250 

Eisner D. Tot 1 250 1.250 750 750 500 

Eliot Bank C 89 II 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 I U Bell 5000 500 500 $ 500 

Everett R. B 85 I U 3.66 3.663 S 3.666 

Everett R. B 86 I U 

Everett R. B 87 I U 800 800 800 $ 00:; 800 

Everett R. B Tot 5.800 4.963 4.963 4.966 

Fagerquist. U. I 85 I U Bell 500 250 250 $ rn::; 250 



Capital CampaiQn Donor Hlstorv 
Last updated: 1/3/1989 

Pledge 
Name IIC Yr PH R/U Solicitor PledQe Due Recelp!1J Dale Paid T Match GIL RCp~8 Am't DUll Comment 

~----

FOIlOrQulsl U. I Tot 500 250 250 250 
Farmer R. I 84 I U Bell 1 000 1 000 1 000 $ 1 000 
Farmer R. B Tot 1 000 1 000 1 000 1 000 
Feigenbaum E. I 88 II R Bell 560 560 560 560 
Feigenbaum E. I Tot 560 560 560 560 0 
Feustel E. I 85 I U Bell 100 100 100 $ 100 
Feustel E. I Tot 100 100 100 100 
Fisher K. I 85 I U Bell 32063 32,063 32.063 S 31 417 
Fisher K. I Tot 32 063 32 063 32 063 31 417 
Ford Motor C 85 I U Bell 4096 1 024 1 024 $ 1 024 
Ford Motor C 86 I U 1 024 1 024 $ 1 024 
Ford Motor C 87 I U 1 024 1 024 $ 1 024 
Ford Motor C 88 I U 1,024 1,024 12/18/87 $ 1,024 
Ford Motor C Tot 4 096 4 096 4 096 4 096 
Forrester J. I 84 I U Bell 2 500 2 500 2 503 S 2 415 
Forrester J. I 85 I U 1 991 1.991 1 991 S 1 910 
Forrester J. I 86 I U 723 723 723 S 723 
Forrester J. I 87 I U 798 798 798 S 755 
Forrester J. I 88 II U 748 748 748 12/2/88 S 700 
Forrester J. I 89 469 469 469 12/29/88 S 432 20 shares 01 Alza 
Forrester J. I Tot 7,229 7.229 7,232 6,936 

Foster W. B 87 I U Hendrie 4 400 4 400 4 750 S 3 900 
Foster W. B 89 II U Cashen/Hendrie 1000 shares 6 75C 6 750 12/21188 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. I 85 I U 500 500 500 $ 500 

Frisbie, A. I Tot Bell 500 500 500 500 
Gaston Snow C 84 I U Bell 5 000 5 000 5 000 $ 5 000 

Gaston Snow C Tot 5 000 5.000 5.000 5 000 

General Sys ts. C 85 I U Bell 4 096 1 .02~ 1.000 $ 1.000 

General Systs. C 86 I U 1 .02~ 1 048 $ 1.048 

General Systs. C 87 I U 1 02~ 1 024 

General Systs. C 88 I U 1 02~ 1 024 

General Systs. C Tot 4 096 4.096 2.048 $ 2.048 2 048 

Gilmore J. 86 I U Bell 256 256 256 S 256 

Gilmore J. Tot 256 256 256 256 0 

Greata M. 88 II U Nelson/Severino 10000 

Greata M. Tot 10000 0 0 0 0 

Greenberg. B. 87 I R Bell 16.200 16.200 5 850 

Greenberg, B. Tot 16.200 16.200 0 0 5 850 

Griffith J. 85 I U Bell 250 250 250 S 250 

Griffith J. Tot 250 250 250 250 0 

Gross S. 84 I U Bell 50 50 50 S 50 

Gross S Tot 50 50 50 50 0 

Guatelli. R. 84 I U Bell 1 250 250 250 S 250 

Guatelli. R. 85 I U 250 250 $ 250 



Capital Campaign Donor Historv 
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Guatolli R. I 86 I U 250 250 D $_- :>50 
Guatolll R. I 87 I U 0 o 0 0 
Guatelli R. I 88 I U 0 o 0 0 
Guatelli R. I Tot 1 250 750 750 750 0 
Haddad J. I 85 I U Bell 100 100 100 $ IBM 100 ? 
Haddad J. I Tot 100 100 100 100 0 
Henderson R I 85 I U Bell 500 500 500 $ 500 
Henderson R I Tot 500 500 500 500 0 
Hendrie G. B 85 I U Bell 4096 4 096 4 096 $ 4,096 
Hendrie G. B 86 I U Bell 50000 24 500 24 500 12/13/85 S 24 250 1000 shares Stratus 
Hendrie G. B 88 I U 0 
Hendrie G. B 89 I U 6 750 13 625 12/28/88 S 13 438 o 500 shares Stratus 
Hendrie G. B 90 I U 6 750 
Hendrie G. B 91 I U 6 750 
Hendrie G. B 87 II U Severino 33 500 33,500 33 500 3/6/87 S 33250 1000 shares Stratus 
Hendrie G. B 92 II 6.750 
Hendrie G. B Tot 87,596 89.096 75.721 75 034 0 
Hindle W. I 84 I U Bell 5,000 1,000 1,049 S 1,049 
Hindle W. I 85 I U 1 000 1 092 S 1 092 
Hindle W. I 86 I U 1 000 1 024 S 1,024 
Hindle W. 87 I U 1 000 1 068 S 1 068 
Hindle W. 88 I 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 I U Bell 4096 1.365 1,365 $ 1 365 
Hirschbera, P. 87 I U 1 365 1 365 $ 1 365 
Hirschberg, P. 88 I U 1,365 1 365 
Hirschbera, P. Tot 4 096 4 095 2 730 2 730 1 365 
HoHman, R. 84 I U Bell 2 500 250 250 $ 250 
HoHman R. 85 I U 250 250 $ 250 
HoHman R. 86 I U 250 250 $ 250 
Holfman R. 87 I U 250 250 $ 250 

Hollman R. 88 I U 250 250 T 7/1/88$ 250 

HoHman R. 89 I U 250 250 

HoHman R. 90 I U 250 
HoHman R. 91 I U 250 
HoHman R. 92 I U 250 

HoHman R. 93 I U 250 
HoHman R. Tot 2 500 2 500 1 250 1 250 250 

Holloway, J. 87 I R 16200 16 200 5 850 

Hollowav, J. Tot 16 200 16,200 0 0 5 850 

Houghton Mifflin C 85 I U 4 096 1,024 1.024 $ 1,024 

Houghton Mifflin C 86 I U 1,024 1 024 $ 1 024 

Ho\&hton Mifflin C 87 I U 1 024 1 024 $ 1 024 

HouQhton Mifflin C 88 I U 1,024 1,02 4 11/17188 $ 1 024 

HouQhton Mifflin C Tot 4,096 4,096 4 096 4 096 0 

Huber M. I 84 I U 1 250 250 250 S 250 

Huber M. I 85 I U 250 250 $ 250 

Huber, M. I 86 I U 250 250 $ 250 



Capital Campalan Donor History 
Last uPdated: 1/3/1989 
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Huber M. I 87 I U 500 500 $ 500 
Huber M. I Tot 1 250 1 250 1 250 1 250 0 
IBM M 85 I U Bloch 7 000 7000 7 000 7000 
IBM M 87 I U Bloch 3000 3000 3000 3 000 
IBM M 85 I U Brown 2000 2000 2000 2000 
IBM M 85 I U Carlson 200 200 200 200 
IBM M 85 I U Haddad 200 200 200 200 
IBM M 85 I U Lanodon 500 500 500 500 
IBM M 85 I U Sammet 200 200 200 200 
IBM M 86 I U Sammet 3000 3000 3 000 3,000 
IBM M Tot 16 100 16 100 16 100 16 100 0 
ICL C 85 I U 4 096 1 024 1 024 $ 1 024 
ICL C 86 I U 1 024 1 024 $ 1 024 
ICL C 87 I U 1 024 
ICL C 88 I U 1,024 1,024 
ICL C Tot 4 096 4,096 2 048 2,048 1 024 
00 C 85 I U 50000 25,OOC 25.000 $ 25,000 
00 C 86 I U 2000 2 000 $ 2000 
00 C 87 I U 1 000 1 000 $ 1 000 
[X3 C 88 I U 0 o R 0 
[X3 C 89 I U 0 o R 
[X3 C 90 I U 0 o R 
00 C 91 I U 0 o R 
[;G C 92 I U 0 o R 
00 C Tot 50,000 28.000 28.000 R 28.000 0 
Index Grouo C 85 I U McKenney 10 000 2.50 2.500 4/9/85 $ 2 500 
Index GrouD C 86 I U 2 SOC 2 500 4/1/86$ 2 500 
Index GrOUD C 87 I U 2,50 2 500 T 10/1/87 $ 2,500 
Index GrouD C 88 I U 2 SOC 2500 
Index Graue C 87 II U McKenney 10,000 ------ - ----_._- _ .. --- - .. . . -.--- .. - .. 
Indox CrouP C 89 II U 2 500 2 500 --
Index GrouD C 90 II U 2.50C 
Index GrouD C 91 II U 2.50 
Index GroUD C 92 II U 2,500 
Index Graue C Tot 20000 2000C 7 500 7 500 5 000 
Jamieson B. I 87 II U Hendrie 40 000 
Jamieson B. I 88 II U 10.00C 10,000 1/31/88 $ 10,000 
Jamieson B. I 89 II U 10 OOC 11 314 S 12/27188 S 11 287 o 271 shares Motorola (@ 41.7 
Jamieson B. I 90 II U 10,OOC 
Jamieson B. I 91 II U 10,000 
Jamieson B. I Tot 40,000 40.000 21.314 21.287 0 
Johnson T. B 84 I U Bell 10,000 2,000 2.000 $ 2,000 
Johnson T. B 85 I U 8 00 7 976 S 7 992 
Johnson T. B 86 I U PoduskatMO 5.000 4.956 4.956 S 5,441 
Johnson, T. B 88 II U Bell 500 500 500 1/8/88 S 500 
Johnson T. B Tot 15 500 15 456 15 432 15933 0 
Jones J. I 85 I U Bell 4 096 2.0':8 2.225 10/5/84 S 2 225 
Jones, J. I 86 I U , .02': 1.040 1/30/85 S , .040 
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Last uPdated: 1/3/1989 

Pledge 
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Jones J. I 87 I U t 024 1 107 12118/86 S 1,107 
Jones J. I 88 II U MJ 1 000 1 000 1 132 8/27187 S 1 095 
Jones J. I Tot 1 000 3 048 3 279 3 242 
Judy, H. I 88 II U Nelson 250 250 250 4/26/88 S 250 
Judy. H. I Tot 250 250 250 250 
Kalb J. I 87 I U Saviers/Kramer/~ 2 115 2 115 2 115 11129/86 S a:I:; 2 115 20 shares DEC 
Kalb J. I Tot 2,115 2 115 2 115 2 115 
Kapor M. B 85 I U Bell 20,000 20,000 20,000 $ 20,000 
Kapor M. B 86 I U MJ 15000 15 000 15,000 S 15000 
Kapor M. B 87 II U Severino 150 000 1 SO 000 150,000 $ 150 000 
Kapor M. B 88 II UtR Severino/Bell/Cas 850 000 350 000 350 000 $ 350000 12-28 250K 6-30 lOOK 
Kapor M. B 89 II U 250,000 250 000 
Kapor M. B 90 II R 250,000 
Kapor M. B Tot 1 035 000 1 035 000 535 000 535000 250000 
Kendall Fndt. F 86 I 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. I 85 I U Bell 2048 512 512 10111184$ a:I:; 512 
Kent A. I 86 I U 512 512 12/5/85 $ a:I:; 512 
Kent A. I 87 I U 512 512 11/6/86 $ cs:; 512 
Kent A. I 88 I U 512 512 
Kent A. I Tot 2048 2 048 1,536 1,536 512 

Kilby" J. I 84 I U Bell 4 096 1 024 1 024 $ 1 024 
Kilby. J. I 85 I U 1,024 1 024 $ 1.024 
Kilby. J. I 86 I U 1.024 1.024 S 1 024 
Kilby. J. I 87 I U 1 024 1.024 S 1 024 
Kilby, J. I Tot 4.096 4.096 4.096 4.096 
Klein A. B 85 I U MJ 27 000 27 OOC 24 688 S 23 234 
Klein A. B Tot 27000 27,000 24 688 23 234 
KniClht T. I 87 I R Bell 16200 16.200 19 800 S 
~ht T. I Tot 16 ::'09 16 ::'00 19 800 --- ----~-

0 

Knoll D. I 87 I U Saviers/Kramer/~ 1.083 1.083 1,083 12/1/86 S ll..C 1,003 

Knoll, D. I Tot 1,083 1,083 1.083 1.083 
Knowles A. B 84 I 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 I U Bell 4 096 1 024 1 024 9/24/84 $ 1 024 

Koogler D. 86 I U 0 

Koogler D. 87 I U 1.0 24 1,024 12/22/86 $ 1,024 

KooQler D. 88 I U 1 024 1 024 12/28/87 $ 1 024 

Koogler D. 89 I 1.024 1 024 12128188 $ 1 024 

Koogler D. Tot 4,096 4 096 4.096 4 096 a 
Kotok A. 84 I U Bell 500 100 100 4/1/84 $ cs:; 100 

Kotok A. 85 I U 100 100 2/1/85 $ cs:; 100 

Kotok A. 86 I U 100 100 4/1/86 $ cs:; 100 

Kotok A. 87 I U 100 100 411/87 $ cs:; 100 

KOIOk A. 88 I U 100 100 T 7119/88 $ a:I:; 100 

Kotok A. Tot 500 500 500 500 

Kramer E. 87 I U Bell 4,096 4.096 4,290 5 4,195 

Kramer, E. Tot 4.096 4.096 4.290 4.195 
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Kulp, Jim I 87 I R 0011 t6dQ9 5, 85 9 o 11 o Syl1lhollc8 
Kuip, Jim I Tot 16200 5 850 o n 0 
Kulp, John I 87 I R Bell 16200 5850 o R o Symbolics 
Kulp, John I Tot 16 200 5 850 o R 0 
Lacey, J, B 85 I U Bell 4096 4,096 4 096 $ 4 096 
Lacey, J. B Tot 4 096 4 096 4 096 4 096 
LanQdon G. I 85 I U Bell 250 250 250 $ ar; 250 
Langdon G. I Tot 250 250 250 250 
Levy, J. I 84 I U Bell 500 100 100 $ 100 
Levy, J. I 85 I U 100 100 $ 100 
Levy J. I 86 I U 100 100 $ 100 
Levy, J. I 87 I U 100 
Levy. J. I 88 I U 100 100 
Levy, J. I 89 I 100 $ 100 
Levy, J. I Tot 500 500 400 400 100 
libertY Mutual C 86 I U McKenney. 5 000 2.50 2.500 $ 2 500 
Liberty Mutual C 87 I U 2.50 2 500 $ 2.500 
Liberty Mutual C Tot 5.000 5.00 5.000 5000 
Unsalata R. I 85 I U M) 4 096 1 024 1 024 $ 1 024 
Linsalata R. I 86 I U 1 024 1,024 $ 1.024 
Unsalala R. I 87 I U 1,024 1 024 $ 1 024 
Unsalata R. I 88 I U 1 024 1 024 
Unsalata, R. I Tal 4096 4.096 3.072 3072 1 024 
Upcon E. I 87 I U Saviers/Kramer/~ 150 150 150 $ ar; 150 
Upcon E. I Tal 150 150 150 150 

Lucky, R. B 87 I U MO/Shear 4 096 1 00 1.000 $ 1 000 
Lucky, R. B 88 I U 1 000 1 000 T 10/26/88 1 000 
Lucky, R. B 89 I U 1 00 1 000 

Lucky, R. B 90 I U 1 000 
Lucky, R. B Tal 4 096 4 00 2 000 ---__ ?.L0OO 1,000 

MaQuire J. I 84 I U Bell 5 000 5.00 5.000 $ 5 000 

MaQuire, J. I Tot 5000 5.00 5,000 5000 

Mallery, R. I 86 I 0 0 0 

Mallery, R. I 85 I U Bell 4 096 2.048 2.048 $ 2 048 

Mallery, R. I 87 I U 1 024 1 024 $ 1 024 

Mallery, R. I 88 I U 1.024 1 024 12/23/87 $ 1 024 

Mallery, R. I Tot 4 096 4.096 4.096 4 096 

Marill T. I 85 I U Bell 5000 5 000 5 000 5 000 

Marill T. I TOI 5000 5.00 5.000 5 000 

Masi J. C. B 88 II U Cashen 5000 5.00 5.000 2/26188 $ 5 000 

Masi J. C. B Tal 5000 5.00 5.000 5,000 

McCracken D. I 84 I U Bell 5000 1 00 1 000 $ 1 000 

McCracken D. I 85 I U 1 00 1 000 $ 1 000 

McCracken D. I 86 I U 1.000 1.000 $ 1.000 

McCracken D. I 87 I U 1.000 1.000 $ 1 000 

McCracken D. I 88 I U 1 000 1 000 

McCracken D. I Tot 5.000 5.00 4.000 4.000 1 000 

McKenney, J. B 84 I U Bell 1.000 300 300 $ 300 
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McKenney, J. B 85 I U Bell 7 500 8 200 8 256 S --- ___ O,.!~O 
McKenney, J. B 87 I U Poduska 9214 9 200 9 214 S o 060 
McKenn~ J. B 88 II U Cashen 289 289 289 12/1/87 S 255 10 shares Allied SiQnal 
McKenney, J. B Tot 18 003 17,989 18 060 17 581 
McMahon M. I 87 I R Bell 16 200 16 200 17 500 3600 shares Svmbolics 
McMahon M. I Tot 16 200 16 200 17 500 0 
McWilliams T. I 85 I U Bell 4096 2 048 2 052 $ 2 052 
McWilliams T. I 86 I U 1 024 1 024 $ 1 024 
McWilliams T. I 87 I U 1,024 1 024 $ 1 024 
McWilliams T. I Tot 4,096 4 096 4 100 4 100 0 
Mead C. B 86 I U Bell 200000 4000C 40000 S 40000 2500 shares @ $16 
Mead C. B 87 I U 37 SOC 37 500 12/22/86 S 2500 shares Series A Prel 
Mead C. B 88 I U 0 0 12/18/87 S 2500 shares 
Mead C. B 89 I U 0 0 
Mead C. B 90 I U 0 0 
Mead C. B 91 I U 0 0 
Mead C. B Tot 200,000 77 500 77,500 40000 0 
Meditech C 85 I U Staff 4000 I 000 1 000 $ 1 000 

Meditech C 86 I U 1 000 1 000 $ 1 000 
Meditech C 87 I U 1 000 1 000 $ 1.000 
Meditech C 88 I U 1.000 1 000 1131/88 $ 1 000 
Meditech C 89 II M:) 1 000 1 OOC 1 000 
Meditech C Tot 5,000 5,OOC 4,000 4,000 1 000 

Metcalfe R B 85 I U Bell 17,000 17.000 17 000 S 17 000 
Metcalfe R B 87 I U Bell 30 500 30,500 30,500 S 32 250 

Metcalfe R B 88 II U Bell 10,000 10.000 10,000 5/10/88$ 10000 IEEE Foundation 

Metcalfe R B Tot 57 500 57500 57 500 59250 

Michels A. I 86 I U Bell 5000 5,000 5000 $ 5,000 

Michels A. I Tot 5,000 5 000 5 000 5000 

Microsoft C 85 I U Bell 4 096 I 02~ I 024 ~-- ___ '.0;>~ 

Microsoll C 86 I U 1.024 1 024 S 1 024 

Microsoit C 87 I U 1,024 1 024 $ 1 024 

Microsoft C 88 I U 1.024 1,024 5/20/88 $ 1 024 

Microsoit C Tot 4,096 4.09E 4.096 4,096 0 

MITRE C 84 I U Bell 10000 10000 10000 $ 10000 

MITRE C 85 I U M:) 50 000 10,000 10.000 $ 10,000 

MITRE C 86 I U 10,000 10.000 $ 10,000 

MITRE C 87 I U 10 000 10 000 S 10 000 

MITRE C 88 I U 10000 10 000 11112/88 $ 10000 

MITRE C 89 I U 10,000 10,000 $ 10000 

MITRE C Tot 60000 60.000 60,000 60,000 0 

Moon D. I 87 I R Bell 16,200 5,850 o R 0 o Symbolics 

Moon D, I Tot 16 200 5 8SC o R a 0 

Morrill R, I 85 I U Bell 4 096 1,024 1,024 $ 1 024 

Morrill R. I 86 I U 1.024 I 024 $ 1,024 

Morrill R. I 87 I U 1 024 1 024 $ 1 024 

Morrill R. I 88 I U 1.024 1.024 T 7/6/88 $ 1 024 

Morrill, R. I 89 I 
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Morrill R. I Tot 4 096 4 096 4 096 4 096 0 
Morse L. B 88 I U Hendrie/Cashen 5 170 5 17C 4 400 F S 4 400 0 
Morse L. B Tot 5 170 5 17C 4 400 4400 
IE C 86 I U Bell 20000 20 OOC 20 000 $ 20 000 
IE C Tot 20 000 20 OOC 20 000 20 000 
Nelson D. B 84 U Bell 25 000 5 OOC 5 000 $ 5 000 
Nelson D. B 85 U 5 000 5 000 S 5500 
Nelson D. B 86 U 5,000 5 344 S 3 696 
Nelson D. B 87 U 5 000 4 763 S 6300 
Nelson D. B 88 U 5 000 5 000 12/23187 $ 5 000 
Nelson D. B 88 U ~ 25 000 
Nelson D. B 89 U 5,000 5 000 
Nelson D. B 90 U 5,000 

Nelson D. B 91 U 5 OOC 
Nelson D. B 92 U 5 000 
Nelson D. B 93 U 5,000 
Nelson D. B Tot 50 000 50 OOC 25,106 25497 5000 

Newcomer J. I 85 I U Bell 250 250 250 $ 250 

Newcomer J. I Tot 250 250 250 250 a 
Noflsker R. B 87 I R Bell 50,000 50 .OOC 50.000 S 48 732 

Noflsker R. B Tot 50,000 50,000 50 ,000 48 732 
Nolan Norlon C 85 I U McKenney 4 000 3 000 3 000 $ 3 000 
Nolan Norlon C 86 I U 1,000 1,000 S 1,000 

Nolan Norton C Tot 4 000 4 000 4.000 4.000 
Noyce B. B 85 I U Bell 50 000- 50.000 54 938 S 54 031 

Novce B. B Tol 50 000 50 000 54 938 54 031 

NY Air C 85 I U McKenney 4 000 1 000 1 000 $ 1 000 

NY Air C 86 I U 1.000 1 000 $ 1 000 

NY Air C 87 I U 1 000 1 000 $ 1,000 

NY Air C 88 I U 1 000 1,009 

NY Air C Tot 4 000 4 000 3.000 3.000 1 000 

Olsen K. B 85 I U EYeretUDonaldson 201 000 201.000 206.325 S [E 200 241 

Olsen, K. B Tot 201,000 201,000 206 325 200 241 a 
Olsen, S. I 85 I U Bell 10 000 10.000 10.111 S 10 111 

Olsen S. I Tot 10 000 10 000 10 111 10 11 1 

Pax Ion G. I 87 I U SaYierS/Kramer/~ 500 sao 500 $ [E 500 

Paxlon G. I Tot 500 500 500 500 

Payne J. I 85 I U Bell 4 000 1 OOC 1 000 S 1 000 

Payne J. I 86 I U 1 000 1 000 $ 1 000 

Payne J. I 87 I U 1 OOC 1 000 $ 1 000 

Payne J. I 88 I U 1.000 1 000 

Payne, J. I Tot 4,000 4 000 3,000 3,000 1 000 

Perkins E. I 85 I U Bell 2 048 512 512 $ [E 512 

Perkins E. I 86 I U 512 512 S [E 512 

Perkins E. I 87 I U 512 512 $ [E 512 

Perkins E. I 88 I U 512 512 1/4/88 $ [E 512 

Perkins, E. I Tot 2.048 2,048 2.048 2.048 

Pellinella. N. B 85 I U Bell 500 500 500 $ 500 
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POllinolla N. B 86 I U Boll 500 500 SOp ~ 500 -- ---
POlllnolia N. B 87 I U W 4 096 800 800 $ 800 
Peltinella N. B 88 I U 800 800 12/31/87 $ 600 
Peltinella N. B 89 I U 800 800 12/29/68 $ 
Pellinella N. B 90 I U 600 
Peltinella N. B 91 I U 896 
Pellinella N. B Tot 5096 5 096 3 400 2 600 0 
Planitzer R. I 87 I U Severino 10000 10 000 10,500 S 10 278 
Planitzer R. I Tot 10000 10,000 10,500 10 276 
Poduska J.W. B 84 I U Bell 68250 68 250 68,250 S 67 620 
Poduska J.W. B 85 I U W 200000 50000 47 500 S 47 710 
Poduska J.W. B 86 I U 50,000 50,000 $ 50000 
Poduska J.W. B 87 I U 50,000 50 000 S 50000 
Poduska J.W. B 88 I U 50000 50000 6/30/88 S 49 295 
Poduska J.W. B Tot 268 250 268 250 265 750 264 625 0 
Pollack J. I 85 I U Bell 100 100 100 $ 100 
Pollack J. I Tot 100 100 100 100 0 
Price R. I 85 I U Bell 4 096 1 024 1,026 $ 1 026 
Price R. I 86 I U 1 024 1 024 $ 1 024 
Price R. I 87 I U 1,024 1 024 $ 1,024 
Price R. I 88 I U 1,024 1,020 3/25/66 $ 1,020 
Price R. I Tot 4 096 4 096 4 096 4 096 
ReQis McKenna C 85 I 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 I U BelllMO 30 000 30 000 . 29 999 $ 29999 
Richardson F. Tot 30000 30000 29.999 29999 
Robelen B. 86 I U PoduskatSeverino 5000 5 000 4 970 S 4 970 

Robelen B. 88 " U Cashen 6 000 2,000 2 000 5/9/68 $ 2 000 

Robelen B. 89 " U 2,000 2000 

Robelen B. 90 " U 2 000 
Robelen B. 91 " U 2,000 

Robelen B. Tot 13 000 13 OOC 6.970 6 970 2000 

Roe-Haler A. 85 I U Bell 100 100 100 $ 100 

Roe-Hafer A. 86 I U Bell 500 500 500 $ 500 

Roe-Haler A_ Tot 600 600 600 600 0 

Rose, D. 85 I U Bell 1,000 1.000 1.000 $ 1 000 

Rose, D. Tot 1.000 1.000 1,000 1,000 

Ross D. 85 I U Bell 10000 10 000 10 376 S 10 378 

Ross D. Tot 10000 10 000 10,376 10 376 

ROlenberQ, J. 85 I U Bell 1 000 1 000 1,000 $ 1 000 

ROlenberg J_ B Tot 1,000 1 000 1,000 1,000 

Samek M. I 85 I U Bell 250 250 250 $ Cel 250 

Samek M. I Tot 250 250 250 250 

Sammet! J. B 84 I U Bell 100 100 100 100 

Samme!! J. B 85 I U Bell 1,580 1,560 1 580 S IBM 1,560 

Samme!! J. B Tot 1 680 1 68C 1 680 1 660 

Saviers G. I 87 I U Bell/Severino 2,120 2,12C 2,120 12/26/86 S 2,120 20 shares DEC 

Saviers, G. I 86 " U Bell/Severino 2,681 2.661 2.661 9/27167 S ar; 2.941 14 shares DEC 
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Saviers G. I Tol 4,801 ___ 4,!!Q1 ~!!Q.~ - ------ - ___ 5.061 --- _._---- -------- _ .. _-------_ ... 
SchwarlZ E. 0 67 II U IvO 10000 2 500 2 500 3/27/81! 2 500 
Schwarlz E. B 88 II U 2 500 2500 T 8/15/88$ 2 500 
Schwartz E. B 89 II U 2,500 2 500 
Schwarlz E. B 90 II U 2 500 
Schwartz E. B Tot 10000 10 000 5000 5000 2500 
Selfridge K. B· 86 I U PoduskatMO 1 000 1,000 1 000 $ 1 000 
Selfridge K. B Tot 1 000 1,000 1 000 1 000 
Sequent C 87 II U Bell 5000 5,000 5,000 $ 5000 
Sequent C Tot 5000 5 000 5,000 5 000 
Severino P. B 86 I U Bell/MO 25000 8 000 8000 S 7 785 
Severino P. B 87 I U 7 500 7,500 S 7 321 
Severino p, B 88 I U 9,500 9 500 9500 
Severino p. B 88 II U M) 8000 5 375 5 375 S 5070 
Severino p. B 89 II U 2,250 2 250 
Severino p. B Tot 33000 32,625 30 375 29676 2 250 
Shear H. B 87 I U M) 4096 1 024 1,024 $ 1,024 
Shear H. B 88 I U 1 024 1 024 10/8/87$ 1 024 
Shear H. B 89 I U 1 024 1 024 
Shear H. B 90 I U 1 024 
Shear H. B Tot 4096 4,096 2 048 2 048 1 024 
Shields J. I 85 I U Bell 100 100 100 $ cs:; 100 
Shields, J. I Tot 100 100 100 100 0 
ShlJgart A. I 85 I U Beil 4 096 4,096 4,096 $ 4 096 
Shugarl A. I TOI 4,096 4 096 4 096 4 096 
Siles R. I 85 I U Bell 2 048 512 512 $ cs:; 512 
Siles R. I 86 I U 512 512 $ cs:; 512 
Siles R, I 87 I U 1,024 1,024 $ cs:; 1 024 
Siles R. I Tot 2 048 2 048 2 048 Ul.,8 
Smart R. B 85 I U Boll 18 800 18 800 18 800 S 1.l.C 16~51 

Smart R. B Tol 18,800 18,80C 18 800 18 557 

Sp_encer W. B 87 I U MO/Shear 7000 I,OOC 1,000 12/22/86 $ 1 000 ? AT&T and XEROX matches 
Spencer W, B 88 I U 1,000 1 000 12/17/87 $ 1 000 0 

Spencer W. B 89 I U 1,000 1 000 

Spencer W. B 90 I U 1 000 
Spencer W. B 91 I U 1 000 

Spencer W. B 92 I U 1,000 

Spencer W. B 93 I U 1 000 

Spencer W. B Tot 7000 7 DOC 2 000 2 000 1 000 

Sj)orck C. I 85 I U 25 000 5 DOC 4 700 S 4,605 

Sporck C. I 86 I U 5,000 4,845 4,845 

Sporck C. I 87 I U 15,000 14.813 S 14 787 

Sporck C. I Tot 25000 25 000 24 358 24 237 

Stark J. I 85 I U Bell 50 50 50 $ 50 

Stark J. I Tot 50 50 50 50 

Steinmann M. I 85 I U Beil 500 500 500 $ 500 

Steinmann M. I Tot 500 500 500 500 

Stevenson T. I 87 II U linsalalalMO 500 500 500 $ 500 
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Stevenson T. I Tot 500 500 500 500 
Stratus C 86 I U Hendrie 4 000 4,000 4 000 $ 4 000 
Stratus C Tot 4 000 4 000 4 000 4 000 
Sutherland I. I 84 I U Bell 19000 19,000 19 000 19 000 
Sutherland I. I Tot 19 000 19000 19000 19 000 
SW Results C 86 I U McKennev 10 000 2 500 2500 $ 2 500 
SW Results C 87 I U 0 o D 0 
SW Results C 88 I U 0 o D 0 
SW Results C 89 I U 0 o D 0 
SW Results C Tot 10 000 2 SOC 2 500 D 2500 0 
SYstem Development F 84 I U Bell 10 000 10000 10 000 1/17/84$ 10000 For SaQe Exhibit 
System Development F Tot 10000 10.000 10 000 10 000 
Terman C. I 87 I R Bell 16200 16 200 16,425 
Terman C. I Tot 16 200 16 200 16 425 0 0 
Thorndike D. I 85 I U Bell 2 048 1 028 1 028 $ OCC 1 028 
Thorndike D. I 86 I U 1 028 1 000 $ OCC 1,000 
Thorndike D. I Tot 2048 2 056 2 028 2,028 
Tomash I. B 85 I U Bell 10575 10 575 10 575 S 9 027 
Tomash I. B Tot 10575 10 575 10 575 9 027 
Tomasic M. I 86 I U Bell 250 250 250 $ 250 
Tomasic M. I Tot 250 250 250 250 
Travelers C 85 I U Bell 25000 25000 25 000 11/29/84 $ 25 000 
Travelers C 86 I R Bell 5,000 5.000 5.000 12/20/85 $ 5.000 1401 Exhibit 
Travelers C Tot 30000 30000 30 000 30000 0 
Waite C. I 85 I U Bell/MO 4 096 1,024 1 024 $ 1 024 

Waite C. I 86 I U 1 024 1,024 $ 1 024 

Waite C. I 87 I U 1 024 1 024 $ 1 024 
Waite C. I 88 I U 1 024 1.024 
Waite C. I 89 I 1 024 ___ ! .. L°2.~ - .. ----
Waite C. I Tot 4 096 4 096 4 096 !"QQ!, 1.024 
Wang labs C 86 I U Bell 100000 20,000 20.000 20,000 

WanJl..Labs C 87 I U 20.000 20,000 20.000 

WanQ Labs C 88 I U 20 000 20000 1/26/88 20,000 

WanQ labs C 89 I U 20.000 

Wang Labs C 90 I U 20000 

Wang Labs C Tot 100 000 100.000 60.000 60000 0 

Watson S. I 85 I U Bell/MO 16,000 4,OOC 4.096 4 096 

Watson S. I 86 I U Bell/MO 12500 24 SOC 24 500 l 
Watson S. I Tot 28 500 28 500 28 596 4 096 0 

Weinreb D. I 88 II R Bell 8 213 8.213 8 213 S 8.213 Svmbolics stock 

Weinreb D. Tot 8 213 8 213 8.213 8,213 0 

Welmers T. I 84 I U Bell 500 100 100 $ 100 

Welmers T. I 85 I U 100 100 $ 100 

Welmers T. I 86 I U 100 100 S 100 

Welmers T. I 87 I U 200 200 $ 200 

Welmers T. I Tot 500 500 500 500 0 

Whelan R. I 86 I U W 1.000 500 500 500 

Whelan. R. I 87 I U 500 500 
-- --- .... 
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3Com C 85 I U Bell 4096 4 096 4096 1$ 4 096 
3Com C Tal 4096 4096 4096 4096 0 
Alexanderson J. I 88 II U 500 500 500 4/15/88$ 500 
Alexanderson J. I Tot II U 500 500 500 500 0 
Alps America I 88 500 500 500 6/3/88 $ 500 For Dick Landry at CWo rid 
Alps America I Tot II U 500 500 500 500 0 
Amer Mgt C 85 I U McKenney 4000 1 000 1 000 $ 1 000 
Amer Mgt C 86 I U 750 750 $ 750 
Amer Mot C 87 I U 1 500 1 500 $ 1 500 
Amer Mgt C 88 I U 750 750 
Amer Mgt C Tot 4000 4 000 3250 3250 750 
Anderson H. I 85 I U Bell 10356 10356 10,356 S 10 178 
Anderson H. I Tot 10356 10356 10356 10 178 
ARalia C 85 I U Bell/MO 90000 15000 15 000 $ 15000 
Apollo C 86 I U 15000 10000 $ 10000 
Apollo C 87 I U 15000 20,000 $ 20000 
Apollo C 88 I U 15 000 15000 T FY 89 $ 15000 
Apollo C 89 I U 15,000 15,000 
Apollo C 90 I U 15000 
Apollo C Tot 90000 90000 60000 60000 15000 
Arndt R. I 86 I U Bell 197 197 197 S 197 
Arndt R. I Tot 197 197 197 197 0 
Arthur Young C 89 II Cashen/Foster 1 000 1 000 1 000 $ 1 000 Stratus dinner 
Arthur Youna C Tot 1 000 1 000 1 000 1 000 0 
AT&T C 85 I U EYerettlBeli 50000 25000 25000 $ 25000 
AT&T C 86 I U 25,000 25.000 $ 25000 
AT&T M 87 I Spencer 2500 2,500 2 500 2500 
AT&T C Tot 52,500 52500 52500 52500 
Auerbach I. I 84 I U Bell 1 250 250 250 $ 250 
Auerbach I. I 85 I U 250 250 $ 250 
Auerbach I. I 86 I U 250 250 $ 250 

Auerbach I. I 87 I U 250 250 $ 250 

Auerbach I. I 88 I U 250 250 T 711188 $ 250 0 
Auerbach I. I Tot 1 250 1 250 1.250 1 250 0 

Bachman C. B 84 I U Bell 5000 5,000 3.225 S 3 153 

Bachman C. B 85 I U 2763 2 763 2.763 S 2,692 

Bachman C. B Tot 7763 7,763 5.988 5 845 0 

Baker C. I 87 I R Bell 16200 16200 12 672 S ? 
Baker C. I 88 I R 1 463 1.463 1.463 8/31/87 S 1 131 3600 shares SYmbolics 

Baker C. I Tot 17663 17.663 14,135 1 131 

BankAmerica C 85 I U Bell 50000 15 000 15000 $ 15000 

BankAmerica C 86 I U 15.000 15.000 $ 15,000 

BankAmerica C 88 I U 20.000 20.000 9/23/87 $ 20.000 




