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Why is what we are covering today 
important to a “small shop”?



Tell Us A Little About yourself to receive additional 
videos, sample Cases for Support, and sample annual 

fundraising plan templates!



Overview #1
The Six Key Principles of 
Taking Donors Seriously® &
The Fundraising Framework



People give 
to people 

they know 
and people 
they trust

People give 
because 
they are 

asked and 
shown how

People give 
when they 

are involved 
and have a 

sense of 
ownership

Giving is a 
way of life

A ”no” is 
never 

forever…or a 
“no” has 
context

Proper 
planning 

maximizes 
results and 
minimizes 

costs

Six Key Principles of Fundraising



The Taking Donors Seriously®
Fundraising Framework

Case
Leadership
Prospects
Strategy

Plan



Overview #2
Ten Elements of the 
Case for Support to Use as a storytelling tool in
Discussions with Donors or Prospects



Strategic Planning Guides the Case

● Can you start here with your board?
● Affirms your mission and vision
● Validates predicted outcomes
● Creates "buy in" by key constituencies
● Demonstrates organizational competence
● Re-examines strategic assumptions
● Signals leadership effectiveness



The Fundraising Case
● What is it?

○ Best, clearest articulation of your mission and how you 
fulfill that mission.

○ The required budget and proposed strategy are to raise 
the needed funding.

○ Includes deliverable and measurable outcomes.
● How is it used?

○ In personal meetings with prospective donors where the 
individual or couple has been told prior to the meeting 
that there is a fundraising agenda.

● Who is it for? 
○ Major Donors



Ten Elements of Case for Support & 
Why These Elements Matter in 

Donor Communication
1. Theme / Title Page
2. Need
3. Mission
4. Lifetime Value
5. Program
6. Accomplishments
7. Vision for the Future
8. Financial Needs/Budget
9. Gift Plan
10. Leadership Profile



● Often the hardest piece of the case to 
decide on.

● Will appear as a single thread throughout.

● Should express, in a creative way, the 
communications objective of your case 
statement.

Theme



Need
• The problem your organization is uniquely 

position to solve (not financial needs).
• Use a combination of statistics and anecdotal 

information.
• Try to make your needs and programs parallel. 

How do you address the problems you have 
laid out in the need.





Mission
• Why you exist - uniquely designed to address the 

need.

• Use your mission statement - do not recreate the 
wheel, but use fresh language and interpretation.

• Include core values, and/or a brief history or timeline 
of your organization.

• The appeal should relate back to mission.





Lifetime Value

• What is the long-term impact of your mission on 
individuals and communities?  Over 10–20 years?

• Assure donors of the return on their investment.
• Do not forget human interest - stories, quotes, 

testimonies.





Programs

• How you do what you do as it relates to your 
mission?

• What is the scope of programs and activities?
• Who are you serving?
• How are you serving them?





Accomplishments

• Describe the impact of your programs on those you 
serve and the greater community.

• Use whatever possible to illustrate impact:
• Objective data   
• Anecdotal data - stories, testimonials





Vision for the Future

• Where is your organization headed over the 
long-term? (Strategic Plan)

• Relate the vision to the mission and goals.

• Show how your fundraising will help fulfill this 
vision.





Financial Needs

• Give total budget goals, not a “menu” of things to select from.
• Make sure approximate costs are accurate and complete.
• Always describe in programmatic, not operational terms.
• Airtight numbers.
• Show sustainability.
• Be ready with detailed, supplemental information, but don’t lead 

with it.



Gift Plan

• This will be based on what we understand 
about the prospects.

• List # of gifts needed at each level to reach goal.
• Three sections:  top, middle, and low tiers.
• People can see where their gift fits into the 

larger goal and also that your ministry has a 
plan to reach its financial goal.





Leadership Profile

• List board, committee/s, key staff.
• Include contact information.
• Printed on the inside back cover or back 

cover.





Overview #2
The Four Stages of the Ask (or Invitation)



Two Primary Rules 
When Cultivating Major Gift Donors

Always let 
them know 

ahead of time 
if you will be 
asking for a 

gift.

Ask for 
something 

they can say 
“yes” to.



Casual 
Conversation

The Tour
(“come and see”)

Sharing the 
Case The Ask

Four Stages of the Ask 
(or Invitation)



Each Stage has FOUR STEPS:

1. The Invitation

2. Preparation

3. The Meeting  

4. Follow Up 



Step One: The Invitation

Always remember the goal is getting the appointment:

• Use the donor’s preferred method of communication

• Clarify the purpose of the meeting and the time 

needed

• Always invite the spouse to join



Step Two: Preparation

The Art:

Who has the best relationship with them?

What are they passionate about in your organization?

What is the best context for the meeting?

The Science:

What have they given to you in the past?

What have they given to others?

What is going on in their life?



Step Three: The Meeting

Prepare for the meeting: 
Re-read notes from previous meetings
Look for ways to authentically connect with the 

donor(s)
Plan out questions you are going to ask
Plan the question that you will ask at the end that 

leads to deeper involvement
Get comfortable using a tool like Flipsnack if the 

meeting will happen virtually



Step Four: The Meeting

• Relax and clarify the donor’s available time 
• Remind them of the purpose of the 

meeting
• Enjoy the small talk for 50% of your time
• Transition to the point of the meeting



When Asking – Three Ways to Ask for a Gift

A specific 
amount

10%

A Range

80%

Open-ended

10%



The Ask

If presenting the case or asking for 
a gift in your meeting: 

1. Use lots of animation with face - smile! 
a. BE ENTHUSIASTIC!

2. Present the budget and pause for questions
3. Share the gift plan
4. Decide how to ask

a. Ask for a specific amount (10%)
b. Leave it open-ended (10%)
c. Suggest a gift range (gift plan) (80%)

5. Always keep the ball in your court!!



Before Sharing a 
Case for Support

● Set the “target high” and “target low” for the 
prospect

● Prepare supplemental information based on the 
prospect’s interest

● Be familiar and well-versed in the content of the 
Case and your comprehensive budget needs

● Consider personal input; stories you can share
● Practice with someone



Know Your Audience

Plan how you will use the case for each donor/couple:

• Use as a ‘horizontal’ tool to give an overview, for 
most donors who will want to hear the ‘big picture’.

• Use as a ‘vertical’ tool to drill down to specifics, for 
donors who will want to hear more about certain 
aspects.



In Person-Using the Case

• Sit beside the prospect and hold the case (but take 2 
copies, one for you and one for the prospect)

• Draw attention to the cover and theme - what you 
hope to accomplish

• Go through the case giving your own paraphrase; 
don’t read it.

• Be enthusiastic - excitement is contagious
• Invite questions and seek feedback – listen deeply.
• Before/after you share the budget page, STOP for Qs



If You’re Sharing Virtually

• Make sure it’s loaded in the right format and 
presentable

• Be careful not to be too quick to flip the pages
• Make sure to send them a physical/hard copy of the 

case BEFORE or AFTER you present it to them.
• Practice using your presentation tool (for example, 

Flipsnack) before your video call.



• Follow up as you said you would

• Follow up with a note stating the commitment

• Use a letter of intent or commitment form

• Document the commitment now!

• Always thank them…multiple times

• Always keep “the ball in your court”

When a Donor Agrees to Make a Gift



Overview #3
Prospect Management



CURRENT 
DONORS

Make a commitment 
not to lose any current 

donors.

LAPSED 
DONORS

Who has given to you 
significantly?

Who has the capacity 
to give significantly?



✓ Relationship: How are they connected to 
you?

✓ Capacity: How much can they give? What is 
their financial situation?

✓ Generosity: Are they ‘givers’?Do they have a 
track record of being generous?

Evaluating Prospects 
3 Marks of a High-Impact Donor:



● Priority 1 - Top Prospects* (High Affinity / High Capacity)

● Priority 2 - Difference Makers* (Strong Affinity / Medium Capacity)

● Priority 3 - Helpers (Healthy Affinity / Low Capacity)

● Priority 4 - Future Potential (Low Affinity / High Future Capacity)

*  Annual Campaign Priorities

Segmenting Prospects
Strategic Focus for Annual Fundraising:



Priority #1s

● They are accessible either directly or indirectly 
through a "connector".

● Many you will know well & all should be 
cultivated to build a closer relationship. 

● Ability to give more than 3% of your fundraising 
goal annually.

● 10-15 people maximum in your list.



Priority #2s

● They are accessible either directly or indirectly 
through a "connector."

● They have the ability to give .5% to 3% of your 
fundraising goal annually.

● Cultivation & solicitation will occur in person 
and over the phone



Priority #3s

● They have limited financial ability, falling below 
.5% of what you need to raise annually.

● Once you discover that a prospect is a "3" you 
need to utilize a different strategy...



Priority #4s

You think they could become a Priority 1 or 2 donor.
In some cases: 
● You don't know them well and need help to reach them.
● You think they may have a special interest in your 

organization.
The goal here is to determine:
● the depth of interest in your organization
● how you might be able to work with them
● who is the best primary contact
● their giving potential and interest



STRATEGY

"What is the smallest number of donors we can 
talk with to raise the largest amount of 

money?"



STRATEGY

Two primary ways to ask

ASSIGN A STRATEGY TO 

EVERY PROSPECTIVE DONOR!

Individual Group



Individual Solicitation Approach

● Less efficient...but more effective
● Raise 80% or more from 20% or less or the donors 

(for an annual fund work towards 60/40)
● Use personal solicitation:

○ face-to-face, zoom, personal handwritten 
letters/telephone

● Ask for quarterly, semi-annual, or annual pledges



Group Solicitation Approach

● More Efficient…. but Less Effective
● Large and Small Group/Event
● Letter/Telephone: 

○ Letter includes gift request and mentions 
follow up phone call

● Follow-up telephone conversation



PLAN

A written annual plan or calendar that includes all the 
activities related to asking and thanking donors.

• Summer - Update Case for Support
• August/September - Share Case & ask major donors
• October - Use Gala as a celebration & final 10-20%
• April/May - Engage, update & thank major donors



Sample Annual Fundraising Plan



Thank you!
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