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Who is this guy?

And why does he think
he knows what he’s

talking about?
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1) Capital Campaign Overview & Status
2) What is Fundraising (really)?
3) How to Get Donor Visits &
Navigate the Asking Process
4) Avoiding Typical Campaign Pitfalls
5) Role Playing Exercises (maybe)
6) Q&A Y,
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Capital Campaign
Overview & Status
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What is
Fundraising?
(really)
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IS
not what you think
itis ...






=you have the power
=| have the power

=we have a relationship

@amandapalmer #IFC2016



The focus should

not be on the ASK,
it should be on the



It’s not how do we
ASK people to give,
it’s how do we
people give. It's an



We can’t
someone to do

something unless we
have a

with them.



Fundraising is about
RELATIONSHIP

BUILDING
(always).



What's the best
way to build that
relationship?

PEOPLE GIVE TO PEOPLE
(NOT EMAILS)






How to Get Donor
Visits & Navigate the
Asking Process
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Getting the Visit
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If they take
your visit,
there’s an 85%
chance they’ll
make a gift.

-Jerry Panas










Dear Mr. Donor -

| hope all is well and that you’re enjoying these late spring days!

My name is Chad Barger and | am the Development Director of the ABC Charity.

| am writing to see if | could stop by sometime in the next month or so to provide a brief
update on ABC Charity. | like to do this with as many of our supporters as possible each
year. It’s an opportunity for me to share our progress, to answer your questions and to get
some feedback which is always appreciated.

| think 20 minutes would be sufficient — is there a good day on your calendar?

Also, please know that while it is my hope that you will continue supporting our cause, at

this time I'd just like to meet you and provide this update — | will not be asking for any
money!

Thank you f - IS
Ml productivefundraising.com/resources

Sincerely, Cha






Different Approaches for
Different Relationships

* A close friend
* An acquaintance

* Someone you don’t know
(insert the connection)



But what if they
say ho?

Or never return my
emails & calls?
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Guiding the
Conversation
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DEFAULT “LISTENING”
BEHAVIOR

45% = What Am | Going to Say Next?
45% = When Can | Politely Cut In?

10% = Actually Listening



the most powerful form
of communicating with
another human being is
asking them a question
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The Transition
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So, as you know | wanted to speak about ABC
Charity today ...

* What do you know about us?

* What first led you to become involved with our
organization?

* What excites you about our current
programming?

* What could we be doing better?



key talking points



What

can |l do
to help?




Positioning the Ask
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no asks on
tirst visits with
people you don’t
already know well



The easiest way to
make an ASK ...

CONSIDER &




“1 hope you'll
CONSIDER JOINING
ME in supporting this

program with a
donation of $5,000.”






Closing the
Meeting
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GET
PERMISSION



@ Proposal / offer

@ Followup call/ PE
meeting THE



Following Up
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But what do you need
to do before you follow
up with your planned
next step?






sentence 1 = what you saw / what happened

sentence 2 = the impact of what you saw on
yOu Or your organization

sentence 3 = what you appreciate about the
person’s role in what you saw
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1 week after the ask
2 weeks after that
4 weeks after that
8 weeks after that

Move on (after 15 weeks)



questions
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Let’s address what
typically goes
wrong ...



#1 visits simply
don’t happen



set a visit goal



block time for visits

block time for
scheduling visits



#2 improper ask
amounts



#3 lack of internal
communication



#4 inconsistent
messaging



What's this
campaign about?

ELEVATOR SPEECH



“We help [whol,”

[who] examples: children,
students, residents, citizens, the
homeless, seniors, animals,
farmers, artists, etc.



“So they can [do what].”

[do what] examples: thrive,
succeed, learn, survive, prosper,
ive independently, be healthy,
have a positive future, etc.



“Let me tell you about
[first name], [story]”



“We help [whol,”
“so they can [do what].”

“Let me tell you about
[first name] ...”
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the dreaded role
playing exercises ...



1 = a follow up call on a visit request email to a
prospect that I’ve only casually met a few times

2 = transitioning the conversation from small talk
to the organization during a visit

3 = making the ask (invitation) during a visit

4 = closing a meeting by getting permission for
the next step

5+ = your scenarios (What are you afraid is going
to happen that you won’t know how to handle?)
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