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Story

Å²ŜΩƭƭ ƎŜǘ ǘƻ ǘƘŜ Řŀǘŀ 
όōŜŎŀǳǎŜ ǘƘŀǘΩǎ ǿƘŀǘ L 
do)

Å.ǳǘ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ǎǘŀǊǘ 
with story (because 
ǘƘŀǘΩǎ ǿƘŀǘ ǿƻǊƪǎύ



What is Story?
Story Elements: Setting, 
backstory, call to adventure, 
climax, and resolution



What is Story?

Story Elements: Setting, backstory, 
call to adventure, climax, and 
resolution. Or,

Original Identity (backstory and 
ǎŜǘǘƛƴƎύ Ҧ

Challenge όŎŀƭƭ ǘƻ ŀŘǾŜƴǘǳǊŜύ Ҧ

Victory όŎƭƛƳŀȄύ Ҧ

Enhanced Identity (resolution) 



Story Elements:

Original Identity (backstory and 
ǎŜǘǘƛƴƎύ Ҧ

Challenge όŎŀƭƭ ǘƻ ŀŘǾŜƴǘǳǊŜύ Ҧ

Victory όŎƭƛƳŀȄύ Ҧ

Enhanced Identity (resolution) 

Because this is BIG gift 
ŦǳƴŘǊŀƛǎƛƴƎΣ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ǘŀƭƪ 
ŀōƻǳǘ ǘƘŜ 5hbhwΩ{ ǎǘƻǊȅΦ 

(If this were small gift 
fundraising, we could talk about 
ǘƘŜ ŎƘŀǊƛǘȅΩǎ ǎǘƻǊȅΦύ



When fundraising fails, 
ƛǘΩǎ ǳǎǳŀƭƭȅ ōŜŎŀǳǎŜ ƛǘΩǎ 
missing one of the 
three story elements



¢ƘŜ ƘŜǊƻΩǎ ƧƻǳǊƴŜȅΣ ǘƘŜ ŘƻƴƻǊΩǎ 
story, and the fundraiser

ÅCHALLENGE [Call to Adventure].  A guiding sage challenges: Leave behind your 
ordinary (small, self-focused) world and go on a heroic (costly or risky) journey 
to impact the larger world. 

ÅIDENTITY [from Backstory/Setting]. The call is refused but the guiding sage 
ǇŜǊǎƛǎǘǎΥ ά¸ƻǳ Ƴǳǎǘ ŀŎŎŜǇǘ ǘƘŜ Ŏŀƭƭ ōŜŎŀǳǎŜ ƻŦ who you are όƛŘŜƴǘƛǘȅύΦέ ¢ƘŜ Ŏŀƭƭ ƛǎ 
accepted. 

ÅVICTORY [Climax]. With the help of the guiding sage (providing magical 
instruments of impact, friends, and allies), the hero ultimately accomplishes the 
victory. 

ÅENHANCED IDENTITY [Resolution]. The hero returns to a place of beginning with 
a gift to improve that original world as a transformed (honored) victor.



ÅCHALLENGE [Call to Adventure].  
A guiding sage challenges: Leave 
behind your ordinary (small, self-
focused) world and go on a 
heroic (costly or risky) journey to 
impact the larger world. 

ÅIDENTITY from Backstory/Setting. 
The call is refused but the guiding 
ǎŀƎŜ ǇŜǊǎƛǎǘǎΥ ά¸ƻǳ Ƴǳǎǘ ŀŎŎŜǇǘ 
the call because of who you are 
όƛŘŜƴǘƛǘȅύΦέ ¢ƘŜ Ŏŀƭƭ ƛǎ ŀŎŎŜǇǘŜŘΦ 

ÅVICTORY [Climax]. With the help 
of the guiding sage (providing 
magical instruments of impact, 
friends, allies), the hero 
ultimately accomplishes the 
victory. 

ÅENHANCED IDENTITY 
[Resolution]. The hero returns to 
a place of beginning with a gift to 
improve that original world as a 
transformed (honored) victor.

CTA: Save the 
rebellion and the 
ǇǊƛƴŎŜǎǎΦ ά¸ƻǳ Ƴǳǎǘ 
learn the ways of the 
CƻǊŎŜ ƛŦ ȅƻǳΩǊŜ ǘƻ 
come with me to 
Alderaan... I need 
your help, Luke. She 
ƴŜŜŘǎ ȅƻǳǊ ƘŜƭǇΦέ
Identity (people): The 
rebellion fights 
against Darth Vader 
ǿƘƻ άōŜǘǊŀȅŜŘ ŀƴŘ 
murdered your 
ŦŀǘƘŜǊέ
Identity (values): The 
light side of The Force

CTA: Take the red pill, 
be freed, and enter 
the real world. 
Identity (life story): 
ά¸ƻǳΩǾŜ ŦŜƭǘ ƛǘ ȅƻǳǊ 
whole life, felt that 
something is wrong 
ǿƛǘƘ ǘƘŜ ǿƻǊƭŘΦέ
ά¸ƻǳ ŀǊŜ ŀ ǎƭŀǾŜΣ bŜƻΦ 
Like everyone else, 
you were born into 
bondage... a prison 
ŦƻǊ ȅƻǳǊ ƳƛƴŘΦέ

CTA: Go on a journey 
to save the shire.
Identity όƭƛŦŜ ǎǘƻǊȅύΥ άL 
ǊŜƳŜƳōŜǊΧ ŀ ȅƻǳƴƎ 
Hobbit who would 
have liked nothing 
better than to find out 
what was beyond the 
ōƻǊŘŜǊǎ ƻŦ ǘƘŜ {ƘƛǊŜΦέ
Identity (people): 
ά¸ƻǳǊ ƎǊŜŀǘ-great-
great-great-uncle 
.ǳƭƭǊƻŀǊŜǊ ¢ƻƻƪ Χ Lƴ 
the Battle of Green 
Fields, he charged the 
Dƻōƭƛƴ Ǌŀƴƪǎ Χ ƘŜ 
knocked the Goblin 
ƪƛƴƎϥǎ ƘŜŀŘ ŎƭŜŀƴ ƻŦŦέ 



ÅCHALLENGE [Call to Adventure].  
A guiding sage challenges: Leave 
behind your ordinary (small, self-
focused) world and go on a 
heroic (costly or risky) journey to 
impact the larger world. 

ÅIDENTITY from Backstory/Setting. 
The call is refused but the guiding 
ǎŀƎŜ ǇŜǊǎƛǎǘǎΥ ά¸ƻǳ Ƴǳǎǘ ŀŎŎŜǇǘ 
the call because of who you are 
όƛŘŜƴǘƛǘȅύΦέ ¢ƘŜ Ŏŀƭƭ ƛǎ ŀŎŎŜǇǘŜŘΦ 

ÅVICTORY [Climax]. With the help 
of the guiding sage (providing 
magical instruments of impact, 
friends, allies), the hero 
ultimately accomplishes the 
victory. 

ÅENHANCED IDENTITY 
[Resolution]. The hero returns to 
a place of beginning with a gift to 
improve that original world as a 
transformed (honored) victor.

¶ñNow Moses was pasturing the flock of his father-in-law 
Jethro,ò (Exodus 3:1a). ñAnd now come, and I will send 
you to Pharaoh, so that you may bring My people, the 
sons of Israel, out of Egypt.ò (Exodus 3:10).

¶Moses refuses Godôs call to adventure three times. 
(Exodus 3:11; 4:10, 13). God persists.

¶Identity (people). Serve as Godôs instrument like your 
ancestors. ñI am the God of your fatherðthe God of 
Abraham, the God of Isaac, and the God of Jacob é 
Assuredly I will be with you,ò (Exodus 3:6, 12b). 

¶Identity (Creator). ñóI am slow of speech and slow of 
tongue.ô But the LORD said to him, óWho has made the 
human mouth? é Is it not I, the LORD? Now then go, 
and I Myself will be with your mouth, and instruct you in 
what you are to say.ôò (Exodus 4:10b-11a, 11c-12).

¶A staff that turns into a snake and back to a staff. (Exodus 
4:2-4); A hand that becomes leprous and returns to 
normal. (Exodus 4:6-7); The ability to turn Nile river 
water into blood. (Exodus 4:9).

¶Returns to Egypt and then Horeb/Sinai to free and then 
reconnect his people to God as the leader of Israel



Be the guiding sage 
who challenges with 
a heroic choice!

IDENTITY: Start with the 
ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ 
identity

CHALLENGE: Deliver the 
heroic challenge

VICTORY: Help the donor 
experience a heroic victory

IDENTITY: Confirm their 
resulting positive identity



10 Moves That Unlock Major Gifts
L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ
1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge
3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory
6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience
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VICTORY: Help the donor experience a heroic victory
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7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity
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9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



Basic realities for 
fundraising

Fundraising is more 80/2 
than 80/20.
Data from 38,000 
nonprofits (all 
fundraising software 
platforms) shows:
Å 97.3% of donors give 

$5,000 or less. They 
provide less than a 
quarter of the money.

Å 0.3% of current donors 
provide half the money 

Å Most charitable estate 
dollars in the U.S. come 
from 0.1% of decedents.

1. Fundraising Effectiveness Project using data from 38,000 fundraising charities; 2. James III, R. N. 
(2020). American charitable bequest transfers across the centuries: Empirical findings and 
implications for policy and practice. Estate Planning & Community Property Law J., 12, 235-285, 250. 



Fundraising math

Scenario 1. You spend the next two 
years working with 100 donors. 
Each has capacity to make a 
$10,000 gift. Interest in giving is 
high. Each has a 75% chance of 
making that gift. Ҧ$750,000

Scenario 2. You spend the next two 
years working with 100 donors. 
Each has capacity to make a $1 
million gift. Interest in giving is low. 
Each has a 3% chance of making 
that gift. Ҧ$3,000,000



Fundraising math v. 
Fundraising emotion

Suppose you make one gift 
proposal per week. 

Scenario 1. You constantly win. 
Three out of four weeks, you 
bring back a big gift! Ҧ$750,000

Scenario 2. You constantly lose. 
hƴ ŀǾŜǊŀƎŜ ȅƻǳΩƭƭ ƭƻǎŜ оо ǘƛƳŜǎ 
ŦƻǊ ŜǾŜǊȅ ǾƛŎǘƻǊȅΦ ¸ƻǳΩƭƭ ƘŀǾŜ ŀƭƭ ƻŦ 
your proposals rejected for over 8 
months. Ҧ$3,000,000



Sports 
math v. 
Sports 
emotion

ÅBefore analytics, coaches and players did 
ǿƘŀǘ άŦŜƭǘέ ƎƻƻŘΦ ¢ƘŜȅ ŀǾƻƛŘŜŘ ǘƘŜ ƴŜƎŀǘƛǾŜ 
emotions of any negative outcome (i.e., 
άƭƻǎǎ ŀǾŜǊǎƛƻƴΦέύ

ÅAnalytics led to higher risk, higher reward 
tactics in basketball (three-point shots), 
baseball (trade strikes for home runs), and 
NFL football (passing over running). 



Analytics v. 
emotions

Å In both sports and 
fundraising, the emotions 
ŘƻƴΩǘ ƳŀǘŎƘ ǘƘŜ ƳŀǘƘ

ÅFocusing on winning a larger 
share of plays (or asks) feels 
better

ÅFocusing on winning the 
biggest plays (or asks) 
actually works better



Major donor 
math
ÅWe want donors with 

high interest and high 
capacity, but these are 
not equally important

ÅWe can influence a 
ŘƻƴƻǊΩǎ ƛƴǘŜǊŜǎǘ 
(through experiences, 
relationships, values 
connections), but we 
ŎŀƴΩǘ change their 
capacity



The right behavior: 
Spending time with 
high-capacity 
donors

¢ƘŜ ǊƛƎƘǘ ōŜƘŀǾƛƻǊ ƛǎƴΩǘ ǘƘŜ easy 
behavior. As James Daniel writes, 
άaŀƴȅ ǿƻǳƭŘ ƎƭŀŘƭȅ ǘǊŀŘŜ ŎƻƭŘ 
million-dollar prospects for warm 
ten-thousand-dollar prospects. 
Unfortunately, many do make this 
swap ς ŀ ǊŜŎƛǇŜ ŦƻǊ ŦŀƛƭǳǊŜΦέDaniel, J. P. (2009, January 26). Cold calls, the first hurdle. 

[Website]. BWF. https://www.bwf.com/cold-calls-first-hurdle/



The prospect 
prescription

The right metrics should nudge the right 
behavior: spending time with high-capacity 
donors. E.g., capacity minimums for 
portfolios; multiplying activity metrics by 
capacity rating; more flexibility with high-
capacity success rates and timetables.



²Ƙŀǘ ƛŦ ǿŜ ŘƻƴΩǘ ƘŀǾŜ 
enough high-capacity 
donors? 
WƻƘƴ DǊŜŜƴƘƻŜ ǊŜƭŀǘŜǎΣ άǘƘŜ Ƴƻǎǘ 
successful development officers I 
have worked with developed a 
regimented procedure for 
ŎƻƴƴŜŎǘƛƴƎ ǿƛǘƘ ƴŜǿ ǇǊƻǎǇŜŎǘǎΦέ
wŜŦŜǊǊŀƭǎ Ŏŀƴ ǿƻǊƪΣ ǘƻƻΦ ά²Ƙƻ Řƻ 
you know that may be interested in 
ƻǳǊ ǿƻǊƪΚέ 
{ǘŀǊǘ ƘŜǊŜΥ άIƻǿ Ŏŀƴ ǿŜ provide value 
to high-ŎŀǇŀŎƛǘȅ ǇǊƻǎǇŜŎǘǎΚέ 9ȄΥ ŀǘǘǊŀŎǘƛǾŜ 
experiences, recognition, gift planning 
expertise, access to a valuable social network. Greenhoe, John. (2013). Opening the 

door to major gifts: Mastering the 
discovery call. CharityChannel Press. p. 27



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1.Find your people group: The wealth 
holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2.Find their donor joy: Help them define a 
personally meaningful victory from their 
identity (personal values, life history, and 
social/family norms)

CHALLENGE: Deliver the heroic challenge
3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 
4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory
6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 
7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity
8. Deliver donor joy: Build a mutually supportive community for donors
9. Deliver donor joy: Serve as an instrument for their enduring impact
10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



Identity
Examples of opening 

questions to connect the 
ŘƻƴƻǊΩǎ ƛŘŜƴǘƛǘȅ 

(life history, close 
people, personal values) 

with the charity, the 
cause, or philanthropy

Life 
History

Close 
People

Personal 
Values



Personal Values

ά²Ƙŀǘ ƛƴǎǇƛǊŜǎ ȅƻǳ ǘƻ ƎƛǾŜΚέ   

Cadogan, E. & Skinner, K. (October 2016). 
Transformational blended gifts: Shifting 
the organizational culture. National 
Conference on Philanthropic 
Planning, Dallas, TX, p. 9 

άIƻǿ ŘƻŜǎ ȅƻǳǊ ƎƛǾƛƴƎ 
reflect your values, your 

feelings, and your 
ŀǎǇƛǊŀǘƛƻƴǎΚέ  

Ahern, T., & Joyaux, S. P. (2011). 
Keep your donors: The guide to 
better communications & 
stronger relationships. John 
Wiley & Sons. p. 147

ά²Ƙŀǘ Řƻ ȅƻǳ ǘƘƛƴƪ 
are the most 

important factors to 
donors who make a 

major gift to our 
ƛƴǎǘƛǘǳǘƛƻƴΚέ

Melvin, A. (2018, October). The ties that 
bind: Effective cultivation techniques. 
[Paper presentation]. Charitable Gift 
Planning Conference. Las Vegas, NV. p. 5

ά²ƻǳƭŘ ȅƻǳ ƳƛƴŘ 
telling me about the 
causes that are most 
ƛƳǇƻǊǘŀƴǘ ǘƻ ȅƻǳΚέ  

Muir, R. (November 17, 2015). 21 discovery 
questions to ask now. [blog]. 
https://trust.guidestar.org/blog/2015/11/17/21-
discovery-questions-to-ask-now/



Life HistoryάIƻǿ ŘƛŘ ȅƻǳ ŘŜŎƛŘŜ 
to first start 

supporting [the 
ƻǊƎŀƴƛȊŀǘƛƻƴϐΚέ

Comfort, J. & Lumpkin, S. (October,2017). 
How to Have the MOST Productive 
/ƻƴǾŜǊǎŀǘƛƻƴǎΥ CǊƻƳ IŜǊŜ ǘƻ 9ǘŜǊƴƛǘȅΧ 
[Paper presentation].  National Conference 
on Philanthropic Planning, Baltimore, MD. 
p. 6.

άIƻǿ ŘƛŘ ȅƻǳ ƭŜŀǊƴ ǘƻ ōŜ 
ƎŜƴŜǊƻǳǎΚέ  

Stroman, M. K. (2014). Asking about asking: 
Mastering the art of conversational fundraising 
(2nd ed.). CharityChannel Press. p. 148

ά¢Ŝƭƭ ƳŜ ŀōƻǳǘ ȅƻǳǊ 
journey since you 

[graduated / were first 
diagnosed / joined this 

ŎŀǳǎŜϐΦέ

Vidmar, T. (May 1, 2020). Personal 
communication. Tony Vidmar, VP 
University Advancement and                    
Public Affairs, Midwestern State    
University.

άIƻǿ Ƙŀǎ ώǘƘƛǎ ŎŀǳǎŜ ƻǊ 
organization] been 
ƛƳǇƻǊǘŀƴǘ ƛƴ ȅƻǳǊ ƭƛŦŜΚέ  

See James, R. N., III. (2016). Phrasing the 
charitable bequest inquiry. VOLUNTAS: 
International Journal of Voluntary and 
Nonprofit Organizations, 27(2), 
998-1011. 



Close People

ά²Ƙƻ ŀǊŜ ȅƻǳǊ 
philanthropic role 
ƳƻŘŜƭǎΚέ 

Eskin, J. (2019). 10 Simple Fundraising Lessons: A common 
sense guide to overcoming your fear of asking for gifts. Eskin 
Fundraising Training, LLC. p. 39

ά/ŀƴ ȅƻǳ ǘŜƭƭ ƳŜ ŀ ōƛǘ ƳƻǊŜ 
about who taught you to be 

generous or where your 
generous spirit comes 

ŦǊƻƳΚέ  

Green, F., Wagg, H. &  Field, C. (2019). You can't 
take it with you: The art and science of legacy 
fundraising. Independently pubished. p. 106

ά²ƘŜƴ ȅƻǳ ǿŜǊŜ 
young, was there anyone 
whom you considered a 
ǊƻƭŜ ƳƻŘŜƭ ŦƻǊ ƎƛǾƛƴƎΚέ  

Steenhuysen, J. (October 2012). Philanthropy 
planning: What to say and do in the room with 
your donors/clients to explore and document 
their philanthropy mission. [National Conference 
on Philanthropic Planning, New Orleans, LA. p. 7.

άLǎ ǘƘŜǊŜ ŀƴȅƻƴŜ ƛƴ 
your family who also 

cared about [this 
ŎŀǳǎŜϐΚέ 



Defining a 
Personally 
Meaningful 
Victory

Examples of opening 
questions and phrases to 
define a meaningful victory



Defining a 
personally 
meaningful 

victory
ά!ǎ ȅƻǳ ƭƻƻƪ ƻǳǘ ǘƻ ǘƘŜ 

future, what is the legacy 
ȅƻǳ ǿƻǳƭŘ ƭƛƪŜ ǘƻ ƭŜŀǾŜΚέ

Levine, J. & Selik, L. A. (2016). 
Compelling conversations for 
fundraisers: Talk your way to success 
with donors and funders. Chimayo 
Press. p. 76

άLŦ ȅƻǳ ŎƻǳƭŘ Řƻ 
anything for [this 

organization or cause], if 
the sky was the limit, 
what would that look 
ƭƛƪŜ ǘƻ ȅƻǳΚέ

hΩbŜƛƭΣ YΦ όaŀȅ сΣ нлнлύΦ tŜǊǎƻƴŀƭ 
ŎƻƳƳǳƴƛŎŀǘƛƻƴΦ YƛƳ hΩbŜƛƭ !ǎǎƻŎƛŀǘŜ 
Vice President, Institutional 
Advancement, Texas Tech University.

ά²Ƙŀǘ ǿƻǳƭŘ ȅƻǳ ƭƛƪŜ ǘƻ 
accomplish with your money 
that would be meaningful to 

ȅƻǳΚέ 

Advancement Resources. 
(November 15, 2017). The power 
of the pause: Using silence in donor 
conversations, [Web page] 
https://advancementresources.org
/the-power-of-the-pause-using-
silence-in-donor-conversations/  

ά̧ƻǳΩǾŜ ōŜŜƴ ǎǳŎƘ ŀ ƭƻȅŀƭ ƳŜƳōŜǊ 
of the ABC Charity family, and have 
ǎǳǇǇƻǊǘŜŘ !./ /ƘŀǊƛǘȅΩǎ Ƴƛǎǎƛƻƴ 

for so many years, 
what are your dreams for 
ǿƘŜǊŜ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ǎŜŜ !./ 
/ƘŀǊƛǘȅ Ǝƻ ƛƴ ǘƘŜ ŦǳǘǳǊŜΚέ  

Comfort, J. & Lumpkin, S. (October 2017). How 
to Have the MOST Productive Conversations: 
CǊƻƳ IŜǊŜ ǘƻ 9ǘŜǊƴƛǘȅΧ ώtŀǇŜǊ ǇǊŜǎŜƴǘŀǘƛƻƴϐΦ 
National Conference on Philanthropic Planning, 
Baltimore, MD. p. 6. 



Conversation destination:
The story cycle ask

ώмϐ LŘŜƴǘƛǘȅ Ҧ /ƘŀƭƭŜƴƎŜ 
άYou have [describe 
identity connection]Φέ

ώнϐ ±ƛŎǘƻǊȅ Ҧ LŘŜƴǘƛǘȅ 

άYou understand 
[describe how the 
victory is personally 
meaningful]Φέ

ώоϐ /ƘŀƭƭŜƴƎŜ Ҧ ±ƛŎǘƻǊȅ 
ά²ƻǳƭŘ ȅƻǳ ŎƻƴǎƛŘŜǊ ŀ 
gift of $______ to 
[describe promised 
victory]Κέ 

Then, be silent.  
Lead in phrasing adapted from Marcy Heim.  See 
Collins, M. E. (Winter, 2017). The Ask. Advancing 
Philanthropy, 16-23, p. 21. Quoting Marcy Heim.;  
See also http://marcyheim.com/



The story cycle 
ask

ώмϐ ά¸ƻǳ ƘŀǾŜ ōŜŜƴ ŀ ŦǊƛŜƴŘ ƻŦ 
this library for 

ƻǾŜǊ ǘǿŜƴǘȅ ȅŜŀǊǎΦέ  

ώнϐ ά¸ƻǳ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ŀ 
new regional history 

collection would preserve 
ƻǳǊ ǎƘŀǊŜŘ ƘŜǊƛǘŀƎŜΦέ 

ώоϐ ά²ƻǳƭŘ ȅƻǳ 
consider a gift of 

$50,000 to lead the 
campaign to make this a 

ǊŜŀƭƛǘȅΚέ [4] Be silent

Lead in phrasing adapted from Marcy Heim.  See 
Collins, M. E. (Winter, 2017). The Ask. Advancing 
Philanthropy, 16-23, p. 21. Quoting Marcy Heim.;  
See also http://marcyheim.com/



The story cycle 
ask

ώмϐ ά¸ƻǳ ƘŀǾŜ ŘƻƴŜ ǎƻ ƳǳŎƘ 
to improve care for others 
since your own diagnosis 
ǿƛǘƘ ōǊŜŀǎǘ ŎŀƴŎŜǊΦέ

ώнϐ ά¸ƻǳ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ 
lives could be changed by 

offering free early 
ǎŎǊŜŜƴƛƴƎΦέ  

ώоϐ ά²ƻǳƭŘ ȅƻǳ 
consider a gift of 

$100,000 to help fund 
ƴŜȄǘ ȅŜŀǊΩǎ ǎŎǊŜŜƴƛƴƎ 

ŎƭƛƴƛŎǎΚέ [4] Be silent

Lead in phrasing adapted from Marcy Heim.  See 
Collins, M. E. (Winter, 2017). The Ask. Advancing 
Philanthropy, 16-23, p. 21. Quoting Marcy Heim.;  
See also http://marcyheim.com/



The story cycle 
ask

ώмϐ ά¸ƻǳ ƘŀǾŜ ŀƭǿŀȅǎ ƘŀŘ ǎǳŎƘ 
a heart for supporting 

the arts in this 
community.  

ώнϐ ά¸ƻǳ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ 
this new exhibition could 
make a real impact for art 
ƭƻǾŜǊǎ ŀƴŘ ǘƘŜ ǿƘƻƭŜ ŎƛǘȅΦέ  

ώоϐ ά²ƻǳƭŘ ȅƻǳ 
consider a gift of 

$50,000 as our lead 
campaign donor to 
ƳŀƪŜ ǘƘƛǎ ƘŀǇǇŜƴΚέ [4] Be silent

Lead in phrasing adapted from Marcy Heim.  See 
Collins, M. E. (Winter, 2017). The Ask. Advancing 
Philanthropy, 16-23, p. 21. Quoting Marcy Heim.;  
See also http://marcyheim.com/



The story cycle 
ask

ώмϐ ά¸ƻǳ ƘŀǾŜ ōŜŜƴ ǎǳŎƘ ŀ 
loyal alumnus of this 
department since you 
ƎǊŀŘǳŀǘŜŘ ȅŜŀǊǎ ŀƎƻΦέ 

ώнϐ ά¸ƻǳ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ 
important scholarships are 

in giving students the chance 
ŦƻǊ ŀƴ ŜŘǳŎŀǘƛƻƴΦέ 

ώоϐ ά²ƻǳƭŘ ȅƻǳ ŎƻƴǎƛŘŜǊ 
a gift of $100,000 to 

fund a permanent named 
scholarship to help others 

like you become proud 
ŀƭǳƳǎ ƛƴ ǘƘŜ ŦǳǘǳǊŜΚέ

[4] Be silent

Lead in phrasing adapted from Marcy Heim.  See 
Collins, M. E. (Winter, 2017). The Ask. Advancing 
Philanthropy, 16-23, p. 21. Quoting Marcy Heim.;  
See also http://marcyheim.com/



Foolproof

¸ƻǳ ŎŀƴΩǘ ƳŀƪŜ ǘƘŜ ǎǘƻǊȅ ŎȅŎƭŜ ŀǎƪ 
without the full story
Å5ƻƴΩǘ ƪƴƻǿ Ƙƻǿ ǘƘŜ ŘƻƴƻǊΩǎ ǎǘƻǊȅ ƻǊ 

values connect to the challenge? 
     {ǘŜǇ м ŎŀƴΩǘ ƘŀǇǇŜƴ
Å!ǎƪ ŘƻŜǎƴΩǘ ǇǊƻƳƛǎŜ ŀ ǎǇŜŎƛŦƛŎ ƛƳǇŀŎǘΚ 
{ǘŜǇ о ŎŀƴΩǘ ƘŀǇǇŜƴ

Å5ƻƴΩǘ ƪƴƻǿ ǿƘȅ ǘƘŜ ƎƛŦǘΩǎ ƛƳǇŀŎǘ 
would be meaningful for the donor? 
Step 2 is impossible



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2.Find their donor joy: Help them define a 
personally meaningful victory from their 
identity (personal values, life history, and 
social/family norms)

CHALLENGE: Deliver the heroic challenge
3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 
4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory
6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 
7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity
8. Deliver donor joy: Build a mutually supportive community for donors
9. Deliver donor joy: Serve as an instrument for their enduring impact
10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3.Talk wealth not income: Discuss the 
ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ 
story 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



Wealth is not 
income!  
Income is not 
wealth!

You can have high income and build no wealth.  
(Famous celebrities and athletes often go 
bankrupt.)

You can have high wealth and little income.  
(The wealthy often buy low and sell never.)

Wealth is held in assets, not cash. Wealth 
ŘƻŜǎƴΩǘ ŎƻƳŜ ŦǊƻƳ ŀ ǇŀȅŎƘŜŎƪΦ ²ŜŀƭǘƘ ŎƻƳŜǎ 
from owning assets that go up in value.



Wealth is a different money category

ÅThe story of wealth 
is the story of 
appreciated assets

ÅLess than 3% of 
household wealth is 
held in cash or 
checking accounts



Gift size is 
relative to the 
money category

ÅAsking for cash is asking from the small 
bucket
ÅAsking for appreciated assets is asking 

from the big bucket
ÅLarge gifts are made possible by large 

reference points



άaŜƴǘŀƭ ŀŎŎƻǳƴǘƛƴƎέ 

ÅIn math, a dollar is a dollar

ÅIn story, people put labels 
on money/asset categories 
and treat them differently 
based on those labels

ÅWhen a new category 
becomes donation 
relevant, giving increases 

Thaler, R. (1985). Mental accounting and consumer choice. Marketing 
Science, 4(3), 199ς214; LaBarge, M. C., & Stinson, J. L. (2014). The role 
of mental budgeting in philanthropic decision-making. Nonprofit and 
Voluntary Sector Quarterly, 43(6), 993ς1013.



The single biggest 
transformation you can 
make with a donor is to 
get them to consider 
their WEALTH (not just 
their disposable income) 
as donation relevant.



5-year growth in total fundraising

NONPROFITS 
receiving
ONLY 
CASH 
gifts

2,548 nonprofits raising $1MM+ 
in 2010 reported only cash gifts 
in 2010 & 2015 on e-file IRS-990

GROWTH

NONPROFITS 
receiving 

SECURITIES 
NONCASH 

gifts
2,143 nonprofits raising $1MM+ 

in 2010 reported securities gifts in 
2010 & 2015 on e-file IRS-990

GROWTH

Typical 
disposable 

income gifts

Gifts of 
wealth



NONPROFITS 
receiving
ONLY 
CASH 
gifts

2,548 nonprofits raising $1MM+ 
in 2010 reported only cash gifts 
in 2010 & 2015 on e-file IRS-990

11%
GROWTH

NONPROFITS 
receiving 

SECURITIES 
NONCASH 

gifts
2,143 nonprofits raising $1MM+ 

in 2010 reported securities gifts in 
2010 & 2015 on e-file IRS-990

66%
GROWTH

5-year growth in total fundraising

Typical 
disposable 

income gifts

Gifts of 
wealth



The first time most 
people ever commit 
to a gift from their 
wealth (not income) 
is in their estate plan

ÅEstate planning is wealth 
planning (not disposable 
income planning)

Å It often forces people to 
confront that they have 
άŜȄǘǊŀΦέ ¢ƘŜȅ ŀǊŜƴΩǘ ƎƻƛƴƎ 
to spend it on normal 
living expenses. James, R. N. III. (2020). The emerging potential of longitudinal empirical research in estate 

planning: Examples from charitable bequests. UC Davis Law Review, 53, 2397-2431 at p. 2422.



Most supporters (80%) say they 
ŀǊŜ άǳƴƭƛƪŜƭȅέ ǘƻ ƳŀƪŜ ŀ ƎƛŦǘ ƛƴ ŀ 

will to support the org.

Just under 2% of supporters 
have already included a gift in 

their will.

IŀǾŜ ƳŀŘŜ ŀ άƎƛŦǘ ƻŦ ŀǎǎŜǘǎ όƛΦŜΦΣ 
stock, real estate, retirement/bank 
ŀŎŎƻǳƴǘ ƻǊ ƭƛŦŜ ƛƴǎǳǊŀƴŎŜύέ

Would consider doing so

Total openness to asset gifting

The will plan as a gateway to major gifts of assets
Among 18,078 supporters (humanitarian charity) responding to the survey

0.4%
2.2%
2.6%  

21.2%
15.6%
36.8%  

IŀǾŜ ƳŀŘŜ ŀ άƎƛŦǘ ƻŦ ŀǎǎŜǘǎ όƛΦŜΦΣ 
stock, real estate, retirement/bank 
ŀŎŎƻǳƴǘ ƻǊ ƭƛŦŜ ƛƴǎǳǊŀƴŎŜύέ

Would consider doing so

Total openness to asset gifting14X greater 
openness to 
asset gifting



The right destination: 
Share valuable options 
at the NEXT meeting

Fundraisers may fear 
financial conversations 
ÅThese worries can come 

from having the wrong 
destination in mind

The goal is NOT to quickly 
give the right answer 
ÅThe goal is to get 

permission to share 
valuable options at the 
next meeting





People like 
the donor 
have done 
things like 
this before 

Leads 
with 
value 

Asks for 
permission 

to share 
more valueThe desired answer is 

άƴƻέ ǿƘƛŎƘ ŦŜŜƭǎ ǎŀŦŜǊ



Having the right 
destination 
changes things

It gives time to 
consult experts 
and build 
solutions

άL ǿŀƴǘ ǘƻ ǘŀƭƪ 
with our technical experts 
ŦƛǊǎǘΣ ǎƻ ȅƻǳΩƭƭ ōŜ ǎǳǊŜ ƎŜǘ ŀƭƭ 
the best options. But I know 
others in your situation have 

been able to use some 
smart solutions ƘŜǊŜΦέ



Start social then follow up

άIƻǿΩǎ ōǳǎƛƴŜǎǎΚέ 

άIƻǿΩǎ ǘƘŜ ƳŀǊƪŜǘ ōŜŜƴ 
ǘǊŜŀǘƛƴƎ ȅƻǳΚέ

ÅThe magic comes from the 
follow-up questions

ÅThese show shared interests 
and reveal opportunities to 
provide advice



Tell me a story: Past, 
present, and future

Assets have stories

ÅPast: Origins of the asset

ÅtǊŜǎŜƴǘΥ ²ƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ƴƻǿ

ÅFuture: Future plans for the asset

Uncovering this story Ҧ Charitable 
planning opportunities in future plans



Questions can lead 
the donor through 
their asset story

Questions from Sharkey, G. (2021, March 25). Personal communication. 
Greg Sharkey, Senior Philanthropy Advisor, The Nature Conservancy.

Past

Åά²ƘŀǘΩǎ ǘƘŜ ǎǘƻǊȅ ƻŦ ȅƻǳǊ 
business? How did you get 
ǎǘŀǊǘŜŘΚέ 

Present

Åά²Ƙŀǘ ŀǊŜ ȅƻǳ ǇǊƻǳŘŜǎǘ ƻŦΚέ

Åά²Ƙŀǘ ŀǊŜ ȅƻǳ Ƴƻǎǘ ŜȄŎƛǘŜŘ 
ŀōƻǳǘ ŀǘ ǘƘŜ ŎǳǊǊŜƴǘ ǘƛƳŜΚέ



Future sale or transfer
Åά²Ƙŀǘ ŀǊŜ ȅƻǳǊ ŦǳǘǳǊŜ Ǉƭŀƴǎ ŦƻǊ ȅƻǳǊ ōǳǎƛƴŜǎǎΚέ
Åά²Ƙŀǘ ǿƛƭƭ ǘƘŀǘ ƳŜŀƴ ǘƻ ȅƻǳΚέ 
άIŀǾŜ ȅƻǳ ǘƘƻǳƎƘǘ ŀōƻǳǘ ǳǎƛƴƎ ǘƘŜ ǎŀƭŜ ƻǊ ǘǊŀƴǎƛǘƛƻƴ ƻŦ ȅƻǳǊ ōǳǎƛƴŜǎǎ ŀǎ 
an opportunity to achieve some of your charitable goals in addition to 
ŦƛƴŀƴŎƛŀƭ ƎƻŀƭǎΚέ



Future estate 
transfer?

Åά²ƛƭƭ ȅƻǳǊ ƘŜƛǊǎ 
continue running the 
ōǳǎƛƴŜǎǎΚέ 

ÅάL ƪƴƻǿ ǘƘŜǊŜ ŀǊŜ ǎƻƳŜ 
smart ways to avoid 
taxes for people like you 
who want to include a 
gift to charity in their 
plans. Have you ever 
ŎƻƴǎƛŘŜǊŜŘ ǘƘŀǘΚέ



Other assets?

Åά!ǊŜ ȅƻǳ ŀ ŎƻƭƭŜŎǘƻǊ όŀǊǘΣ ǎǘŀƳǇǎΣ 
ŎƻƛƴǎΣ ŜǘŎΦύΚέ ά²Ƙŀǘ ƛǎ ǘƘŜ ǎǘƻǊȅΚ 
Iƻǿ ŘƛŘ ȅƻǳ ƎŜǘ ǎǘŀǊǘŜŘΚέ

Åά5ƻ ȅƻǳ ƛƴǾŜǎǘ ƛƴ wŜŀƭ 9ǎǘŀǘŜΚέ 
άIƻǿ ŘƛŘ ȅƻǳ ƎŜǘ ǎǘŀǊǘŜŘΚέ

Åά²ƘŜǊŜ Řƻ ȅƻǳ ǾŀŎŀǘƛƻƴΚέ ά5ƻ 
ȅƻǳ ƻǿƴ ŀ ƘƻƳŜ ǘƘŜǊŜΚέ

ÅάIƻǿ Ƙŀǎ ǘƘŜ ƳŀǊƪŜǘ ōŜŜƴ 
ǘǊŜŀǘƛƴƎ ȅƻǳΚέ ά²Ƙŀǘ ƛǎ ȅƻǳǊ 
ƛƴǾŜǎǘƳŜƴǘ ǇƘƛƭƻǎƻǇƘȅΚέ 
ά²ƘŀǘΩǎ ǘƘŜ ōŜǎǘ ƛƴǾŜǎǘƳŜƴǘ ȅƻǳ 
ŜǾŜǊ ƳŀŘŜΚ ¢Ŝƭƭ ƳŜ ǘƘŀǘ ǎǘƻǊȅΦέ



Past to present to 
CHARITABLE future

άIŀǾŜ ȅƻǳ ŎƻƴǎƛŘŜǊŜŘ 
making gifts with assets 
ƛƴǎǘŜŀŘ ƻŦ ŎŀǎƘΚέ

άaŀƴȅ ŘƻƴƻǊǎ ƎƛǾƛƴƎ ŀǘ 
your level use appreciated 
assets instead of cash 
because they get a double 
tax benefit. Have you ever 
considered giving in that 
ǿŀȅΚέ



άIƻǿΚέ ǉǳŜǎǘƛƻƴǎ

ά²ƘȅΚέ ǉǳŜǎǘƛƻƴǎ ǳƴŎƻǾŜǊ 
ŎƻƴƴŜŎǘƛƻƴǎ ǘƻ ǘƘŜ ŘƻƴƻǊΩǎ 
people, values, and history 

άIƻǿΚέ ǉǳŜǎǘƛƻƴǎ ǳƴŎƻǾŜǊ 
wealth:

Åά¸ƻǳΩǾŜ ŘƻƴŜ ǎƻ ƳǳŎƘ ŦƻǊ 
[charity]. What allows you 
ǘƻ ōŜ ǎƻ ƎŜƴŜǊƻǳǎΚέ

ÅάIƻǿ ǿŜǊŜ ȅƻǳ ŀōƭŜ ǘƻ 
ƳŀƪŜ ǘƘƛǎ ǿƻƴŘŜǊŦǳƭ ƎƛŦǘΚέ* *Rice, Dan. (October, 2009). Asking for principal gifts ς 5 

approaches. Presented at the National Conference on Philanthropic 
Planning, October 14-17, National Harbor, MD. p. 2.



Reverse questions

A statement triggers a question:

άL ƘŜƭǇ ŘƻƴƻǊǎ ƎƛǾŜ ǎƳŀǊǘŜǊΦέ
ҦάIƻǿ Řƻ ȅƻǳ Řƻ ǘƘŀǘΚέ

άL ƘŜƭǇ ǇŜƻǇƭŜ ƎƛǾŜ ǿŜƛǊŘ ŀǎǎŜǘǎ ǘƻ 
ώŎƘŀǊƛǘȅϐΦέ 
Ҧά²ƘŀǘΩǎ ǘƘŜ ǿŜƛǊŘŜǎǘ ŀǎǎŜǘ 
ǎƻƳŜƻƴŜ Ƙŀǎ ƎƛǾŜƴΚέ

This gives permission to share a storyClontz, Bryan. (June 3, 2018). Planned giving comedy hour. 
Presented at the Life and Legacy Conference, Springfield, MA.



Their question gives 
you permission to 
share a story 
Your story

ÅYour advice helps someone 
like the donor 

ÅThey give an asset instead 
of cash

Ends with a question

ÅάIŀǾŜ ȅƻǳ ŜǾŜǊ ƳŀŘŜ ŀƴȅ 
ǳƴǳǎǳŀƭ ƛƴǾŜǎǘƳŜƴǘǎΚέ

ÅάIŀǾŜ ȅƻǳ ŜǾŜǊ ōŜŜƴ Ƙƛǘ 
ǿƛǘƘ ŎŀǇƛǘŀƭ Ǝŀƛƴǎ ǘŀȄŜǎΚέ



Follow-up questions

άIŀǾŜ ȅƻǳ ŜǾŜǊ ƳŀŘŜ ŀƴȅ 
ǳƴǳǎǳŀƭ ƛƴǾŜǎǘƳŜƴǘǎΚέ 

Å¸ŜǎΚ !ǎƪ ŀōƻǳǘ ƛǘΦ άIŀǎ 
ƛǘ ƎƻƴŜ ǳǇ ƛƴ ǾŀƭǳŜΚέ 

ÅbƻΚ !ǎƪ ŀōƻǳǘ ƛǘΦ ά{ƻΣ 
do you like stocks or 
bonds or something 
ŜƭǎŜΚέ 



Follow-up questions

άIŀǾŜ ȅƻǳ ŜǾŜǊ ōŜŜƴ Ƙƛǘ 
ǿƛǘƘ ŎŀǇƛǘŀƭ Ǝŀƛƴǎ ǘŀȄŜǎΚέ 
Å¸ŜǎΚ !ǎƪ ŀōƻǳǘ ƛǘΦ ά¢Ƙŀǘ 

must mean you were 
good at investing! Tell me 
ǿƘŀǘ ƘŀǇǇŜƴŜŘΗέ 

ÅbƻΚ !ǎƪ ŀōƻǳǘ ƛǘΦ ά¢ƘŀǘΩǎ 
ǎƳŀǊǘΦ LǘΩǎ ƎƻƻŘ ǘƻ ŀǾƻƛŘ 
those as long as you can. 
Do you think it might be a 
ǇǊƻōƭŜƳ ƛƴ ǘƘŜ ŦǳǘǳǊŜΚέ 



ά¢Ƙƛǎ ǊŜƳƛƴŘǎ ƳŜ ƻŦ ŀƴƻǘƘŜǊ 
ŘƻƴƻǊΩǎ ǎƛǘǳŀǘƛƻƴΦ L ǊŜƳŜƳōŜǊ 
he used some creative planning 
that [avoided taxes/created 
income/provided for family] and 
made a big impact at the 
charity. Would you mind if I talk 
to some of our experts and put 
together a few ideas for you to 
ƭƻƻƪ ŀǘΚέ

Many paths, one destination: 
The meeting to share options



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3.Talk wealth not income: Discuss the 
ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ 
story 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience
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1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4.5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ 
persistently helpful philanthropic 
wealth advisor 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



The fundraiser 
archetype

Lƴ ǘƘŜ ǳƴƛǾŜǊǎŀƭ ƘŜǊƻΩǎ 
journey story, a guiding 
sage helps the hero

The guiding sage:

ÅGives advice, planning, 
and guidance 

ÅIntroduces the hero to 
friends and allies

ÅProvides a magical 
instrument or weapon 



The fundraiser archetype in 
ǘƘŜ ŘƻƴƻǊΩǎ ƘŜǊƻ ǎǘƻǊȅ

The effective 
fundraiser can be the 
guiding sage for the 
ŘƻƴƻǊΩǎ ƘŜǊƻ ǎǘƻǊȅ 
ÅGives advice, 

planning, and 
guidance 
ÅIntroduces the hero 

to friends and allies 
(technical experts, 
past donors)
ÅProvides a magical 

instrument or 
weapon (gift 
instruments and 
agreements)



The fundraiser is the 
guiding sage in the 
ŘƻƴƻǊ ƘŜǊƻΩǎ ƧƻǳǊƴŜȅ

Å¢ƘŜ ƴƻƴǇǊƻŦƛǘ ƛǎ ǘƘŜ ŘƻƴƻǊΩǎ 
magical instrument used to 
achieve a compelling victory

ÅThe guiding sage fundraiser 
challenges with a heroic 
choice, coming alongside the 
donor to provide guidance, 
advice, and planning



The guiding sage role continues after the hero 
accepts the challenge

Å Provides advice, guidance, and planning

Å Introduces the hero to friends and allies

Å Gives powerful instruments/weapons to the hero

Fulfilling these monomyth 
role functions attracts donors



Who at the charity are you 
more likely to contact?

ÅGift of stock
ÅReal estate gift
ÅCharitable gift annuity
ÅGift in a will

Would 
never 
contact

Very 
unlikely 

to contact

Somewhat
unlikely 

to contact

Somewhat
likely 

to contact

Very
likely 

to contact

Would 
definitely
contact

5,621 People Surveyed. 
Each person chose from only 13 titles for each scenario. Scenarios 

and titles were rotated among ten different respondent groups 
balancing alphabetical and reverse alphabetical title order.

Would 
never 
contact

Very 
unlikely 

to contact

Somewhat
unlikely 

to contact

Somewhat
likely 

to contact

Very
likely 

to contact

Would 
definitely
contact



Chief Advancement Officer;  Advancement 
Development; Business Development; Campaign; 
Charitable Estate Planning; Development; Donor 
Development; Donations Consultant; Donor; Donor 
Assistant; Donor Counselor; Donor Ombudsman; Donor 
Relations; Estates; Executive; External Relations; Finance; 
Financial; Financial Advisor for Donors; Fundraising; Gift 
Planner; Gift Planning; Individual Giving; Institutional 
Advancement; Leadership Gifts; Legacy Planning; Major 
Gifts; Philanthropic Strategist; Planned Gifts; Planned 
Giving; Real Estate Gifting; Resource Development; Special 
Gifts; Stewardship 

Director of Advancement; Advancement 
Development; Advancement/Planned Giving; Annual 
Giving; Charitable Estate Planning; Charitable Planning; 
Complex Gifts; Development; Development & Marketing; 
Donor Advising; Donor Assistance; Donor Development; 
Donor Relations; Donor Guidance; Estate & Gift Planning; 
Estates; Finance; Fundraising; Institutional Advancement & 
Gift Planning; Institutional Advancement; Legacy Planning; 
Major Gifts; Major Gifts & Legacy Planning; Personal 
Philanthropy; Philanthropic Opportunities; Philanthropy; 
Planned Gifts; Planned Gifts & Grants; Planned Giving; 
Planned Giving & Estate Administration; Planned Giving & 
Finance; Planned Giving Development; Resource 
Development; Stewardship; Stewardship & Development; 
Trusts & Estates; Trusts, Estates & Gift Planning

Tested 
63 Titles



Best 10 Titles (63 tested in all cases)

1. (do) Trusts, Estates & Gift 
Planning

2. (co) Financial Advisor for Donors
3. (do) Estate & Gift Planning
4. (do) Planned Giving & Finance
5. (do) Donor Advising 
6. (do) Planned Giving & Estate 

Administration
7. (do) Charitable Estate Planning
8. (co) Gift Planner
9. (do) Charitable Planning
10. (co) Donor Guidance

Worst 10 Titles (63 tested all cases)

1. (do) Advancement
2. (do) Institutional Advancement
3. (co) Advancement 
4. (do) Development & Marketing
5. (co) Business Development 
6. (co) Institutional Advancement 
7. (co) Advancement Development 
8. (do) Development
9. (do) Advancement Development
10.(co) External Relations 

Gifts of stocks, real estate, CGA, and will



Advising against interest

ÅAdvising a donor to 
make a gift later, or 
smaller, or to a 
different organization, 
or from a complicated 
asset, or through a 
donor advised fund, or 
with more restrictions, 
or with income 
benefits can establish a 
true advisor 
relationship

ÅDelivering value to 
donors in this way 
results in greater giving 
to the organization

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal of marketing, 58(3), 20-38.; Waters, R. D. (2009). The 
importance of understanding donor preference and relationship cultivation strategies. Journal of Nonprofit & Public Sector Marketing, 21(4), 327-346.



The guiding sage
Å Provides advice, guidance, and planning

Å Introduces the hero to friends and allies

Å Gives powerful instruments/weapons to the hero

What barriers prevent fundraisers from 
fulfilling this monomyth role in the donor 

ƘŜǊƻΩǎ ƧƻǳǊƴŜȅΚ



The sage challenges with a heroic 
choice

Actual Gandalf: 
ά.ƛƭōƻ .ŀƎƎƛƴǎΣ L ŀƳ 
looking for someone to 
share in an 
ŀŘǾŜƴǘǳǊŜΗέ

Bad Gandalf: άLΩƳ ǎƻ 
sorry to inconvenience 
you, but if you might 
consider a short walk 
outside the shire, I would 
really appreciate it.  Any 
time you could spare 
ǿƻǳƭŘ ƘŜƭǇΦέ
A challenge to heroism 

= asking to capacity



A challenge to heroism = asking to capacity
Joshua .ƛǊƪƘƻƭȊΩǎ team 
analyzed nearly 1,000 
gift officers.  The top 20 
percent highest 
producing fundraisers 
raised nearly 75 percent 
of the total dollars.  
What was different 
about these high 

performers?  They usually asked for 100 percent 
ƻŦ ǘƘŜ ŘƻƴƻǊΩǎ ŎŀǇŀŎƛǘȅ ǊŀǘƛƴƎΦ  Lƴ ŎƻƳǇŀǊƛǎƻƴΣ 
ά¢ƘŜ ōƻǘǘƻƳ ул ǇŜǊŎŜƴǘ ǘŜƴŘŜŘ ǘƻ ŀǎƪ ŦƻǊ ŀōƻǳǘ 
пл ǇŜǊŎŜƴǘ ƻŦ ǘƘŜ ŎŀǇŀŎƛǘȅ ǊŀǘƛƴƎǎΦέ 

Birkholz, J. M. (January, 2018, p. 7). Planned giving fundraiser metrics. Planned Giving Today, p. 6-8.



Congratulations, 
ȅƻǳ Ǝƻǘ ŀ άbƻέΗ

ÅMaking a compelling, 
heroic challenge is an 
accomplishment

ÅLǘΩǎ ƴƻǘ ŜǾŜǊȅ Řŀȅ 
that people receive 
ŀƴ ŜǇƛŎ άŎŀƭƭ ǘƻ 
ŀŘǾŜƴǘǳǊŜέ 

ÅThe ask can make a 
lasting impact even 
when the answer     
ƛǎ άƴƻέ 



Expert advice 
from ten 
books on 

fundraising

ÅάtŜǊǎƛǎǘŜƴŎŜ ƛǎ ǘƘŜ ƴŀƳŜ ƻŦ ǘƘŜ ƎŀƳŜΦέ1

ÅάLƴ ƻǘƘŜǊ ǿƻǊŘǎΣ ǇŜǊǎƛǎǘŜƴŎŜ Ŏŀƴ ǇŀȅΦέ 2

ÅάtƻƭƛǘŜ ǇŜǊǎƛǎǘŜƴŎŜ ǇŀȅǎΗέ 3

ÅάtŜǊǎƛǎǘ ŀƴŘ ȅƻǳΩƭƭ ǎŜŜ ǘƘŜ ǇŀȅƻŦŦΦέ 4

Åά¸ƻǳǊ ǇŜǊǎƛǎǘŜƴŎŜ ǿƛƭƭ ƳŀƪŜ ȅƻǳ ǎǳŎŎŜǎǎŦǳƭΦέ 5

ÅάtŜǊǎƛǎǘŜƴŎŜ ƛǎ ƪŜȅΦέ 6

Åά.Ŝ ǇŜǊǎƛǎǘŜƴǘΦέ 7

Entire sections titled:
ÅάBE persistentέ 8

ÅάPersistenceέ 9

Åά!ƴŘ ƴƻǿ ŀ Ŧƛƴŀƭ ǿƻǊŘ ς ǇŜǊǎƛǎǘŜƴŎŜέ 10

1 Baker, B., Bullock, K., Gifford, G. L., Grow, P., Jacobwith, L. L., Pitman, M. A., Truhlar, S., & Rees, S. (2013). The essential 
fundraising handbook for small nonprofits. The Nonprofit Academy. P. 172; 2 Eisenstein, A. (2014). Major gift fundraising for 
small shops: How to leverage your annual fund in only five hours per week. CharityChannel Press. p. 70; 3 Phillips, G. (2013). 
The art of fundraising. Phillips OnLine. p. 29; 4 Craver, R. M. (2017). Retention fundraising: The new art and science of keeping 
your donors for life. Emerson & Church, Publishers. p. 44; 5 Kihlstedt, A. (2013). Asking styles: Harness your personal 
fundraising power. CharityChannel Press. p. 31; 6 Klein, K. (2009). Reliable fundraising in unreliable times: What good causes 
need to know to survive and thrive. Jossey-Bass. p. 85; 7 Dillon, W. P. (2012). People raising: A practical guide to raising funds. 
Moody Publishers. p. 100; 8 Greenhoe, J. (2013). Opening the door to major gifts: Mastering the discovery call. 
CharityChannel Press. p. 37; 9 Ross, B., & Segal, C. (2008). The influential fundraiser: Using the psychology of persuasion to 
achieve outstanding results. John Wiley & Sons. Part V Persistence ς Chapters 10, 11, and 12; 10 Morton, S. (2014). Funding 
your ministry: An in-depth, Biblical guide for successfully raising personal support. Tyndale House Publishers, Inc. p. 202.



Å If any single behavior 
separates the successful 
fundraisers, it is this: 
Persistence

ÅThe right story 
emotionally supports the 
right behaviors

Å¢ƘŜ άƴƻέ ƛǎ ƴƻǘ ŀ ǎƻǳǊŎŜ ƻŦ 
ǇŀƛƴΤ ƛǘΩǎ ŀƴ ƛƳǇƻǊǘŀƴǘ 
step in the journey

tƭŀƴ ǘƻ άŦŀƛƭέ ŀƴŘ 
persist 



¢ƘŜ άƴƻΣέ ƛǎ ƴƻ ǇǊƻōƭŜƳ 
for the persistently helpful 
guiding sage
ÅThe sage resumes the story role 

ÅThe sage resumes the story cycle

ÅThe sage persists

ά¸ƻǳ ǘƘƛƴƪ ¸ƻŘŀ ǎǘƻǇǎ ǘŜŀŎƘƛƴƎΣ 
just because his student does 
not want to hear? A teacher 
Yoda is. Yoda teaches like 
ŘǊǳƴƪŀǊŘǎ ŘǊƛƴƪΣ ƭƛƪŜ ƪƛƭƭŜǊǎ ƪƛƭƭΦέ 

-Yoda

Stewart, S. (2014). Yoda: Dark rendezvous (Star 
wars: Clone wars). Ballantine Books. p. 301.
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1. Find your people group: The wealth holders 
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CHALLENGE: Deliver the heroic challenge
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4.5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ 
persistently helpful philanthropic 
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5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5.Make it feasible: Show their financial 
abundance to accept the heroic 
challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



Change your language: 
Were they ready?

Did the donor give or not? 
Å! άƴƻέ ƛǎ ŀ ŘŜŀŘ ŜƴŘΦ

Was the donor ready to give? 
Å! άƴƻέ ƛǎ ŀ ǎǘŀǊǘƛƴƎ ǇƭŀŎŜΦ 

It leads to questions and 
next steps. 
ÅWhy not? What was 

missing? What still 
remains to be done?

Were they 
ready to 

give?



Plan to fail

Å In the monomyth, the hero 
first refuses the call to 
adventure. In advancing the 
ŘƻƴƻǊΩǎ ƘŜǊƻ ǎǘƻǊȅΣ ŀ άƴƻέ ƛǎ 
a typical part of the process. 
Understanding this means 
we plan for it. 

Å5ƻƴΩǘ ƭŜŀǾŜ ǘƘŜ ŀǎƪ ǳƴǘƛƭ ǘƘŜ 
ŜƴŘΥ ! άƴƻέ Ŏŀƴ ōŜ ŀƴ 
excellent start, but the 
follow up takes time.

Å5ƻƴΩǘ ōŜ ŘƛǎŀǇǇƻƛƴǘŜŘΥ LǘΩǎ ŀ 
standard part of the journey.



Begin with points of agreement

DƻŀƭΥ 9ƭƛŎƛǘ ǘƘŜ ŘƻƴƻǊΩǎ ŎƻƴŦƛǊƳŀǘƛƻƴ ƻŦ ƎƛǾƛƴƎ 
motivations (i.e., story connections)

Affirm the story connections 



Affirm the story connections 
ά¸ƻǳΩǾŜ ōŜŜƴ ŀ ǎǳǇǇƻǊǘŜǊ ŦƻǊ ǎƻ ƭƻƴƎ ŀƴŘ ƘŀǾŜ ŘƻƴŜ ǎƻ 
much, I was certain you felt positive about our work and our 
ǾƛǎƛƻƴΦ 5ƻ ȅƻǳ ǎǘƛƭƭ ŦŜŜƭ ǘƘŀǘ ǎŀƳŜ ŦǊƛŜƴŘǎƘƛǇ ŀƴŘ ǎǳǇǇƻǊǘΚέ 

Panas, J. (2007, March 1). CǳƴŘǊŀƛǎƛƴƎΩǎ ŦƻǳǊ ƳŀƎƛŎ ǉǳŜǎǘƛƻƴǎΥ !ƴǎǿŜǊ ǘƘŜǎŜ ŀƴŘ 
the gift is yours. Guidestar. [Blog]. https://trust.guidestar.org/fundraisings-four-
magic-questions-answer-these-and-the-gift-is-yours 



Affirm the story connections 

ά!ǊŜ ȅƻǳ ŎƻƴŎŜǊƴŜŘ ǘƘŀǘ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ǿƻǳƭŘƴΩǘ ōŜ 
effective at using this gift to make a difference in the 
ƭƛǾŜǎ ƻŦ ǘƘŜǎŜ ǎǘǳŘŜƴǘǎΚέ



άL ǊŜƳŜƳōŜǊ ǘƘŜ ƭŀǎǘ ǘƛƳŜ ǿŜ ƳŜǘΣ ȅƻǳ ǎŀƛŘ ǘƘŀǘ ƛǘ ǿŀǎ 
ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ȅƻǳ ǘƘŀǘ Χ ώƛƴǎŜǊǘ ǘƘŜ άǾƛŎǘƻǊȅέ ǘƘŜ ƎƛŦǘ 
accomplishesϐΦ Iŀǎ ǘƘŀǘ ŎƘŀƴƎŜŘ ŦƻǊ ȅƻǳΚέ 

Wohlman, J. (2020). Practice the ask and negotiation (part 3). [Video transcript]. Major and 
principal gifts course. University of California, Davis. https://www.coursera.org/lecture/major-
principal-gifts/practice-the-ask-and-negotiation-part-3-bxhL5

Affirm the story connections 



CƛǊǎǘΣ άŎƭŀǊƛŦȅέ ǿƘŀǘ ǘƘŜ ƻōƧŜŎǘƛƻƴ ƛǎ NOT. This re-
ŜǎǘŀōƭƛǎƘŜǎ ǘƘŜ ŘƻƴƻǊΩǎ ƳƻǘƛǾŀǘƛƻƴ ŦƻǊ ǘƘŜ ƎƛŦǘ ŀƴŘ ǊŜƳƛƴŘǎ 
him why this goal is part of his story and important to him.

Affirm the story connections 



Confirming 
the story 
connections 
reframes the 
objection

The objection becomes a barrier 
preventing the donor from 
accomplishing his goals such as, 

ÅάYour ƴŀƳŜŘ ǎŎƘƻƭŀǊǎƘƛǇ ŦǳƴŘέ 

Åά¢ƘŜ Ƨƻȅ your gift will bring 
ǘƘŜǎŜ ǇŀǘƛŜƴǘǎέ*

*Fredricks, L. (2001). Developing major 
gifts: Turning small donors into big 
contributors. Aspen Publishers, Inc. p. 121.



NEXT STEP 
Diagnose the 
story barrier
Å²ƘŀǘΩǎ ǘƘŜ ƛǎǎǳŜΚ Lǎ ƛǘ 

the cause? The 
organization? The 
project? The amount? 
The timing? 
ÅThe donor attaches 
ǘƘŜ άƴƻέ ǘƻ ŀƴ 
external barrier. The 
guiding sage comes 
alongside to help  
work on the     
problem together.



Diagnose the story barrier

ά.ȅ ǘǳǊƴƛƴƎ ǘƘŜ ƻōƧŜŎǘƛƻƴ ƛƴǘƻ ŀƴ 
ƻōƧŜŎǘƛǾŜΣ ȅƻǳΩǾŜ Ǉǳǘ ȅƻǳǊǎŜƭŦ ƻƴ ǘƘŜ 
same side of the table as the other 
person. Now you both are working 
together to figure out how to help the 
ŘƻƴƻǊ ƳŀƪŜ ǘƘŜ ƎƛŦǘΦ ¸ƻǳΩǾŜ ǘŀƪŜƴ ŀ 
possibly challenging problem and 
ƳŀŘŜ ǎƻƭǾƛƴƎ ƛǘ ŀ ǘŜŀƳ ŜŦŦƻǊǘΦέ

-Mark PitmanPitman, M. A. (2008). Ask without fear! A simple 
guide to connecting donors with what matters to 
them most. Tremendous Life Books. p. 44.



Isolate the story 
barrier

άLǘ ǎƻǳƴŘǎ ƭƛƪŜ ȅƻǳ ǿƻǳƭŘ 
like to invest in our school, 
ōǳǘ ǊƛƎƘǘ ƴƻǿ ȅƻǳ ŎŀƴΩǘ 
see how you might do it. 
!Ƴ L ǊƛƎƘǘ ŀōƻǳǘ ǘƘŀǘΚέ 

Wohlman, J. (2020). Practice the ask 
and negotiation (part 3). [Video 
transcript]. Major and principal gifts 
course. University of California, Davis. 
https://www.coursera.org/lecture/ma
jor-principal-gifts/practice-the-ask-
and-negotiation-part-3-bxhL5



Isolate the story barrier: 
Elaboration questions

ά¸ƻǳ ǎŀƛŘ ȅƻǳ ΨŘƛŘƴΩǘ 
think you could swing 
ǘƘŀǘ ƳǳŎƘΦΩ ¢Ŝƭƭ ƳŜ 
more about that. Is this 
an issue of timing, other 
obligations, liquidity, or 
ǎƻƳŜǘƘƛƴƎ ŜƭǎŜΚέ 



Attack the story barrier
Obi-Wan gives Luke a 
light saber. Gandalf 
shows Bilbo where to 
find the ring. Morpheus 
ǘŜŀŎƘŜǎ bŜƻ άƪǳƴƎ ŦǳΦέ 
Dumbledore gives Harry 
Potter the invisibility 
cloak. 

The guiding-sage 
fundraiser comes 
alongside the donor to 
help attack the barrier, 
so the donor-hero can 
complete the journey. 



Attack the story 
ōŀǊǊƛŜǊΥ LǘΩǎ ǘƻƻ 
much money! 

ά²ŜΩǊŜ ƴƻǘ ŀǎƪƛƴƎ ŦƻǊ ŀ ƎƛŦǘ 
right now, just a pledge. As 
long as you can start your 
payments within the next 
three years, a pledge is just as 
ƎƻƻŘ ŀǎ ŀ ƎƛŦǘΦέ 

Grover, S. R. (2006). Capital campaigns: A guide for 
board members and others who aren't professional 
fundraisers but who will be the heroes who create a 
better community. iUniverse. p. 105.



Attack the story barrier: 
LǘΩǎ ǘƻƻ ƳǳŎƘ ƳƻƴŜȅΗ 

¢ƘŜȅ ǎŀȅΥ άϷнрY ƛǎ ǘƻƻ 
ƳǳŎƘΦ ¸ƻǳ ǎŀȅΥ άIƻǿ 
about that over five 
ȅŜŀǊǎΚ ϷрY ǇŜǊ ȅŜŀǊΚέ 

Or

ά²ŜΩǊŜ ƴƻǘ ŀǎƪƛƴƎ ǘƘŀǘ 
you write a check 
today. Our pledge 
period goes up to four 
years, so it would be 
ϷмнрΣллл ŜŀŎƘ ȅŜŀǊΦέ

Melvin, A. (2020, October 7-9). Solicitation preparation: The keys to a successful ask. [Paper presentation]. Charitable Gift Planning Conference, online, p. 11; Grover, S. R. (2006). Capital 
campaigns: A guide for board members and others who aren't professional fundraisers but who will be the heroes who create a better community. iUniverse. p. 105.



Attack the story 
barrier: Complex 
options

Å If the quick solution 
ŘƻŜǎƴΩǘ ǿƻǊƪΣ ƳƻǾŜ ǘƻ 
more complex options 

ÅNow, the goal might 
change to agreement 
to the next meeting 
which will present the 
complex solutions



Presenting a solution: 
Feel, felt, found

DONOR: I would love to do this, but 
LΩƳ ƻƴ ŀ ŦƛȄŜŘ ƛƴŎƻƳŜΦ όhǊ LΩƳ ǎŀǾƛƴƎ 
for retirement.)

YOU: I understand how you feel. Many 
of our donors have felt the same way. 
They have found that they can make a 
gift that pays them income for life. Or 
they can add a gift in a will that costs 
them nothing today. What are your 
thoughts about that?



Presenting a solution: 
Feel, felt, found

DONOR: All my assets are tied up right 
ƴƻǿΦ ¢ƘŜ ŎŀǎƘ Ƨǳǎǘ ƛǎƴΩǘ ŀǾŀƛƭŀōƭŜΦ

YOU: I understand. We work with many 
ŘƻƴƻǊǎ ƭƛƪŜ ȅƻǳ ƛƴ ǘƘƛǎ ǎŀƳŜ ǇƻǎƛǘƛƻƴΦ LǘΩǎ 
actually the perfect situation. The tax 
benefits are much better if you give 
ōŜŦƻǊŜ ȅƻǳΩǾŜ ǎƻƭŘ ǘƘŜ ŀǎǎŜǘΦ ²ƻǳƭŘ ȅƻǳ 
mind if I put together some options for 
you? I think you might be surprised at 
what the numbers look like.



Attack the story barrier: 
Permission to share 
complex options

άLŦ ȅƻǳ ǿƻǳƭŘƴΩǘ ƳƛƴŘ 
ǾƛǎƛǘƛƴƎ ŀƎŀƛƴΣ LΩŘ ƭƛƪŜ 
to work with some 
experts and put 
together a few 
personalized options 
ŦƻǊ ȅƻǳΦ ¢ƘŜǊŜΩǎ ƴƻ 
obligation, but I think 
ȅƻǳΩƭƭ ŦƛƴŘ ǎƻƳŜ ƻŦ 
them really 
interesting. Would 
your calendar allow us 
to meet on Tuesday 
the 15th at this same 
ǘƛƳŜΚέ



5ƻƴΩǘ ǎǘŀǊǘ 
by conceding

If a donor objects 
to the amount,

άCƛǊǎǘ ŀƴŘ 
foremost, please 
Řƻ ƴƻǘ ǎŀȅΣ Ψ²Ƙŀǘ 
did you have in 
ƳƛƴŘΚΩέ 

-Laura Fredricks 

Fredricks, L. (2006). The ask: How to ask anyone for any amount for any purpose. John Wiley & Sons. p. 213.



Why not just 
concede?
ÅThe role of the guiding-sage 

fundraiser is to help the 
donor accomplish a heroic 
victory.

ÅLŦ ǘƘŜ ŘƻƴƻǊ ƛǎƴΩǘ ƛƴǘŜǊŜǎǘŜŘ 
in the stretch gift, then 
something is missing. Is it the 
project, the charity, the 
timing, the amount?

Å5ƻƴΩǘ ǘǊŀŘŜ ǘƘŜ ƘŜǊƻΩǎ 
ƧƻǳǊƴŜȅ ŦƻǊ ŀ ǉǳƛŎƪ άƎƻ ŀǿŀȅέ 
ƎƛŦǘΦ ¢ƘŀǘΩǎ ƴƻǘ ǘƘŜ ǊƻƭŜΦ



Postscript: 
The scariest 

ask
The script for handling 
ǘƘŜ ŦǳƴŘǊŀƛǎƛƴƎ άƴƻέ 
from Tony Soprano



Part I: Listen. 
Reflect. Ask for 
permission to ask.

¸h¦Υ Χ ǿƻǳƭŘ ȅƻǳ ŎƻƴǎƛŘŜǊ ŀ ƎƛŦǘ ƻŦ ŀ Ƴƛƭƭƛƻƴ 
dollars to kick off the campaign for the 
Anthony and Carmelo Soprano Athletic 
Center at the St. Thomas High School?
TONY: [LaughterΦϐ ¸ƻǳΩǾŜ Ǝƻǘ ǘƻ ōŜ ƪƛŘŘƛƴƎ 
me!
YOU: [{ƛƭŜƴŎŜΧ ōǳǘ ȅƻǳ ǎƳƛƭŜΣ ǊŜŦƭŜŎǘƛƴƎ Ƙƛǎ 
response.]
¢hb¸Υ ! Ƴƛƭƭƛƻƴ ōǳŎƪǎΗ L ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ 
ȅƻǳΩǾŜ ōŜŜƴ ǎƳƻƪƛƴƎΣ ōǳǘ L ǿŀƴǘ ǎƻƳŜΗ
YOU: OK, OK [Smiling], I understand. [This 
shows reflection.]
YOU: Help me out here. Do you mind if I ask a 
couple of questions to see where I got off 
track? [This asks for permission].
¢hb¸Υ ¸ŜŀƘΣ LΩƳ ƴƻǘ ƎƛǾƛƴƎ ȅƻǳ ŀ Ƴƛƭƭƛƻƴ 
ōǳŎƪǎΦ ¢ƘŀǘΩǎ ǿƘŜǊŜ ȅƻǳ ϝϝϝing got off track!



Part II: Resume 
the story cycle 
(Affirm story 
connections)

YOU: [SmilingΦϐ L ƘŜŀǊ ǿƘŀǘ ȅƻǳΩǊŜ ǎŀȅƛƴƎΦ 
[This shows reflection.]

[Now, you resume the story.] 

[ƻƻƪΣ L ƪƴƻǿ ȅƻǳΩǾŜ ǎǳǇǇƻǊǘŜŘ ǘƘƛǎ ǎŎƘƻƻƭ ŦƻǊ 
years. Everyone in the community sees you 
ŀǎ ŀ ƭŜŀŘŜǊ ŀǘ ǘƘŜ ǎŎƘƻƻƭΦ ²ŜΩǾŜ ōŜŜƴ ǇŀǊǘ ƻŦ 
ȅƻǳǊ ƭƛŦŜΣ ŀƴŘ ȅƻǳǊ ŦŀƳƛƭȅΩǎ ƭƛŦŜ ŦƻǊ ǎǳŎƘ ŀ ƭƻƴƎ 
ǘƛƳŜΣ ǎƻ LΩǾŜ Ǝƻǘ ǘƻ ŀǎƪΣ ƘŀǾŜ ȅƻǳǊ ŦŜŜƭƛƴƎǎ 
about the school changed? [This affirms the 
ǎǘƻǊȅΦ Lǘ ǎƘƻǿǎ hǊƛƎƛƴŀƭ LŘŜƴǘƛǘȅ Ҧ /ƘŀƭƭŜƴƎŜΦ]

¢hb¸Υ bƻΣ ƴƻΦ [ƻƻƪΣ ǘƘŜ ǎŎƘƻƻƭΩǎ ŀ ƎƻƻŘ 
ǘƘƛƴƎΦ ¢ƘŀǘΩǎ ŦƛƴŜΦ .ǳǘ LΩƳ ƳƻǊŜ ƻŦ ŀ ΨϷнл ōƛƭƭ 
in the G-ǎǘǊƛƴƎΩ ƎǳȅΣ ƴƻǘ ŀ άōǳȅ ƘŜǊ ŀ ǿƘƻƭŜ 
** ing ƘƻǳǎŜέ ƎǳȅΣ ǊƛƎƘǘΚ



Part II: Resume 
the story cycle 
(Affirm story 
connections)

YOU: I understand. Now, the people running 
ǘƘŜ ǎŎƘƻƻƭ Χ ȅƻǳΩǾŜ ƪƴƻǿƴ aǊǎΦ Dŀƭƭƻ ŦƻǊΣ 
what, 12 years? Do you feel like they would 
use the building in the right way to make the 
kind of impact you would want to see? [This 
ŀŦŦƛǊƳǎ ǘƘŜ ǎǘƻǊȅΦ Lǘ ǎƘƻǿǎ /ƘŀƭƭŜƴƎŜ Ҧ 
Victory.]

¢hb¸Υ {ǳǊŜΣ ǘƘŜǎŜ ŀǊŜ ƎƻƻŘ ǇŜƻǇƭŜΦ L ŘƻƴΩǘ 
see them doing stupid things.



Part II: Resume 
the story cycle 
(Affirm story 
connections)

YOU: And this project ς The Soprano Athletic 
Center ς do you see that as making a real 
impact in our community here for a long 
time? It would have been a big deal for you 
when you were a kid growing up here, right? 
[¢Ƙƛǎ ŀŦŦƛǊƳǎ ǘƘŜ ǎǘƻǊȅΦ Lǘ ǎƘƻǿǎ ±ƛŎǘƻǊȅ Ҧ 
Enhanced Identity.]

¢hb¸Υ hƘΣ ǎǳǊŜΣ ƛǘΩǎ ŀ ƎƻƻŘ ǘƘƛƴƎΦ DƛǾŜ ǘƘŜ 
kids something to do instead of robbing or 
ōǊŜŀƪƛƴƎ ǎǘǳŦŦΦ .ǳǘ ƭƻƻƪΣ LΩƳ ƴƻǘ ƎƻƛƴƎ ǘƻ Ǉŀȅ 
for this whole thing now. Maybe someday 
when I retire rich, I can write you that check.



Part II: Resume the 
story cycle (Diagnose 
& isolate the story 
barrier)

YOU: So, it sounds to me like this is a gift you 
would want to make if you could, but the 
finances are just too much right now? [This 
diagnoses and isolates the story barrier.]

¢hb¸Υ ¸ŜŀƘΣ ǘƘŀǘΩǎ Ƨǳǎǘ ǘƘŜ ǿǊƻƴƎ ǇǊƛŎŜ ǘŀƎ 
for me.



Part II: Resume 
the story cycle 
(Attack the story 
barrier)

YOU: Now, you know this is a pledge that can 
be paid out over the five-year campaign. So, 
ǘƘŀǘΩǎ ϷнллΣллл ŜŀŎƘ ȅŜŀǊΦ 5ƻŜǎ ǘƘŀǘ ƘŜƭǇ ŀǘ 
all? [This attacks the story barrier.]

¢hb¸Υ L ŘƻƴΩǘ ƪƴƻǿΦ ¢ƘŀǘΩǎ ǎǘƛƭƭ ŀ ƭƻǘ ƻŦ ŎŀǎƘΦ

YOU: Yes, it is. Let me ask you, have you ever 
thought about giving stocks or real estate 
instead?

TONY: [Gives a quizzical look.]



Part II: Resume 
the story cycle 
(Attack the story 
barrier)

YOU: The reason I ask is that I work with a lot 
of folks in your situation. They want to make 
a really big impact with a great project, but 
ǘƘŜ Ŏƻǎǘ ƛǎ ǘƻƻ ōƛƎ ƻŦ ŀ ōŀǊǊƛŜǊΦ {ƻΣ ƘŜǊŜΩǎ ǿƘŀǘ 
they do. They get the government to pay for 
more of it by being smarter about giving. 



Part II: Resume 
the story cycle 
(Attack the story 
barrier)

YOU: Let me give you an example. Say someone 
has a building or some stocks worth $200,000 ς 
the annual pledge amount for this project. But 
maybe they bought it for only $20,000. The 
ǇǊƻōƭŜƳ ƛǎ ǘƘƛǎΦ LŦ ǘƘŜȅ ǎŜƭƭ ƛǘΣ ǘƘŜȅ ŘƻƴΩǘ ƎŜǘ ǘƻ 
keep the full $200,000. Here in New Jersey, they 
might lose a third to the government in taxes. 
So, they actually walk away with only $138,000. 

TONY: Tell me about it. Those taxes are a racket!

YOU: But if they donate it instead, they avoid all 
those taxes. And they still get the full $200,000 
deduction off their income taxes. That 
deduction can save them up to 47 cents on the 
dollar. 



Part II: Resume 
the story cycle 
(Attack the story 
barrier)

YOU: So, if they sell the property, they net 
$138,000. If they donate it instead, they net 
ǳǇ ǘƻ ϷфпΣлллΦ ¢ƘŀǘΩǎ Ƨǳǎǘ ŀ ϷппΣллл 
difference between selling and donating. The 
school still gets a $200,000 gift. The tax 
benefits pay for the rest.

TONY: So, this thing. It works with a building, 
like a warehouse?

YOU: Sure, any assets that have gone up in 
value.



Part II: Resume 
the story cycle 
(Attack the story 
barrier)

TONY: What about a business like an 
άŜƴǘŜǊǘŀƛƴƳŜƴǘ ŜǎǘŀōƭƛǎƘƳŜƴǘέ ƻǊ ŀ ǳǎŜŘ ŎŀǊ 
dealership?

¸h¦Υ 5ŜŦƛƴƛǘŜƭȅΦ LΩŘ ƭƻǾŜ ǘƻ Ǉǳǘ ǘƻƎŜǘƘŜǊ ǎƻƳŜ 
ideas for you to look at. Just give me some 
examples of assets ς what you paid, what 
ǘƘŜȅΩǊŜ ǿƻǊǘƘ ς no obligation. I know the 
Soprano Athletic Center seems like a reach 
right now, but I can work with our experts, 
put together a plan, and you just tell us what 
you think. Do you mind if we get together for 
a visit on Tuesday the 4th to look at some 
options? 

¢hb¸Υ L ƎǳŜǎǎ ƛǘ ǿƻǳƭŘƴΩǘ ƘǳǊǘΦ ¢ǳŜǎŘŀȅΚ Χ



The heroic challenge 
can continue to 
influence the donor

In the monomyth, the hero 
refuses the first call to adventure, 
but things change 

Things can change for donors, too 
ÅFinancial circumstances can 

shift
ÅBusinesses can be sold
Å Investments can go well
Å Inheritances can arrive
ÅEstate plans can be revised



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5.Make it feasible: Show their financial 
abundance to accept the heroic 
challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6.Deliver donor joyΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ 
ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help the donor collect beautiful works that express their individual 
character 

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



The challenge must 
promise a victory ÅThe inciting incident 

disruption promises 
the hope of a solution

Åά²Ƙŀǘ ŎƘŀƴƎŜǎ ƛŦ L 
ƎƛǾŜΚέ 



Promising the 
wrong victory

ÅThe compelling victory is ǘƘŜ ŘƻƴƻǊΩǎ 
victory

ÅCharities often claim the victory to 
enhance their own identity 



Promising the wrong 
victory in experiments
ÅOne e-mail focused on the 

charity as the actor, e.g., 
ά¢ƘŜ ŦŀǎƘƛƻƴ ƛƴŘǳǎǘǊȅ Ƙŀǎ 
let these women down, but 
ώǘƘŜ ŎƘŀǊƛǘȅϐ ǿƻƴΩǘέ 

ÅThe other added the donor 
ŀǎ ŀƴ ŀŎǘƻǊΣ ŜΦƎΦΣ ά¢ƘŜ 
fashion industry has let 
these women down, but 
ȅƻǳ ŀƴŘ ώǘƘŜ ŎƘŀǊƛǘȅϐ ǿƻƴΩǘέ

ÅThe odds of people clicking 
on the link to learn more 
were 27% higher for the 
second message

Shang, J., Reed, A., Sargeant, A., & Carpenter, K. (2020). Marketplace Donations: The Role of 
Moral Identity Discrepancy and Gender. Journal of Marketing Research, 57(2), 375-393



Victory barriers: 
Missing victory

ÅThe donor gives to 
honor the charity 
ƛƴǎƛŘŜǊǎΩ ƘŜǊƻƛŎ 
work 

ÅThis sounds great 
to charity insiders, 
ōǳǘ ƛǘΩǎ ƴƻǘ ǘƘŀǘ 
compelling for the 
donor

ά²Ŝ Řƻ ƎƻƻŘ 
work. We 
need money. 
tƭŜŀǎŜ ƎƛǾŜΦέ



Victory barriers: 
Fundraising without victory

ά²Ƙŀǘ ŎƘŀƴƎŜǎ ƛŦ L 
ƎƛǾŜΚέ 
ÅWhat if the answer is 
άbƻǘƘƛƴƎΣέ άL ŘƻƴΩǘ 
ƪƴƻǿΣέ ƻǊ ά¢ƘŀǘΩǎ ƴƻǘ 
your concern; you 
just leave that to the 
ŜȄǇŜǊǘǎέΚ 

ÅDonors can still give 
just because of their 
identity connections 
with the charity, the 
cause, or the act of 
giving, but these gifts 
will tend to be small



Victory barriers: 
Fundraising without victory

Å If you give $100 
just because you 
like the charity, 
how likely will 
you grow to like 
that charity 10X 
more? Pretty 
unlikely. 

ÅSo, how likely is 
it that you will 
give $1,000 or 
$10,000 instead 
of $100? Same 
answer. 

? ?



Victory 
barriers: 
Fundraising 
without 
victory

Without a victory, 
only the small gift 
makes sense. This is 
ǘƘŜ άǇŀǘ ƻƴ ǘƘŜ 
ƘŜŀŘέ ƻǊ ǎƻŎƛŀƭ 
ŎƻƳǇƭƛŀƴŎŜ ƎƛŦǘΦ LǘΩǎ 
like trying to win 
ǘƘŜ άǇŀǊǘƛŎƛǇŀƴǘέ 
award. It can 
motivate a gift, but 
not a large one. 



Victory solutions

To get the rest of the 
gift, we need the rest of 
the story. The 10x or 
100x gift must do 
something different. It 
must do something 
specific, visualizable, 
and compelling. It must 
promise the hope of a 
compelling victory. 



Victory upgrade

Suppose a donor has 
written a check or 
included your charity in 
their will. After 
ŜȄǇǊŜǎǎƛƴƎ ƎǊŀǘƛǘǳŘŜΣ ƛǘΩǎ 
still possible to increase 
the size of the gift. How? 
By adding a victory. 
ÅάIŀǾŜ ȅƻǳ ŜǾŜǊ 

thought about how 
you would like this 
ƎƛŦǘ ǘƻ ōŜ ǳǎŜŘΚέ 

Åά¢Ŝƭƭ ƳŜ ŀōƻǳǘ ȅƻǳǊ 
goals for this gift. 
What kind of impact 
do you want to 
ƳŀƪŜΚέ 



άIŀǾŜ ȅƻǳ ŜǾŜǊ ǘƘƻǳƎƘǘ ŀōƻǳǘ Ƙƻǿ ȅƻǳ 
ǿƻǳƭŘ ƭƛƪŜ ǘƘƛǎ ƎƛŦǘ ǘƻ ōŜ ǳǎŜŘΚέ
 

ά²Ƙŀǘ ƪƛƴŘ ƻŦ ƛƳǇŀŎǘ Řƻ ȅƻǳ ǿŀƴǘ ǘƘƛǎ 
ƎƛŦǘ ǘƻ ƳŀƪŜΚέ 

These questions lead 
to conversations 
about outcomes

ÅOutcomes have 
price tags

ÅAn outcome with a 
price tag leads to a 
challenge with a 
victory

Å It can turn the gift 
into the initial gift



This can lead to an ask 
with a victory

ά¢ƘŜ ǊŜŀǎƻƴ L ŀǎƪ ƛǎ ǘƘƛǎΦ 
You remind me of 
another donor. She felt 
the same way you do. 
{ƻΣ ǎƘŜ ŘŜŎƛŘŜŘ ǘƻ Χ 
ÅEstablish a 

permanent 
scholarship fund

ÅSponsor this 
operation for a week

ÅFund a project that 
[insert victory 
outcome]

What are your thoughts 
ŀōƻǳǘ ŘƻƛƴƎ ǘƘŀǘΚέ



Delivering the donor 
ƘŜǊƻΩǎ ƧƻǳǊƴŜȅ 

happens after the gift

The ask promises a 
hope of victory.



Did the organization 
confirm the heroism 
of making the gift? 

ÅWas there recognition of 
the gift? 
ÅWas there gratitude for 

the gift? 
ÅWas this expressed by the 

organization? 
ÅWas it voiced by the 

beneficiaries?
ÅWas it confirmed by 

publicity of the gift? 



Did the organization 
confirm the heroism 
of the usage of the 
gift?

ÅWas the use reported back to the 
donor? 

ÅWas it described in a simple, 
tangible, visual way?



Did the organization 
confirm the heroism of 
the resulting impact of 
the gift?

ÅWas there recognition of 
the impact? 

ÅWas there gratitude for 
the impact? 

ÅWas this expressed by 
the organization? 

ÅWas it voiced by the 
beneficiaries? 

ÅWas it confirmed by 
publicity of the impact?



! нлно ǎǘǳŘȅΥ άǿŜ ƘŀǾŜ ǎǳǊǾŜȅŜŘ ōƻǘƘ ǘƘŜ 
donors and the fundraisers to understand 
ǘƘŜƛǊ ŀƭƛƎƴƳŜƴǘΧΦ ²Ƙŀǘ ƛǎ ǘƘŜ Ƴƻǎǘ ǾŀƭǳŀōƭŜ 
ǘƘƛƴƎ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦŦŜǊǎ ǘƻ ǘƘŜ ŘƻƴƻǊǎΚ Χ 
CƻǊ ǘƘŜ ŘƻƴƻǊǎΣ άHow my gifts are usedέ ƛǎ 
the top or among the top three in nearly 
every survey. [It] rarely breaks the top three in 
the fundraiser surveys.  The donor experience 
is the most valued and also most 
underinvested strategy in many development 
ǇǊƻƎǊŀƳǎΦέ

What did my gift accomplish?

Birkholz, J. & Lampi, A. (2023). Benefactors: Why some fundraising 
professionals always succeed. John Wiley & Sons. p. 151-152

6.
Deliver 

donor joy: 
Focus on the 
ŘƻƴƻǊΩǎ 

impact, not 
ǘƘŜ ŎƘŀǊƛǘȅΩǎ 



ά²ƘŜƴ ȅƻǳΩǾŜ ōŜŜƴ ƛƴ ǘƘƛǎ ŦƛŜƭŘ ƭƻƴƎ 
enough, you recognize and 
experience the exhilaration felt by 
donors ƻŦ ǘƛƳŜ ŀƴŘ ƳƻƴŜȅΦ  LǘΩǎ ŀ 
genuine treat to witness the joy they 
derive from doing good worksΦ  LǘΩǎ 
evidenced by their smiles and their 
eagerness to hear about the impact 
of their giftsΦέ

    -Jim Eskin 

Delivering donor joy is what the most 
successful modern fundraisers do

6.
Deliver 

donor joy: 
Focus on the 
ŘƻƴƻǊΩǎ 

impact, not 
ǘƘŜ ŎƘŀǊƛǘȅΩǎ 



Lƴ ά¢ƘŜ ǘŜƴ ŜǎǎŜƴǘƛŀƭǎ ƻŦ ŀ ǇŜǊŦŜŎǘ 
thank-ȅƻǳ ƭŜǘǘŜǊΦέ  wǳƭŜ ƴǳƳōŜǊ ƻƴŜ 
ƛǎ ǘƘƛǎΥ άмΦ  WƻȅΦ ¸ƻǳ ǿŀƴǘΣ ŦƛǊǎǘ ŀƴŘ 
foremost, to make the readerτthe 
donor, your friend, your supporterτ
experience a genuine sense of joy 
ǿƘŜƴ ǘƘŜȅ ƻǇŜƴ ȅƻǳǊ ƭŜǘǘŜǊ Χ 
Suddenly, your donor is a heroΦέ

  -Kirsten Bullock, et al.

Delivering donor joy at the thank-you 
letter

6.
Deliver 

donor joy: 
Focus on the 
ŘƻƴƻǊΩǎ 

impact, not 
ǘƘŜ ŎƘŀǊƛǘȅΩǎ 



The jester quits at the 
punchline

ÅThe donor is 
promised a heroic 
journey at the ask

ÅThen the donor is 
abandoned

ÅThere is no 
confirmation of 
the heroism of 
the making of the 
gift, the usage of 
the gift, or the 
resulting impact 
of the gift



What happens? 
Donors leave

Å80% of first-time donors 
gave nothing to the charity 
in the following year

ÅWhat happened at the ask 
worked; they gave

ÅWhat happened after the 
ŀǎƪ ŘƛŘƴΩǘ ǿƻǊƪΤ ǘƘŜȅ 
ŘƛŘƴΩǘ Řƻ ƛǘ ŀƎŀƛƴ

Levis, B., Miller, B., & Williams, C. (2018). 2018 Fundraising Effectiveness 
Survey Report. http://afpfep.org/wp-content/uploads/2018/04/2018-
Fundraising-Effectiveness-Survey-Report.pdf



The guiding-sage finishes 
the journey

Å¢ƘŜȅ ŘƻƴΩǘ Ƨǳǎǘ 
promise to 
advance the 
ŘƻƴƻǊΩǎ ƘŜǊƻ 
story

ÅThey deliver on 
that promise



Fundraising with the 
administrator hero story

ÅLook at how 
wonderful our 
organization is. Look 
at the many great 
things we are doing. 
We are worthy. We 
are inspirational. We 
are heroes. Give to 
us.

Å!ƭŀƴ /ƭŀȅǘƻƴΩǎ 
ǘǊŀƴǎƭŀǘƛƻƴΥ άIŜƭƭƻΦ 
LΩƳ !ƭŀƴΦ LΩƳ ƎǊŜŀǘΦ 
Can I have some 
ƳƻƴŜȅΣ ǇƭŜŀǎŜΚέ 



Opposing 
Worldview

In the administrator hero story:

ÅThe donor is just an ATM

ÅThe fundraiser is the stick used to whack 
the ATM



Administrators love 
their hero story

ÅThey are extraordinarily 
attracted to their hero 
story

Å¢ƘŀǘΩǎ ǿƘȅ ǘƘŜȅ ǿƻǊƪ ŀǘ ŀ 
nonprofit!



The competitive problem of 
the administrator hero story

ÅFalse assumption: 
Donations will 
result simply 
from proving the 
ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ 
greatness. 

ÅLogic problem: Is 
this the greatest 
organization on 
the planet?



¢ƘŜ ŘƻƴƻǊΩǎ 
impact

ÅLǘΩǎ ŀōƻǳǘ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ 
ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ƛƳǇŀŎǘ

ÅLŦ ǘƘŜ ŘƻƴƻǊΩǎ ƎƛŦǘ ŘƻŜǎƴΩǘ ƳŀƪŜ ŀƴ ƛƳǇŀŎǘΣ 
ǘƘŜǊŜΩǎ ƴƻ ǎǘƻǊȅ ǊŜŀǎƻƴ ǘƻ ŜǾŜǊ ƎƛǾŜ



Defending the 
administrator hero story

Å5ƻƴƻǊǎ ǎƘƻǳƭŘΣ άŎǳǘ ŀƴ 
unrestricted check and 
ƎŜǘ ƻǳǘ ƻŦ ǘƘŜ ǿŀȅΦέ 

ÅhǊ άCǳƴŘ ǇŜƻǇƭŜ ǘƻ Řƻ 
stuff and get the hell 
ƻǳǘ ƻŦ ǘƘŜƛǊ ǿŀȅΦέ 

ÅhǊ ά¢ƘŜ ōŜǎǘ ǘƘƛƴƎ 
supporters can do is to 
give resources that 
ŜƴŀōƭŜ ǘƘŜ ƛƴǎǘƛǘǳǘƛƻƴΩǎ 
leaders to do their 
work the best way 
they know how. Get 
out of their way, and 
ƭŜǘ ǘƘŜƳ ōǳƛƭŘΧέ

Le, V. (Februay 18, 2019). Sometimes the best thing we donors can do to advance social justice is to just write the check and get out of the way. NonprofitAF; Devlin-
Foltz, D. (March 27, 2015). FPTDSAGTHOOTW as a battle cry. The Aspen Institute; Collins, J. (2005). Good to great and the social sectors. P. 24.



Reality mismatch

ÅIn the 
administrator 
hero story, 
people are 
supposed to give 
to administrative 
efficiency

ÅFundraising is 
άŎǊŜŀǘƛƴƎ ŀ 
constituency 
which supports 
the organization 
because it 
ŘŜǎŜǊǾŜǎ ƛǘέ

Drucker, P. (1990). Managing the nonprofit organization. HarperCollins: New York. p. 56



The messaging problem of 
the administrator hero story

ÅLǘΩǎ ƭƻƎƛŎŀƭΦ LǘΩǎ 
reasonable. And for 
ŦǳƴŘǊŀƛǎƛƴƎΣ ƛǘΩǎ ŘŜŀŘƭȅΦ 

Å¢ǊŀƴǎƭŀǘƛƻƴΥ άDƛǾŜ ƳŜ 
your money because I 
ŘŜǎŜǊǾŜ ƛǘΦέ

ÅhǊ άL ƪƴƻǿ ōŜǘǘŜǊ ǘƘŀƴ 
you how to spend your 
money. So, give me 
your money then keep 
your damn mouth 
shut. I am the expert 
ƘŜǊŜΦέ 



The path of the 
administrator-hero story

These messages 
will create a few 
άǇŀǘ-on-the-ƘŜŀŘέ 
gifts, but not major 
gifts

Response: More 
tweets, posts, 
newsletters, 
events, and 
conversations to 
more people telling 
the administrator 
hero story

We need more 
administrator 
hero story! 



The 
worldview 
problem

Who is 
the hero?



¢ƘŜ ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜ ƻŦ ǘƘŜ ŘƻƴƻǊΩǎ ƘŜǊƻ ǎǘƻǊȅ

hǘƘŜǊǎ Ƴŀȅ ōŜ ǘŜƭƭƛƴƎ ƎǊŜŀǘ ǎǘƻǊƛŜǎΣ ōǳǘ ǘƘŜȅ ŀǊŜƴΩǘ ǘŜƭƭƛƴƎ ǘƘŜ ŘƻƴƻǊΩǎ story



¢ƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘÅDonors are 
motivated by 
their impact in 
their story

ÅAdministrative 
efficiency is 
important only 
when it advances 
ǘƘŜ ŘƻƴƻǊΩǎ hero 
story

My Story

My Story

My Story



LǎƴΩǘ ǘƘŜ 
organization 
important? 

ÅYes 

ÅLǘΩǎ ǎǘƛƭƭ ǇŀǊǘ ƻŦ 
the story, but 
ǘƘŜǊŜΩǎ ŀ 
difference



Organization 
role change

ÅIt becomes a means of 
ŀŘǾŀƴŎƛƴƎ ǘƘŜ ŘƻƴƻǊΩǎ 
hero story

ÅLǘ ōŜŎƻƳŜǎ ǘƘŜ ƘŜǊƻΩǎ 
instrument for impact



The hammer 
is not the 
hero

ÅIn the hands of the heroic donor, the 
effective nonprofit can be a powerful 
hammer
ÅWith the right hammer, the donor can 

make a massive impact
Å.ǳǘ ǘƘŜ ƘŀƳƳŜǊ ƛǎƴΩǘ ǘƘŜ ƘŜǊƻ



Sell the hammer to 
the hero not as the 
hero

Å¢ƘŜ ƳŜǎǎŀƎŜ ƛǎΣ άLƳŀƎƛƴŜ 
the impact you could make 
with this great hammer. 
You could use it to 
accomplish this personally 
ƳŜŀƴƛƴƎŦǳƭ ǊŜǎǳƭǘΦέ 
ÅLǘΩǎ ƴƻǘΣ ά[ƻƻƪ ŀǘ ǘƘŜ ƎǊŜŀǘ 

things this hammer has 
ŘƻƴŜΦ 5ƻƴΩǘ ȅƻǳ ǿŀƴǘ ǘƻ 
ƘƻƴƻǊ ǘƘŜ ƘŀƳƳŜǊΩǎ 
greatness with a 
ŘƻƴŀǘƛƻƴΚέ 



¢ƘŜ ŦǳƴŘǊŀƛǎŜǊΩǎ Ǝƻŀƭ ƛǎ ǘƻ ƎŜǘ ǘƘŜ ƘŜǊƻ ǘƻ ǇƛŎƪ ǳǇ 
the (nonprofit) hammer and use it

The hammer is not the hero



Practice: Charity 
strength
In the donor-hero story, the 
ŎƘŀǊƛǘȅ ƛǎ ǘƘŜ ƘŜǊƻΩǎ ǇƻǿŜǊŦǳƭ 
weapon. The charity 
encourages major gifts by 
projecting strength. 

Reality: The largest donations 
go to the largest ς often 
wealthiest ς nonprofits. 
¢ƘŜǎŜ ŀǊŜ άǎǘǊƻƴƎŜǎǘ ƭƛƴƪέ 
ƎƛŦǘǎΦ ¢ƘŜǎŜ ŘƻƴƻǊǎ άƎƛǾŜ ǘƻ 
ǘƘŜ ōŜǎǘΦέ 



Wealth and identity

¢ŜǎǘƛƴƎΥ ά{ƻƳŜǘƛƳŜǎΣ ƻƴŜ ώcommunity v. 
person] needs to come forward and [support 
a common goal v. take individual action]. This 
is one of those times. [Join your community v. 
Take individual action ϐΦ 5ƻƴŀǘŜ ǘƻŘŀȅΦέ

ÅThe high-social, community-focused heroic 
message worked better for less wealthy 
donors

ÅThe high-ego, individual-focused heroic 
message worked better for wealthy donors

Whillans, A. V., 
Caruso, E. M., & 
Dunn, E. W. (2017). 
Both selfishness 
and selflessness 
start with the self: 
How wealth 
shapes responses 
to charitable 
appeals. Journal of 
Experimental 
Social Psychology, 
70, 242-250.



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7.Deliver donor joy: Help them build a 
portfolio of visible results reflecting their 
identity

8. Deliver donor joy: Build a mutually supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



The Ideal Victory 
Portfolio

ά5ƻ ȅƻǳ ƘŀǾŜ ŀƴȅ ƭƛŦŜǘƛƳŜ 
charitable goals?  Tell me 

ŀōƻǳǘ ǘƘƻǎŜΦέ

ά²Ƙŀǘ ǿƻǳƭŘ ȅƻǳ ƭƛƪŜ ǘƻ 
accomplish with your money 
that would be meaningful to 

ȅƻǳΚέ 

ά²Ƙŀǘ ŀǊŜ ȅƻǳ ǘǊȅƛƴƎ ǘƻ 
accomplish with your 
philanthropy and how 
ƳƛƎƘǘ ǿŜ ƘŜƭǇΚέ

ά²Ƙŀǘ Řƻ ȅƻǳ ƘƻǇŜ ǘƻ 
achieve with your 
ǇƘƛƭŀƴǘƘǊƻǇȅΚέ

Steenhuysen, J. (October 2012). 
Philanthropy planning: What to say and do 
in the room with your donors/clients to 
explore and document their philanthropy 
mission. [Paper presentation]. National 
Conference on Philanthropic Planning, 
New Orleans, LA. p. 9.

Advancement Resources. (November 15, 2017). 
The power of the pause: Using silence in donor 
conversations, [Web page] 
https://advancementresources.org/the-power-
of-the-pause-using-silence-in-donor-
conversations/  

Schiller, R. (October 2017). What are 
donors telling us?  [Powerpoint 
slides]. National Conference on 
Philanthropic Planning,  Baltimore, MD. p. 
34.

Lewzey, E. (2019). 4 powerful questions to ask your donors. 
[Website.] https://www.blueskyphilanthropy.com/single-
post/2019/05/15/4-powerful-questions-to-ask-your-donors



ά¢Ŝƭƭ ƳŜ ŀōƻǳǘ ŀ ŦŜǿ ƻǘƘŜǊ 
causes you support: why do 
ȅƻǳ ǎǳǇǇƻǊǘ ǘƘŜƳΚέ  

ά²ƻǳƭŘ ȅƻǳ ƳƛƴŘ ǘŜƭƭƛƴƎ ƳŜ 
about the causes that are 
Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǘƻ ȅƻǳΚέ  

ά5ƻ ȅƻǳ ǘȅǇƛŎŀƭƭȅ ƎƛǾŜ ǘƻ 
the same nonprofits 
ŜŀŎƘ ȅŜŀǊΚέ   ά²Ƙȅ Řƻ ȅƻǳ ǎǳǇǇƻǊǘ 

ǘƘŜƳΚέ  

Melvin, A. (2018, October). The ties that 
bind: Effective cultivation techniques. 
[Paper presentation]. Charitable 
Gift Planning Conference. Las 
Vegas, NV. p. 5

Muir, R. (November 17, 2015). 21 discovery 
questions to ask now. [blog]. 
https://trust.guidestar.org/blog/2015/11/17/21-
discovery-questions-to-ask-now/

Sheffield, C. R. (August 14, 2019). 
5ƛǎŎƻǾŜǊȅΥ Iƻǿ ǘƻ ƭŜŀǊƴ ŀōƻǳǘ ŀ ŘƻƴƻǊΩǎ 
assets. [Webinar slides]. 
https://www.stelter.com/Documents/p
df/webinars/Stelter%20Discovery%20A
ugust-2pp.pdf

The Ideal Victory 
Portfolio



Visualization

ÅLingual gyrus: complex 
scenes, faces, internal 
visualization, dreaming

ÅReading sentences in a 
story format triggers 
dramatically more than 
disconnected sentences

Case courtesy of Assoc Prof Frank Gaillard, Radiopaedia.org, rID: 47208Yarkoni, T., Speer, N. K., & Zacks, J. M. (2008). Neural substrates of narrative 
comprehension and memory. Neuroimage, 41(4), 1408-1425, 1415



Visual philanthropy

Charitable bequests

ÅGifts of wealth holdings, not just 
disposable income

ÅUsually the largest donation a person 
will ever make

ÅMore lingual gyrus activation meant 
more desire to make a charitable 
bequest gift

WŀƳŜǎ LLLΣ wΦ bΦΣ ϧ hΩ.ƻȅƭŜΣ aΦ ²Φ  όнлмпύΦ /ƘŀǊƛǘŀōƭŜ ŜǎǘŀǘŜ ǇƭŀƴƴƛƴƎ ŀǎ ǾƛǎǳŀƭƛȊŜŘ ŀǳǘƻōƛƻƎǊŀǇƘȅΥ 
An fMRI study of its neural correlates. Nonprofit and Voluntary Sector Quarterly, 43(2), 355-373.



Not only visual 
story, but also the 
ŘƻƴƻǊΩǎ ǎǘƻǊȅ

Charitable bequests activated precuneus  
ÅArea used when we take an outside 

perspective on ourselves
ÅVisual imagery of autobiographical 

memories

Case courtesy of Assoc Prof Frank Gaillard, Radiopaedia.org, rID: 47208



άwŜƳŜƳōŜǊ ǘƘŀǘ ǘƘŜ ǊƻƭŜ ƻŦ ŀƴ aDh ώaŀƧƻǊ 
Gift Officer] is to experientially transport 
the donor right into the center of the 
problem the organization is addressing.  If 
the MGO had a teleportation device, she 
could put donors in the middle of the 
action.  ¢ƘŜȅΩŘ ōŜ ŀōƭŜ ǘƻ ƘŜŀǊΣ ǎŜŜΣ ǘŀǎǘŜΣ 
and feel the experience. Until someone 
invents such a device, though, you must 
gather stories that take the donor to 
experience the sheer joy of seeing the 
need metΦέ

Modern Fundraising Advice

Perry, R. & Schreifels, J. (2014). LǘΩǎ ƴƻǘ ŀōƻǳǘ ǘƘŜ ƳƻƴŜȅΥ Iƻǿ ǘƻ ōǳƛƭŘ ŀǳǘƘŜƴǘƛŎ 
major donor relationships. Veritus Group. p. 130.

7.
Deliver 

donor joy: 
Help them 

build a 
portfolio of 

visible 
results 

reflecting 
their identity



ά.ȅ ŜƴƎŀƎƛƴƎ ŘƻƴƻǊǎ ƛƴ ŜȄǇƭƻǊƛƴƎ 
their philanthropic goals and 
charitable interests, planned giving 
staff can effectively help donors 
along their philanthropic journey 
Χ  ¢Ƙƛǎ ƧƻǳǊƴŜȅ enables a donor to 
give joyfullyτmeaning that the 
donor is able to visualize the result 
ƻŦ Ƙƛǎ ƻǊ ƘŜǊ ǇƘƛƭŀƴǘƘǊƻǇȅΧέ
    -Jackie Franey

Delivering donor joy in initial 
conversations7.

Deliver 
donor joy: 
Help them 

build a 
portfolio of 

visible 
results 

reflecting 
their identity



WHY it works

Å!ŘŘƛƴƎ ŎƘƛƭŘΩǎ ƴŀƳŜ ŀƴŘ 
picture doubled willingness 
to donate.  Why?

Å/ƘŀǊŀŎǘŜǊ ŘŜǘŀƛƭǎ Ҧ aŜƴǘŀƭ 
LƳŀƎŜ Ҧ ±ƛŎǘƛƳ-focused 
ŜƳƻǘƛƻƴ ό{ȅƳǇŀǘƘȅύ Ҧ 
Donation

+

+

Character 
details

Dickert, S., Kleber, J., Västfjäll, D., & Slovic, P. (2016). Mental imagery, impact, and affect: A mediation model for charitable giving. PloS 
One, 11(2), e0148274.



A 
complicated, 

technical 
explanation 
triggers the 
analytical, 

error-
detection 
system 

But a gift must 
first be motivated 
by clear images 

that evoke a 
social-emotional 

response 
ό!ŦǘŜǊǿŀǊŘΣ ƛǘΩǎ 
fine to make 
complexity 
available to 
confirm the 

social-emotional 
decision.)

Victory barriers: Complicated stories



Victory barriers research: 
Complexity kills giving

In experiments, increasing 
project details decreases 
Řƻƴŀǘƛƻƴǎ ōŜŎŀǳǎŜ άCŀŎǘǳŀƭ 
information about aid 
effectiveness that may be 
arduous to process, both with 
regard to content and length, 
might dampen the emotional 
ǊŜŀŎǘƛƻƴ ƻŦ ŘƻƴƻǊǎέ 

Metzger, L., & Günther, I. (2019). Is it what you say or how you say it? The impact 
of aid effectiveness information and its framing on donation behavior. Journal of 
Behavioral and Experimental Economics, 83, 101461, p. 9.



Complexity kills giving
Force-feeding facts changes a social-emotional story into a technical report. 



Victory barriers research: 
Complexity kills major gifts

Å In a study of major 
donors to an 
environmental 
ŎƘŀǊƛǘȅΣ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 
new 36-page plan 
ǎƘƛŦǘŜŘΣ άLǘǎ ŀǇǇǊƻŀŎƘ 
from land 
conservation to a 
more complex, 
ǎȅǎǘŜƳǎπƻǊƛŜƴǘŜŘ 
ŀǇǇǊƻŀŎƘέ 

ÅTechnical experts? 
They approved this 
complex approach

ÅThe donors? 85% 
expressed serious 
concerns

Jones, J. A., & Daniel, D. L. (2019). Funder's meaning making regarding complex, adaptive projects: Findings from a 
developmentally oriented feasibility study. International Journal of Nonprofit and Voluntary Sector Marketing, 24(2), e1630.



Victory barriers research: 
Complexity kills major gifts

¢ƘŜ ǇǊƻōƭŜƳΥ ά²ƘŜƴ 
compared with the 
tangibility of prior gifts, 
these measures seemed 
too intangible to feel 
ŎƻƴŦƛŘŜƴǘ ŦǳƴŘƛƴƎ Χ !ǘ 
its core, the grander 
vision was too broad for 
any one individual 
donor to feel like they 
personally can make the 
sort of impact that 
ƳŀǘǘŜǊǎΦέ 

Jones, J. A., & Daniel, D. L. (2019). Funder's meaning making regarding complex, adaptive projects: Findings from a 
developmentally oriented feasibility study. International Journal of Nonprofit and Voluntary Sector Marketing, 24(2), e1630.



Victory barriers: Fuzzy 
victory

ÅCompelling story evokes a 
clear image: A clear link 
from a clear challenge to a 
clear victory 

ÅA vague or uncertain 
ǾƛŎǘƻǊȅ ǿƻƴΩǘ ǿƻǊƪ 

Åά²Ƙŀǘ ŎƘŀƴƎŜǎ ƛŦ L ƎƛǾŜΚέ



άaƻǘƛǾŀǘƛƴƎ ŘƻƴƻǊǎ ŘƻŜǎ ƴƻǘ ƳŜŀƴ 
persuading donors to do something 
ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ ǿŀƴǘ ǘƻ Řƻ ƻǊ ǘƘŀǘ ƛǎ 
not in their best interest.  Motivating 
donors comes through 
understanding that philanthropy 
brings joy to the donor and that if 
the donor really believes in the 
mission, motivation is simply a tool 
to ōǊƛƴƎ ŀōƻǳǘ ǘƘŜ ŘƻƴƻǊΩǎ ǿƛǎƘŜǎΦέ
 -Barbara L. Ciconte & Jeanne Gerda Jacob

Delivering donor joy is what the most 
successful modern fundraisers do7.

Deliver 
donor joy: 
Help them 

build a 
portfolio of 

visible 
results 

reflecting 
their identity



L59b¢L¢¸Υ {ǘŀǊǘ ǿƛǘƘ ǘƘŜ ŘƻƴƻǊΩǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ƛŘŜƴǘƛǘȅ

1. Find your people group: The wealth holders 

2. Find their donor joy: Help them define a personally meaningful victory from their identity 
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢ŀƭƪ ǿŜŀƭǘƘ ƴƻǘ ƛƴŎƻƳŜΥ 5ƛǎŎǳǎǎ ǘƘŜ ŘƻƴƻǊΩǎ ǇŀǎǘΣ ǇǊŜǎŜƴǘΣ ŀƴŘ ŦǳǘǳǊŜ ŀǎǎŜǘ ǎǘƻǊȅ 

4. 5ƻƴΩǘ ōŜƎ ƻǊ ōǳƭƭȅΥ ²ŀƭƪ ŀƭƻƴƎǎƛŘŜ ŀǎ ŀ ǇŜǊǎƛǎǘŜƴǘƭȅ ƘŜƭǇŦǳƭ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǿŜŀƭǘƘ ŀŘǾƛǎƻǊ 

5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory

6. 5ŜƭƛǾŜǊ ŘƻƴƻǊ ƧƻȅΥ CƻŎǳǎ ƻƴ ǘƘŜ ŘƻƴƻǊΩǎ ƛƳǇŀŎǘΣ ƴƻǘ ǘƘŜ ŎƘŀǊƛǘȅΩǎ 

7. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity

8.Deliver donor joy: Build a mutually 
supportive community for donors

9. Deliver donor joy: Serve as an instrument for their enduring impact

10. Deliver donor joy: The identity-fulfillment donor journey brings the best life experience



Donor-Donor 
Community 
(Social Norms)



Theory: The monomyth

Showing that 
άpeople like me 
make gifts like 
thisΣέ ƭƛƴƪǎ ǘƘŜ 
challenge with 
the full cycle



hǊƛƎƛƴŀƭ ƛŘŜƴǘƛǘȅҦ 
Challenge

άtŜƻǇƭŜ ƭƛƪŜ ƳŜ ƳŀƪŜ 
ƎƛŦǘǎ ƭƛƪŜ ǘƘƛǎέ 

Å The group is a key 
source of identity

Å If others like me 
accept a challenge, 
it links my original 
identity to the 
challenge



/ƘŀƭƭŜƴƎŜҦ ±ƛŎǘƻǊȅ
άtŜƻǇƭŜ ƭƛƪŜ ƳŜ ƳŀƪŜ 
ƎƛŦǘǎ ƭƛƪŜ ǘƘƛǎέ 

Å They must believe 
their gift will make 
a difference

Å They must believe 
in the hope of 
victory

Å¢ƘǳǎΣ ƛǘΩǎ ŜŀǎƛŜǊ ŦƻǊ 
me to believe the 
same



±ƛŎǘƻǊȅҦ 9ƴƘŀƴŎŜŘ LŘŜƴǘƛǘȅ
άtŜƻǇƭŜ ƭƛƪŜ ƳŜ ƳŀƪŜ 
ƎƛŦǘǎ ƭƛƪŜ ǘƘƛǎέ 

Å The group is a key 
source of identity

Å The victory likely 
benefits
Å My group
Å My standing in 

the group



The effective challenge is 
part of the full story cycle

Å The effective 
challenge is rooted 
ƛƴ ǘƘŜ ŘƻƴƻǊΩǎ 
original identity 
and promises a 
victory that 
delivers an 
enhanced identity

Å Showing that 
άǇŜƻǇƭŜ ƭƛƪŜ ƳŜ 
ƳŀƪŜ ƎƛŦǘǎ ƭƛƪŜ ǘƘƛǎέ 
helps make these 
links



Experimental 
results: Other 
people

hǘƘŜǊǎΩ ŜȄŀƳǇƭŜǎ ƛƴŦƭǳŜƴŎŜ 
ÅGiving
ÅVolunteering
ÅHelping others

Cason, T. N., & Mui, V. L. (1998). Social influence in the sequential dictator game. Journal of mathematical psychology, 42(2-3), 248-265.; Frey, B. S., & Meier, S. (2004). 
Social comparisons and pro-social behavior: Testing" conditional cooperation" in a field experiment. American Economic Review, 94(5), 1717-1722; Chen, Y., Harper, F. 
M., Konstan, J., & Li, S. X. (2010). Social comparisons and contributions to online communities: A field experiment on movielens. American Economic Review, 100(4), 
1358-98; Bryan, J. H., & Test, M. A. (1967). Models and helping: Naturalistic studies in aiding behavior. Journal Of Personality and Social Psychology, 6(4), 400-407.



5.0%

10.4%

15.4%

Proportion including charity in their will documents

Charitable 
plans among

1,000 testators

Charitable 
plans among

1,000 testators

Charitable 
plans among

1,000 testators

Many of our customers 
like to leave money to 
charity in their will. Are 
ǘƘŜǊŜ ŀƴȅ ŎŀǳǎŜǎ ȅƻǳΩǊŜ 
passionate about? 

Would you like 
to leave any 
money to 

charity in your 
will? 

No reference 
to charity

Cabinet Office Behavioural Insights 
Team (2013) Applying behavioural 
insights to charitable giving



Please rate your interest in pursuing the above 
described charitable giving arrangement

All: 38.6%
55+: 38.6%

All: 33.5%
55+: 23.2%

Interested Now
Definitely/somewhat/slightly

²Ƙŀǘ άȅƻǳέ ǿƻǳƭŘ Řƻ ƻǊ ǿƘŀǘ ŀƴƻǘƘŜǊ Ƙŀǎ ŘƻƴŜΚ


