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Step 3-DONORMOTIVATION

Donors give for a lot of different reasons. To be effective in getting money and in-kind
support from individuals you need to work out what it is that would motivate them to give
so you know how to communicate and engage with them.

In the case of small regular donors:
You would profile the potential donor pool and separate them into groups. For example if
you work with women and children you might have a group of potential donors who are
mothers or you might have a group who have indicated an interest in young women in one
way or another. You might know this from:
e Theanswersto a questionnaire you have sent to supporters asking what areas
they are particularly interested in
e Thefactthat they have attended a particular event around young women
e Thefactthat they have asked for specific information on your work with young
women
e Thefactthat they have children etc.

In the case of Major Donors:
You would need to get an idea of each individuals personal motivations i.e. why they might
want to give to your organisation’s cause.

Research shows that what drives most rich people to give is:
e Social recognition’
e Mutual Benefit®
o Affinity?
e Philanthropy”

We also know that, generally, what donors want is:
e Tobesuretheirgiftis having an impact and adds value to what you do
To be consulted and have their say
To be communicated with
To be properly thanked
To be valued and in some cases recognised

1Social recognition refers to someone that wants to be recognised publicly for the support they
have given.

2 Mutual benefit refers to a situation in which both parties (the donor and the charity) benefit
from the transaction. This is often the case when charities work with corporate donors.

? Affinity refers to a feeling of closeness to and understanding of a particular cause by the
potential donor. For example someone that has experienced mental health problems
themselves or through someone close to them may have a close affinity to an organisation
working in the area of mental health.

* Philanthropy refers to the effort or inclination to increase the well-being of humankind, normally
though a charitable donation.
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e Toseeaccountability and transparency in the charity
e Tofeel passionate about what you do

e Toshareyourvalues

Step 4 - PLANNING

HANDOUT

Given that individual donor fundraising is likely to be something you do in addition to
everything else you do you will need to prioritise who you are going to focus on. You can
use the following grid as a tool to prioritise.

Having done the research on your various potential donors you should be able to fit them
into the different categories on the grid below. This will give you an idea of how to

prioritise your potential donors in order of likelihood to give.

PRIORITY GRID

Like you
but can't
give

1
Know you
but can't

give

2
Know you
and might

give

KEY POINTS:

e Make sure there is one person responsible for each potential major donor. Whatever
contact the organisation has with the potential donor it must go through them

e Get as many relevant people as possible to engage with the potential donor in
different ways. This can add value to their interactions with the charity.

e Think about who it will be that will eventually ask them for money. This is referred to as

making the ‘Ask’ in major donor fundraising.

Learning more about your potential donors

As you begin to build relationships with your potential donors you will start adding more

information to your donor research table to build up a profile of them (see solicitation
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plan - Appendix 2). |t is this information which will help to inform your plan of how you

will communicate, work and engage with them.

N.B. Once you are in communication with potential donors you do need to let them know

that you are keeping information about them (see Data Protection section)

The type of information that is useful to collect is things like:

* How do they want to be communicated with?

° In the social calendar what do they like to go to?

° Who makes the decisions in the family about giving?
° What would they like to get involved in?

¢ What kind of events do they like?

See Planning contacts with potential donors (Appendix 6) for ideas about planning
engagements with potential donors.

Step 5 - ENGAGEMENT

Itis the engagement part of the process that takes the most amount of time. In fact the
amount of time it takes is unlimited. Itis also one of the most important stages as thisis
the point when you start getting to know your potential donors personally and ultimately
successful fundraising is all about building good relationships.

Donors, especially those that are likely to give, can receive many requests to engage from
charities. Therefore itisimportant to focus your message using personalised
communication, where appropriate, in a way that addresses their motivations.

There are lots of reasons why you would want to engage. Some of them include:
To find out more about your donor

To build rapport

To make them feel valued and important

To inspire them about the cause

To reaffirm their motivations

To confirm their capacity to give

To establish trust

To decide when to ask

There are lots of ways to engage. Some of them include:
e ThankyouEvents

e Information Events

e Project Visits
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Dinners

Personal Visits to their home, place of work
Personal Notes

Phone Calls

The more personal the engagement is the better the impact it has. Think about the
atmosphere you are trying to create and the needs and motivations of the donor.

It is always useful to see how other organizations engage their current and prospective
donors asitis far easier to take a good idea and make it better than to come up with an
idea from scratch.

Be clear who is responsible for the engagement with the prospective donor(s) and whois
going to be involved in the engagement. You want to make sure that the most
appropriate people are involved. It is also very important to keep records and review
them.

KEY POINT

For those donors who are already giving you need to make sure that you are able to hold
on to them (and try to inspire them to give more) by keeping them happy and feeling that
they are appreciated and cared for (This is sometimes referred to as ‘Retention’ in the
fundraising world).

Once you have developed contact with a few well connected people you could consider
forming a steering group who would then be in charge of pulling in more well
connected/rich individuals. Thisis a perfect way of keeping your existing supporters
engaged.

It is also important to keep a record of your engagements with your donors/potential
donors.

Step 6 -‘ASK’

We have talked earlier in this guide about money not being the only thing that you might
be looking for from a potential major donor. However if it is money you are seeking then
there are various things to consider. The have been laid out below. Many of the principals
can also be applied to asking for other things such as fundraising on your organisation’s
behalf or championing your organisation.

Asking for money can be very scary. The best way to get over the anguish of asking is to be

prepared and practice as much as you can.

Prepare the ‘Ask”:

e Know the story you are going to tell or the picture you are going to paint® when you
‘Ask’ for the money

e Put the donor at the centre of what you are going to say, think about the part of the
story they will find most appealing and emphasise that

> By creating a picture in a persons mind through a description or a story it can help a person
relate better to what you are talking about
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e Decide on something tangible that you can ask for and think carefully how you present
it to them (see key point below)

e Revise the most frequently asked questions with colleagues

e Think how you can involve board member, volunteers or beneficiaries in the ‘Ask’

e Make sure you have a menu of things in decreasing order that they can give so that if
they say no to the first thing you ask for you have a back up

e Thinkabout the win-win situation to ensure both parties benefitin some way

e When the potential donor asks questions try to keep one question back so that if they
say no at the final ‘Ask’ you have a good reason to get back to them

e Think about having another current donor there to discuss their experience and
inspiration for giving

KEY POINT:

When you are thinking about what to ask for it needs to be something tangible and
defined. It often helps if it is something that wouldn’t be funded any other way i.e. without
their support it wouldn't happen. For example it could be a building, some equipment, an
extra staff member that will mean you can answer all the helpline calls rather than letting
them go on to answer machine etc.

How to make the Ask

There are various different ways that you can make the ‘Ask’. Some people like to have a
script prepared in advance although it is better not to stick to it rigidly. The more relaxed
and natural you are the more likely the potential donor will feel relaxed to give. For an
example of a solicitation script please see Solicitation Script (Appendix 5).

Who to make the ‘Ask’
It may also not be you that has to make the final ‘Ask’. It is important to choose the right
person carefully.

It could be:

» Existing Major Donors

* Beneficiaries

« CEO

* Trustees

* Senior volunteers/supporters

It is sometimes thought that someone who has the same social/economic status as the
potential donor is the most appropriate person to ‘Ask’,. This is sometimes referred to as
peer to peer fundraising. However this does not always apply and the best person to
make the ‘Ask’ needs to be decided on a case by case basis. There are no hard and fast
rules.

It is also widely accepted that it is much easier when the person that makes the ‘Ask’ has
given themselves. This is a good reason to encourage your own trustees to donate
something. Even if itis minimal it puts them in a stronger position when making the ‘Ask’.

Sometimes more than one person will go to the final meeting. In this case you should
think carefully about who should speak about what.

Preparing for the obstacles
The process is very rarely smooth so be prepared to find yourself facing obstacles.
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Possible obstacles and responses

Prospect puts a time limit on the meeting - confirm how long you think you will
need with them and if they don't feel they can spare that time at this meeting suggest
another time

Prospect offers a gift that is too small - Possible response: “Do you think you could
give us this amount each year?” You might want to accept this gift and take it as the
first. You could also say: “I'd feel wrong about taking this gift now. Can we wait until I've
told you more?”

Prospect is a non talker or silent - ask open questions, try to ask for more
information

Prospect is aggressive or talkative - listen to them, be gentle how you talk with
them

Prospect says ‘I have to talk to my partner’ — S/he could be stalling for time - You
could say: “Is there more information | can give you?” You could also ask to meet the
partner: “When could we get together with your partner and anyone else in the family
that would be interested?”

Prospect says ‘That’s a lot of money’ - This could be a lot of money for them. ”It
sounds like you're wondering why we need this much for this project.” Try to find out
where the difficulty is. Reaffirm why you’d need that much. Ask them what part of the
project they would like to be part of.

Prospect says ‘We’re overcommitted’ - Empathise: “It sounds like you really would
like to support us but are committed right now. When might you be able to give in the
future?”

Prospect says ‘We don'’t believe in giving to operating costs’- Possible response:
“Would you like to see the impact your gift would have?”

Top tips for making the ask

Be yourself and let your personality show
Conversation should be two way

Listen

Be clear what you are asking for

Use the magic words: would you consider..?
Paint pictures

Focus on benefits to beneficiaries

Ask and then stay quiet

Don’t blurt out your own opinion

Avoid aggression or judgement

Practice Practice Practice makes PERFECT



