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Who Is
this guy?

Ticked off donor
Changed my business
Wrote a book

30,000

imarketsmart.com
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Maj()r & Lack of time

- Not enough staff
Iegacy glft Tight budgets

Travel Is time-consuming and expensive
Qualifying prospects is very difficult

It's harder to get an appointment than to secure a gift.”

Getting an appointment is 85% of getting the gift.”

imarketsmart.com
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Major &
legacy qift

Challenges according to fundraisers:

52% Supporters don’t respond to outreach
18% Supporters say: “I'll give, don’t need a
YiB” Supporters keep delaying the visit

16% I'm not sure what to say when | reach out

SUPPORTER YOU FAILED
DOESN’T SEE TO PREPARE

TRUST WHAT VALUE FOR THE
YOU PROVIDE CALL

THE ORGANIZATION FAILED TO TRAIN ITS STAFF

imarketsmart.com
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Major &
legacy qift

Leadership may pressure you to get results quickly

Lack of understanding of:
v The donor’s consideration process
v' The fact that donors love the mission, but are
afraid of fundraisers

SUPPORTER YOU FAILED
DOESN’T SEE TO PREPARE
TRUST WHAT VALUE FOR THE

CALL

YOU PROVIDE

THE ORGANIZATION FAILED TO TRAIN ITS STAFF

imarketsmart.com
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LEdRey GIFt CONSIDERATION PROCESS

Imarketsmart.com Q
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LEGACY GIFT CONSIDERATION PROCESS
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ASSIGN CALL MEET $
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LEGACY GIFT CONSIDERATION PROCESS

Prime

Good Moves Management...

Keeps constituents moving along
the relationship continuum:

Reap reward

- SULTCITATIUTS < imarketsmart.com Q
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CONSIDERATION PROCESS

Prime the pipeline

Identification 1 Fill the pipeline _

Maintain a well-oiled pipeline

Qualification

| Cultivation

imarketsmart.com g)
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YOUR MAJOR OR LEGACY GIFT DONOR PROSPECT’S

CONSIDERATION PROCESS

HIGHLY-CONSIDERED DECISION
NOT A TRANSACTIONAL OR IMPLULSE DECISION

WHY HOW WHY
| | 1

\l \

Reconsider

imarketsmart.com
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DONOR PROSPECTS

TACTICS

10

TIPS

Imarketsmart.com ( )
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v A BEGGAR
YOU ARE NOT: v A MANIPULATOR
v AN ARM TWISTER

imarketsmart.com
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INSTEAD, YOU ARE A:

TACTICS
L

v LOVING

v CARING

v HELPFUL
v GENEROUS
v JOYFUL...

FACILITATOR

imarketsmart.com
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HELP SUPPORT THEIR
DECISION-MAKING PROCESS

TACTICS
L

BUILD TRUST

PROVIDE VALUE

UNCOVER NEEDS

MATCH NEEDS TO PROGRAMS
DEVELOP RELATIONSHIPS

ANANANANAN

FACILITATOR

LAND MORE

APPPOINTMENTS
& CLOSE MORE GIFTS

imarketsmart.com
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VALLEY OF DISTRUST

You must cross
the chasm

—— o

Valley
of
Distrust

imarketsmart.com



APPOINTMENTS
MAJOR GIFT &

LEGACY GIFT

 YOU JUST

WANT MY
MONEY

 YOUDON'T

REALLY CARE

ABOUT ME

TACTICS
o

'MTOO
BUSY

‘ | DON'T TN '~ M NOT

NEEDYOU : " INTERESTED

| DON’T SEE
WHAT VALUE
YOU OFFER

NOT NOW BUT
MAYBE LATER

imarketsmart.com
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ENGAGEMENT CALLING

MANDATORY:

v' AT LEAST TWO CONVERSATIONS
BEFORE ASKING FOR A MEETING

v DON'T ASK, OFFER TO PROVIDE VALUE

imarketsmart.com



APPOINTMENTS

LEGACY GIFT TACTICS

ENGAGEMENT CALLING

imarketsmart.com
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VALUE

v CONDUCT
PROSPECT (ﬁ

wonemor QUALIFICATION  austasnon
RESEARCH

v GAIN EMPATHY

v  THINK / ALIGN

imarketsmart.com
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WHAT

THEY SAY —

TACTICS

- Digital Body Language

! Verbatims

TV Ry

Qeertom

T e m1 pa Demaves sawwenil & Su tuieen of ey
Coluge! hame swmct o bt wme

T Wan e 91 reumetd (srase = pas Be et el
mas mm——mee o Oty Tt

2A) MR 8 yrs RISt Se BwET. e
et N Ae [ e e

T S o wngge W Cafiey Culege? Meens et
« vod ot

I P Nt 00 po eeguge wWA Cudiey Codmpe
e by g " —

& Wreh £ St Cahagm oy cunars e ot
5 pn® Pe st

B Wher, Puaryy st fase grareten fee mmetert &
110y ot Cottm Cillmge & ahie 18 Satttnd 008 Wattam
e b s . el ) W ga gy e

)

Doy w—e et

Vet 2 ey

NG W &GP oW O e o o
et L e s ]

" e oo

Vb 8 T T TSRt

Ty b -y

Lhmagrwg S s (wots dufuimet # 0d
v

Pt

hesmy ramety e @4 Bawvy avvrh oy o)

(Y AT Ve ewvets e Y parwr e b
DR

1) My (e e b ndbe GTN b ee eb
e e N N
Pt & W) B L Catey Cadege W bemalt Al
ety M S Sy weren

e

Ve s Catony Catage e
TPe Ly jas saman

e et

A

——

e 3 vs verts owe'

Wt ot the Mloeeg lae IRECTee jua tedy !

M bd s Po mgrmed bove of acbicatse (Ta cETEEaied

M. . T Gl e LAl e Tw e
Pevessa T

Fte 177, s wiwes e Yo ETRRETW Ve

-

Brmmar

 Vraty ix Seee sburiten Labey L
o W S Cattey Gotwge |

-

° June 2018

Wisttad your micrasits

sv T4 TR

FLO Dew

M L Brvers e setinde g
PLO Chawmege Dumaieg  weits v o
Ve T e ema e e kg
-

© Score Impact

A——

Cavmes Mo 3 re——
T STty pa, arwtets e
PN EN e b T e et (el

T o o

e ey
e ey

v e,

" -y
Lav may

[EIEN

1wy

| o -y

b by 50— A - —

i Far 4 = g —

e e e -t Py es e -

s v e ——

P oo g

0t ) — —— | —

—— s b s r—

— e ——

4 — — 4 ——— —

— T - - —— -

0 el 5 r—y 1 0 b (AR

.._....,.................l M Donor Journey

L T

-
Tovam

N T

e A
Bactune 3 Sogee

U Wasdaasy Wastong Gt tre

Womwr

Tard Ve SccumTed ey W s
ERTIION SR T AT W

Lo gn

s

R

@ Lovmameman Bage

v s@ana

WHAT
~~ THEY DO

Imarketsmart.com



APPOINTMENTS

MAJOR GIFT &
LEGACY GIFT

TACTICS

v Age: 70 - 80

v No children

v Met her husband thanks to your employer

v Top choice for giving

v Mission is of utmost importance
v Likely to give assets

v Might consider a legacy gift

v Interested in funding a scholarship

imarketsmart.com
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RECENCY IS THE KEY TO SUCCESS

@ 52220 1,090 o - Might consider Likely

TOOK SURVEY:

January 2018
RECENT o l.'SJrip email engagement 7 0 . ; O/
. ubject line: 6 ways you could benefit +
ENGAGEMENT: o Aug 22 at 5:01 AM: Email Opened y 9 o
LAST SATURDAY o Aug 9 at 12:36 AM: Email Opened | '

o Aug 8 at 4:00 PM: Email Delivered

View Full Report

James B. Oldroyd, Kristina McElheran, and
David Elkington, “The Short Life of Online
Sales Leads,” Harvard Business Review

imarketsmart.com
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VALUE

THINK!

What can | offer or do
to make them

imarketsmart.com



APPOINTMENTS
TACTICS

SRV AVAIN[CRUTANES

Invitations to join a board or Reports ar eBooks Lrowdiundir
ommities Workbooks Eve r goli
= {a] T ts. 5k ra |
bl Blogs (mal ure you have
P A" JImet \ J e rit i

8 & chat lools Naming cpportunities
e L1 1€ nie 1010
Webinars | Conie :;1 - ' RN
beneficiaries of donations
Streaming live events | Calculators 8 a
And, of course, volunteering

tion and answer sessions opportunities Imarketsmart.com
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TACTICS

Is Your Engagement Offer Worthwhile?

COC0000

L

O

DONOR OFFER
VALUE CHECKLIST

Is it fun?

Is it fair?

Are you being honest and transparent?

Will it educate or inform them?

Is it sharable?

Does it evoke emotion?

Does it release dopamine and/or oxytocin
(make them feel good)?

Does it help them feel like they are the hero
in their own life story (provide feelings of
autobiographical heroism)?

Does it give them a sense that they can live
forever in the minds of others (provide
feelings of symbolic immortality)?

C C0C O O O

Does it enable them to give back or pay it
forward to others?

Does it allow them to feel that they are being
altruistic?

Does it provide a sense of community (a
connection with others)?

Does it give them notoriety and/or praise?
Does it enable them to right some wrongs
they want to change in our society?

Does it give them a feeling that they are
being religious or that they may be able to
satisfy their religious dictates?

imarketsmart.com
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A Gift for My Loved Ones

l MY STORY”

imarketsmart.com
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DIALOGUE @9
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Gong.io
The better
conversation
company

90,340 sales
conversations
studied

TACTICS
o

DIALOGUE

OPENING LINES:
“Did | catch you at a bad time?”

“How are you?”
“The reason for my call is...”

“How have you been?”

-

40% LESS

LIKELY TO BOOK A MEETING

340% MORE

LIKELY TO BOOK A MEETING

210% MORE

LIKELY TO BOOK A MEETING

660% MORE

LIKELY TO BOOK A MEETING

imarketsmart.com
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DIALOGUE @3

OTHER TIPS:
Flatter ‘em

Show ‘em that you know ‘em
Be relevant
Be emotional

Be enthusiastic

imarketsmart.com
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DIALOGUE %

ASK QUESTIONS | LISTEN 75% OF THE TIME

imarketsmart.com
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YOU’RE READY!

imarketsmart.com
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TACTICS

5
POWER ﬁ@ﬂ
PUSHINESS BACKFIRES
“I’m not calling to ask you for a donation”
“You can end the call any time”
“It’s completely up to you”
“I really don’t want you to feel pressured”

“Let’s pencil-this-into your calendar”

imarketsmart.com
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LEGACY GIFT TACTICS

.,@.
POWER A4

ASK TONS OF QUESTIONS

AND LISTEN TO THE ANSWERS
SHOW THAT YOU CARE

imarketsmart.com
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SHUT UP!

MAKE T ASK FOR THE

FEEL OD MEETING AND
SHUT UP!
COUNT TO 10

imarketsmart.com
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SHUT UP!

EXAMPLES

1. COLD ASK (FIRST CALL)
2. WARM ASK (AFTER ENGAGEMENT CALLS)

-

|,

imarketsmart.com
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SHUT UP!

be in your area visiting with another supporter so | was hoping we could
get together on Tuesday at 3 pm or would another time work better for
you?"

imarketsmart.com
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LEGACY GIFT TACTICS

SHUT UP!

“Could we get together on Tuesday at 3 pm or would
another time work better for you?”

imarketsmart.com
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LEGACY GIFT TACTICS

SHUT UP!

“Could we pencil in a time to meet so | can learn how
best to serve your needs?”

imarketsmart.com
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LEGACY GIFT TACTICS

SHUT UP!

“[Name], what’s the best way to get on your calendar?”

imarketsmart.com
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LEGACY GIFT TACTICS

SHUT UP!

“[Name], during our last conversation you mentioned xy&z. It
would be great to learn more about your thoughts on that. How
about we get together on Wednesday or Thursday, ok?”

-
|
m |
{
A
3 3

L

imarketsmart.com
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SHUT UP!

“Why don’t we get together so you can learn more? What
does your schedule look like next week?”

imarketsmart.com



AEPOMIVENTS TACTICS

SHUT UP!

“[Name], your story is fascinating. It would be great to
learn more about you and your interests so | can work on
your behalf to help you get more out of your relationship
with our shared mission. Why don’t we get together next
week, perhaps on Tuesday? What do you say?”

LEGACY GIFT

Imarketsmart.com
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SHUT UP!

“[Name], your support has been so wonderful. It really means
a lot. Not everyone ‘gets it’ like you do. That’s why | wonder if
you would consider giving us some feedback and advice on
xy&z. It would be invaluable. Can we get together either next
Tuesday or Thursday?”

-

A

imarketsmart.com
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SHUT UP!

“It would be great to learn more about you. If we were to
meet, | might be able to help you get even more joy out of
your relationship with our cause. What would your thoughts
be about getting together to have an initial meeting?”

-
|
m |
{
A
3 3

L

imarketsmart.com
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SHUT UP!

“If | could help you find more meaning in your life through
your involvement with our shared cause, what are your
thoughts on getting together in person?”

s

L

imarketsmart.com
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SHUT UP!

“[Name], did you know that | can help you learn more about
that? But we'd need to set aside some time for a deeper dive
Into it. Is there any reason you wouldn’t want to open up your
calendar so we can set up a meeting?”

-
|

*"

3 p—

L

imarketsmart.com
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SHUT UP!

MAKE T PRESENT T ALUE
FEEL OD THEY'LL G FROM
MEE T ITH YOU

imarketsmart.com
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SHUT UP!

DO NOT SAY:

“I'd like to update you
on what we're doing.”

[ KNOW YOu
JUST WANT
TO ASK ME
FOR MONEY

WHAT'S
INITFOR
ME?

.JL.’ Imarketsmart.com
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SHUT UP!
CONSIDER THE ALTERNATE CLOSE

“Are mornings better for you 8§ do you prefer afternoons?”

“Is Tuesday good 8 how about Thursday?”

imarketsmart.com
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TACTICS
o

VOICEMAIL

RADIO AD MESSAGES

v' Offer to provide value
v" Flatter ‘em
v' Show ‘em that you know ‘em
v' Be relevant
v Be emotional

v Be enthusiastic

imarketsmart.com
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How to reach out to a majo

GET CONNECTED

@
@

You MUST complete your profile
(for credibility, be sure to add a photo
or people wil wonder why you Ieft
that empty)

Build your network py Linking
with anyone and everyone who
cares about your mission (upload
your address book and let the
magic happen)

After you have built your network, 100K
up your major gift prospects on
Linkedin to see if you have any first
degree connections in-common

Reach out to those first degres
connections and ask them 10
introduce you 10 your prospects

Even if you do not have a first
degree connection, you can still
send a direct InMail if you have a
Premium Account or if your prospect
is an Open Link Member

| INIKE

r or legacy gift pros

Ql

Q@ Q@@

Q

TACTICS

MINI

pect online

Networking is best done virtually these days. With over 260
million users, LinkedIn is powerful, cost-efficient, and
offective. Plus it works much better than cold calling and

spamming with email with scripts.

SEND THAT FIRST INMAIL

Personalize the InMail to proveé the
message is not spam (mention your
shared connection and interest in your
mission)

Use words the recipient wants to hear
1o spark interest

Ask a question in an effortto geta
response (this is very effective
because it is & call-to-action)

Try asking for a specific decision 10
be mads (such as “Can we please
arrange a time t0 talk for just 2 or 3
minutes?”)

Make it just3t0 & sentences—
maximum (people just don't have
time to read long-winded messages)

BONUS IDEA: TRY THE LOOKIE-LOU
@ Take a peekata prospect’s profile

(certain percentage will, in turn, take a
look at your profile)

@ Tnen send your first InMail

This works because now the prospect
is receiving your InMail after already
determining that you have a a shared
interest— your mission!

market! ~smart

www.imarketsmart. com

imarketsmart.com
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SUCCESSES

M
A

DISQUALIFY

NO = NOT NOW

imarketsmart.com
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REFERRALS

imarketsmart.com
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Adjust your mindset
Valley of distrust
Employ engagement calling
Provide value

Practice your dialogue
Give them power

Ask: be clear & shut up
L eave voicemail
Consider Linkedin
Count failures
Leverage referrals

QUALIFIED APPOINTMENTS
WILL ALMOST SET THEMSELVES

imarketsmart.com



GREG WARNER
CED & Founder m

info@imarketsmart.com

market! ~smart

imarketsmart.com engagementfundraisingbook com




APPOINTMENTS
MAJOR GIFT &

LEGACY GIFT

3
3

@ @ @ @la

Q Q@ @ @ @ @ @ @

1. Be straightforward. identify the the reasonds) foe
your call,

2. Ask great cpen-ended questions that encourage
dialogue and show that you are sincerely inlerested
and care about thal particudar person.

3. Lislen. Your supporters wanl to be heard. If you
do it right, they 1l tak at least twice as much as yeu.
Hopelfuly moree.

4. Your mission is worthy so smile and be confident.
It radiates through the phone line. I'm not kidding.
People can sense bow you feel right thraugh the
chane line.

5. Be honest sways! Yau WILL get faund out if you
e or tall hat-tnuths.

6. Test everything. For instance. what opening lines
work better than athers.

7. Keep a pen and paper nearby o0 you can take
nofes. You simply won'l remember each call.

8. Maich your energy level and tone with that of your
supporter's. Be & chamelaon.

9. I you made any kird of promise during the cal, be
sure you do what you said you were ‘gonna do.

10. Serd perscnalized, refevant follow-up emails o
those who want mare indermation or appontment
condirmations 1o those who agreed to meet.

11. Be loose. Shmooze a bit. You can' read a scrpt

# you realy want 1o engage your supporters,
Instead, tell slones,

12. Be a team player. Let others in your ceganization
xnow what you are daing (especially if you are
oulseurcing the calls to a vendor}.

EXTRAS

15 DO’S AND DON’T’S OF TELEPHONE CALLS
FOR MAJOR AND LEGACY GIFT FUNDRAISERS

@

@

@
@

13. Treat pecple how THEY would like 2 be trealed.,
Espodially as you develop your caling sirategy.

14. Use technology lo be more efficient {such as
CRM. auto-dialing click widgets, elc.).

15. Most of all, empioy lelemarketing as part of an
integrated approach that complements other
marketing actvities— not as a solo, one-shaot eforl.

1. Be disnganucus. For nistance, don't apologize loe
caling. You'te nat sarry and your prospect knows you
it. Simdary, don't lie about anything. You will be
found cul. If you don'l know the answer o a queston,
be hones! about & and then gramise ta find out and
call them back wih an answer.

2. Be alraid to change your approach and message i
it n't working

3. Interrupl your supporter when they are talking. M is
a clear ndication that you don Y care about whal they
have to say

4, Forget the specific, stralegic reasoen for your call
(unless you laied to devise a strategy in the frst
place). Stay on track. A ta achieve the goal you
ofignally sel,

5. Aead a soript word for wored

6. Forget 1o address the person by name (bul only
after asking for permission 1o do so first). Then den't
overusa their name. That wil sound facky,

7. Prejudge. You never know which call mght tum
Into a tantasbc opportunity for you and your
supporier

@ & Type while you or they are talking. In facl, don't
type at al. Use a pan. They can hear you!

G 9. Stulf pauses with "tika®, "um” and “er”.

g 10. Use jargon your suppeorier won'l undesstand. They
are not involved in your organization's mis=on day in
and day cul the way you are and they )l leel stupid

@ 11. Werry 100 much about fadure. Most people wil

bacome more engapad with your missian thanks 1o

yeur autreach, But some might actually become less

engaged You canl worry about the possibiity ol

falure. The pesilives gained will zurely outwesgh any

negalives. And, besdes, il you dp nothing, youl fall
lor sura.

12, Tak aver your prospect ~ it shows you mren't
Istaning

13. Alow any background noise when you are

calling. ®'s disrespectiul. if you are nearby othar
callers make sure it doesn'l zound ¥ke you are in a
call center an the olber end of the line. Your supporier
will feel like a piece of meat,

14. Argue or debate with your supporter. Look for
ways to agrea nal disagree.

16, Underestimate (bhe power telemarketing lo buikd
better relationships with your supporiers.

market! ~smart

www.irnarketsmart.com

imarketsmart.com
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EXTRAS

SR W VAINCRUENES

market: ~smart

imarketsmart.com
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EXTRAS

Is Your Engagement Offer Worthwhile?

DONOR OFFER
VALUE CHECKLIST

Is it fun?

Is it fair?

Are you being honest and transparent?

Will it educate or inform them?

Is it sharable?

Does it evoke emotion?

Does it release dopamine and/or oxytocin
(make them feel good)?

Does it help them feel like they are the hero
in their own life story (provide feelings of
autobiographical heroism)?

Does it give them a sense that they can live
forever in the minds of others (provide
feelings of symbolic immortality)?

0 O

C oo o

Does it enable them to give back or pay it
forward to others?

Does it allow them to feel that they are being
altruistic?

Does it provide a sense of community (a
connection with others)?

Does it give them notoriety and/or praise?
Does it enable them to right some wrongs
they want to change in our society?

Does it give them a feeling that they are
being religious or that they may be able to
satisfy their religious dictates?

If your offer for engagement doesn’t provide value to your donor, don’t use it!
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DONORS SAY “NO”

They didn’t trust you or your organization to get the job done on their behalf

They fell your proposal didn’t meet their needs

They felt you asked for too much

They felt you asked for too little

Your timing was off

Your personality and theirs didn’t jive

They still didn't know what you did with their last gift

They had someone else holding up or blocking the process

They simply weren’t interested in your mission anymore

They were interested in the mission but gave to another organization
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DO YOU FOLLOW-UP ON YOUR LEADS

Never responded at all

23%

1 hour to 24 hours

16% —F =

Private Sector
Lead Follow-Up

Within 1 hour
37%

More than 24 hours

24%
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YOUR JOB IS NOT TO
MAKE CALLS TO DONORS

1. Prove value 2. Build trust 3. Make an offer
Give them a good Assume they've Make sure it's one
reason to call you been burned they can't resist.

back. before.
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WHY WHY

REALLY REALLY

GIVE STOP

Giving lifts them up and makes them feel alive

Giving sets their heart on tire :
y They falt the argamizaticn did something wrong

Giving ignites their emotions
jes them with spiritual sa

arts the practice of their religion

ure about how their donation was used
Thay falt their donation was not used properly

They were unsure il ther contribution made a diflerence
They lelt mistreated by the organization

Giving proy They were |
ving pro

Gaving supy
Giving provides them with a sense of community

Giving brings them ¢

er to ot

- / ‘hay lost interest in the organization’s miss
Giving makes them famous ( ) They lest interest in the organization’s mission

Gwving provides them with notoriety

Giving allows them to nght wrongs

They lelt ike they already gave enough

Thay thought the organization could not solve the problem
The organization ¢
Their financial
They leit unappreciated

aboul the o

asked for 1oo much mongy

eiled thair name incorrectly

Giving enables them o "give back

Guwing brings them perks or tax benetits ion changed
Giving allays their guilt or heals their pain
Giving makes tham like
Giving supports their pursuit of meaning
€] ving enables tham 1o honor or memornalize someone

They simply forgo
Thay falt they we
They lound a diffe

ganization

2ro in thair own hife story
In therr lives

rent organization that better suited their needs

Geving allows them lo feel like they will leave a legacy

Giving makes them feel good They no longer felt good in one way or another
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IT AIN'T
ABOUT
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