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climax, and resolution



What Is Story?

Story ElementsSetting, backstory,
call to adventure, climax, and
resolution. Or,

Original ldentity (backstory and
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Because this BIGgift
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(If this weresmallgift
fundraising, we could talk about SRS
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Story Elements:

Orlglnal Identlty(backstory and Challenge
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Challenged OF f f (2 | RO Identity < Victory
Victoryo Of AYIF E0 [Ih

Enhanced Identityresolution)



When fundraising fails,
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A CHALLENGQEall to Adventure A guiding sage challenges: Leave behind yo
ordinary (small, selfocused) world and go on a heroic (costly or risky) journe
to impact the larger world.

A IDENTIT‘[rfrom Backstory/Settm]g The call is refused but the guiding age
LISNEA&OAY &, 2dz Ydza Gwhb YoOB8hIJA RGEKES A OB
accepted.

A VICTORIClima}. With the help of the guiding sage (providing magical
Instruments of impact, friends, and allies), the hero ultimately accomplishes
victory.

A ENHANCED IDENT[Resolutioh The hero returns to a place of beginning w
a gift to improve that original world as a transformed (honored) victor.
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A CHALLENGQEall to Adventure

1

A %uiding sage challenges: Leay
be

Ind your ordinary (small, s
focused) world and go on a

heroic (costly or riskyH’ourney 0O g

Impact the larger wor

A IDENTITYrfom Backstory/Settin
The call is refyused but the gui
al 43S LISNBAAaduUa
the call because, affho you are
OARSYUAUED PE

A VICTORYClimay}. With the help
of the guiding sage (providin
magical instruments of impact
friends, allies), the hero —
ultimately accomplishes the
victory.

A ENHANCED IDENTITY
[Resolutiof The hero returns t
a place of beginning with a gift
Improve that original world as
transformed (honored) victor.
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A staff that turns into a snake and back to a staff. (Ex
4:2-4); A hand that becomes leprous and returns to
normal. (Exodus 4:8); The ability to turn Nile river
water into blood. (Exodus 4:9).

Returns to Egypt and then Hofeibal to free and then
reconnect his people to God as the leader of Israel



Be the guiding sage

who challenges with

a heroic choice!

IDENTITYStart with the
R2Yy 2NXXQa LIKAC
identity

CHALLENGEEliver the
heroic challenge

VICTORWelp the donor

experience a heroic victory

IDENTITYConfirm their
resulting positive identity

Challenge
/! N

dentity ¢ Victory



10 Moves That Unlock Major Gifts
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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 identit
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge

3. ¢l f1 6SIfOK y20 AyO2YSY 5A40dzaa 0KS R2
4. 52y Q0 06S3 2N odzZftey 2Fft1 Fft2y3aARS | &
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5St AGSNI R2Yy2NJ 22@Y C20dza 2y (UKS R2y 2N
/. 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 identiulfillment donor journey brings the best life experience
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1.Find your people groupThe wealth

holders

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

CHALLENGE: Deliver the heroic challenge

3. ¢ f1 6SIFIftOK y20 AyO2YSY 5Aa0dzaa (GKS R2:
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5. Make it feasible: Show their financial abundance to accept the heroic challenge
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/. Deliver donor joy: Help them build a portfolio of visible results reflecting their identity
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Basic realities for
fundraising

1. Fundraising Effectiveness Project using data from 38,000 fundraising charifi@sea. 1ll, R. N.
(2020). American charitable bequest transfers across the centuries: Empirical findings and
Implications for policy and practic&state Planning & Community Property Law J.232285, 250.

Fundraising is more 80
than 80/20.

Data from 38,000
nonprofits (all
fundraising software
platforms) shows:

A 97.3% of donors give

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

A 0.3% of current donors
provide half the money

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




Fundraising math
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Scenario 1. You spend the next t
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 giftI'§5750,000

Scenario 2. You spend the next t
years working with 100 donors.
Each has capacity to make a $1
million gift. Interest in giving Is lo\
Each has a 3% chance of making
that gift. M"$53,000,000




L 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 gifift45750,000

Scenario 2. You constantly lose
hy I SN IS e 2 dz
T2NJ SOSNE OAOU

your proposals rejected for over
months."H63,000,000




Sports
math v.
Sports
emotion

A Before analytics, coaches and players dic
gKIG aFStilioe FIZ2ZRD
emotions of any hegative outcome (i.e.,
af 2aa | OSNRAZ2Y ®e 0

A Analytics led to higher risk, higher reward
tactics in basketball (threpoint shots),

baseball (trade strikes for home runs), an
NFL football (passing over running).



Analytics v.
emotions

A In both sports and
fundraising, the emotions
R2Yy QU YI uU0OK

A Focusing on winning a largei
share of plays (or asks) feels
better

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



Major donor
math

A We want donors with
high interestand high
capacity, but these are
not equally important

A Wecaninfluencea
RZ2y 2NXQa AYydld.
(through experiences,
relationships, values
connections), but we
O | yelamge their
capacity




The right behavior:
Spending time with
high-capacity
donors

¢CKS NAIKO 0 4y ¢

behavior. As James Daniel writes,

aal ye g2dz R 3f | R

million-dollar prospects for warm

ten-thousanddollar prospects.

Unfortunately, many do make this .
swapcl NBOALIS F2NJ TLh AL dzNB.Deg



The prospect
prescription

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



2 KFa AT ¢
enough higkcapacity
donors?

W2 KY DNBSYK2S
successful development officers
have worked with developed a
rve%lmentad rocedure for ’
O2YYSOUAY 3 oAUK
WSTSNNI ta OFy g2
ou know that may be interested In
2 dzNJ 9 2 NJ K¢

to highOl LJF OAUG€é LINPZ & LJISOUY

{ 0F NI KSNX Yrovidé Alde QI

experiences, recognition, gift plannin
expertise, access to a valuable social network.
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1.Find your people groupThe wealth

holders

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

CHALLENGE: Deliver the heroic challenge

3. ¢ f1 6SIFIftOK y20 AyO2YSY 5Aa0dzaa (GKS R2:
4. 52y Q0 06S3 2N odzZ tey 2Ft1 Fft2y3aARS | &
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment donor journey brings the best life experience
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1. Find your people group: The wealth holders

2.FInd thelr donor joy:Help them define &
personally meaningful victory from the

identity (personal values, life history, a
social/famil

CHALLENGE: Deliver the heroic challenge A 5 S
3. ¢Irt1 oeSITUK yz2i AYyO2YSY 5AaOdzaa UKS R2Z;
a

e

4. 52y Q0 06S3 2NJodzZ fey 2Ft1 ltft2y3aARS |

5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5St AGSNI R2Yy2NJ 228Y C20dza 2y 0GKS R2y2NXQ
/. 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 identiulfillment donor journey brings the best life experience



ldentity

Examples of opening
questions to connect thg
R2Y 2NXa A

(life history, close
people, personal value

with the charity, the
cause, or philanthropy

Life
History

Close
People

Personal
Values
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G2 KId AyaLiNBa“ &2 fflegiyouryalusss your
feelings, and your
I a LJANJ U A 2)

a2 K0 R2 & ZPdrsondl Wallgs
are the most
Important factors to

donors who make a @ 2idzt R e 2 d
major gift to our | telling me about the
AyaluAddziA2zyKe causes that are most

' AYLEZNII Y



al 26 KlFa wiKAa Ol dzasS 2N,
organization] been ol 26 RAR e2z2d
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AYLRZNIUIFYUG Ay B8

d1 26 RAR
to first start

supporting [the
2NBI VAL F GA2y B8 KE

e 2 dzNJ
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GRGESHE G Y S
journey since you
[graduated / were first

diagnosed / joined this
Ol dza S 6 ®¢



G2 KSy e2dz 6SNB G/ ty &2dz uSft

young, was there anyone about who taught you to be
whom you considered a generous or where your
NBES Y2RSt 72 N, amﬁm@r@ﬁ@ Int comes

YKE¢€ |

aLa GkKSNB (YPEed ?Oé"?,x V.

your family who also -
cared about [this " d2 K2 | NB

Ol dza S8 K ¢ | philanthropjc role
| Y2ZRSTt aKe




Defining a
Personally
Meaningful
Victory

Examples of opening
guestions and phrases to
define a meaningful victory



: : aLT &2dz O2¢
G2 KFag ¢g2dzZ R é2dz { rapydhingifar [this

accomplish with your money organization or cause], If
that would be meaningful to the sky was the limit,

e 2 dzK ¢ (hallence . What would _that look
7 N f A ‘[ S 2 e 2

Deflnlng a
personally

al a eé2dz f 22 eanidgiul %dzgygfgsossy e
future, what is the legacy  VICtOry | of the ABC Charit family, and hay

82dz g2dzf R t A1S 2] $d8J LIPS ER L.

or'so many years

| what are_your dreams_for
g K S NB € 2 dzQR
| KF NAGeé 32 |




WMB LRSYUAI
adYou havddescribe
identity connection® &
WHB6 +AOU02NE

oY ou understand
[describe how the

Challenge  HEAt ey
[1]7| N[B] wo B8 /[ KI f
Identity ¢ Victory

Conversation destination:

The story cycle ask

< )
a2 2dzft R e 2 dz
gift of $ to
[describe promised

[2] victonylK €

Then, be silent.

Lead in R/Ihrasirw_adapted from Marcy Hei8ee

Collins, M. E. i inter, 2017). The Ask. Advancin
Philanthropy, 1623, ﬂ 21. Quoting Marcy Heim.;
See alsdttp://marcyheim.com/



OMB8 & 2dz KI @8 aéé?”fwre%.%%zgfﬁyyv

this Ilbrary for_

2POSNJ UgSY & § egll nwould preserye
%allenge § fgl NG R
[1]72 N[3]
Identity ¢ Victory

[2]

wo6 a2 2dz R e 2z
consider a gift of
$50,000 to lead the
campaign to make this a
NET f A8 KE§¢ “l [4] Be silent



WwMB G, 2dz KI S ' R2Yy&HBG 24 YAZXK dzy R
to Improve care for others lives could be changed by
since your own diagnosis, _offering free early

G6AGK 0NBIl &chalQgey OSNBONESY Ay 3

(172 N[3]
Identity ¢ Victory

[2]

Wo6 a2 2dzf R e 2Z/dz
consider a gift of
$1 OOOO to help fund
YV S e Sl NQa
Ot AYAOaKEé

[4] Be silent

&
W
<SS
>



wM6 a,L 2dz KI S Lt gloaid Kl R da dtyKs
a heart for supporting this new exhibition could
the arts In this make a real |mpact for art
community. Challenge' { 2 OSNA | YR

(172 N[3]
Identity ¢ Victory

[2]

wo6 a2 2dz R e 2z
consider a gift of
$50,000 as our lead
campaign donor to 4
YIS UKAA& KI LILISY % € RISistent



wmMB &, 2dz KI 9SH 0 S Syl 64 daQ KR dz dzy R
loyal alumnus of this Important scholarships are
department since you In giving students the chanc

ANY Rdzk 1 SR &Klfedye® I F2®ME | Y SRd2

(172 N[3]
Identity ¢ Victory

[2]

Wwo6 a2 2dzt R. . eZ2dz-Q2YyYaxRS NI
a gift of $100,000 to .
fund a permanent named
scholarship to help others
like you become proud %

I fdzya Ay GKS T dzidzN 4] Be silent



Challenge

[1]7 N|[3]
Identity ¢ Victory

Foolproof

2dz OFy QU YIF1S UKS
without the full story
2

A52y Q0 1y2z K26 UK
values connect to the challenge?
uSLJ M Ol yQu | LJL
é% ESéYQU LINE Y A
{uLoOYQU Kl LJL
52y§2 1y26 6Keé UK
would be meaningful for the donor?
Step 2 Is impossible
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1. Find your people group: The wealth holders

2.FInd thelr donor joy:Help them define &
personally meaningful victory from the

identity (personal values, life history, a
social/famil

CHALLENGE: Deliver the heroic challenge A 5 S
3. ¢Irt1 oeSITUK yz2i AYyO2YSY 5AaOdzaa UKS R2Z;
a

e

4. 52y Q0 06S3 2NJodzZ fey 2Ft1 ltft2y3aARS |

5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5St AGSNI R2Yy2NJ 228Y C20dza 2y 0GKS R2y2NXQ
/. 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 identiulfillment 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 afpersonally meaningful victory from their identit
(personal values, life history, and social/

CHALLENGE: Deliver the heroic challenge

3.Talk wealth not income: Discuss the _

amily norms)

R2Yy2NXda LJ aid2 LINB
story

4. 52y Qu 0Sd 2NJodztteyY 2t It2ydaARS || a
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment donor journey brings the best life experience




Wealth 1s not
Income!
Income IS not
wealth!

You can have hi?h iIncome and build no wealt
|

(Famous celebrl
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
R2SayQu 0O02YS +TNRY |
from owning assets that go up in value.

es and athletes often go



' Wealth is a different money category

Fmancnal assets held by fam|I|es (U Census 2017)
1%-3%

AThe story of wealth
@ Other financial assets is the story of
(stocks, bonds, :
retirement accounts, appreciated assets

life insurance, mutual A ess than 3% of

funds) _
o Cash Chedldng, nousehold wealth s

savings, money neld in cash or

market deposit checking accounts

accounts, and similar




Gift size is A@skli(n% for cash Is asking from the smal
ucke
' AAsking for appreciated assets is askin
relative to the from the bigpbpucket ’

money Categ()ry AlLarge gifts are made possible by large
reference points



aaSyalt |

Aln math, a dollar is a dollai

Aln story, people put labels
on money/asset categorie:
and treat them differently
based on those labels

AWhen a new category
becomes donation
relevant, giving increases

Thaler, R, (1985). Mental accountmg and consumer cheeketin
Science, @), 199214, LaBarge, M. C., & Stinson, J. L. (2014). The role
of mental budgeting in philan hroglc decisiomaking.Nonprofit and
Voluntary Sector Quarterly, &3, 99%1013.



" 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 intotal fundraising
NONPROFITS garyrspey NONPROFIT

AR disposable receiving
ONLY Prsigeetttd  SECURITIE!
CASH NONCASH

gifts gifts
2548 ponpitisrasing Siv - e
iIn 2010 & 5015 On-ﬁlye |R8980 G IftS Of 2010 & 5)015 on-ile IRSQSO

wealth

GROWTH GROWTE




5-year growth intotal fundraising
NONPROFITS garyrspey NONPROFIT

AR disposable receiving
ONLY Prsitodttd  SECURITIE!
CASH NONCASH
gifts gifts

o1 it g s - 2355 ports g s
in 2010 & 2015 onwﬁl)c/a |R899O G IftS Of 2010 & 5015 on-ile |R$80

11% =Y 66%

GROWTH GROWTE



Figure 1. Average Annual Charitable Donations Before and After

The fl rSt tl me mOSt Adding Charity to an Estate Plan

people ever commit JEE=
to a gift from their

$8.000

wealth (not income)

IS In thelr estate plarnykEs

A Estate planning is wealt
planning (not disposablejgiess
Income planning)

A It often forces people to |-
confront that they have []

aSEGNF ¢ ¢ K[
to spend it on normal

||V| N expenses. James, R. N. lll. (2020). The emerging potential of longitudinal empirical research in estate
planning: Examples from charitable beque avis Law Review, at p. :
I E f haritable b §is. D Law R %33972431 tp. 2422




The will plan as a gateway to major gifts of asse

Among 18,078 supporters (humanitarian charity) responding to the surve

| |-k®é IYI- RS | ét(/bzl)\k (
.40/ sStock, real estate, retirement/ban
i 25, %) s POFfHYE F TS
. 0

Would consider doing so

Most supporters (80%) say th
I NB adzyt A1 St e ¢
will to support the org.

2 . 6% Total openness to asset gifting

| I S YIRS | &a3A7
stock, real estate, retirement/bank
Just under 2% of supporters 21 . 2% :

. eI  O02dzy & 2NJ f A TS
have already included a gift in
their will. 15 6% Would consider doing so

14 Xgreater 30.809/0 Total openness to asset gifting

openness to
asset gifting




The right destination:
Share valuable optior
at the NEXT meeting

9 T
S
e
A
S
N A
S

Fundraisers may fear
financial conversations

A These worries can come
from having the wrong
destination in mind

The goal is NOT to quickly
give the right answer

A The goal is to get
permission teshare
valuable options at the
next meeting




1:2 -
A

§ \‘?.\!Q‘
<

“you remind me of another donor.
He was in a similar situation. |
remember he used some creative
planning. It avoided taxes and

helped him make a big impact.
Would you mind if | put together

A some ideas for you to look at?”



“you remind me of another donor. People like
the donor

He was in a similar situation. |
remember he used some creative have done
things like

planning. It avoided taxes and :
helped him make a bigimpact. this before

Would vou mind if | put together

some ideas for you to look at?” L eads
; with
A T value
Asks for
permission
< to share
esired answer is more value



Having the right
destination
changes things

It gives time to
consult experts

and build
solutions

aL gl yia ¢z
with our technical experts
FANRUZ az2 @2
the best options. But | know
others In your situation have
been able to use some
smart solutionsk S NI d




Start social then follow up

Gl 26Qa odzaAiySa |
al 26Qa 0UKS YIN o
GNBIFGAYy3I &2dzKé
A The magic comes from the
follow-up questions

A These show shared interests
and reveal opportunities to
provide advice




Tell me a story: Past,
present, and future

Assets have stories

APast: Origins of the asset
ANBASYlY 2KIdQa K
AFuture: Future plans for the asset

Uncovering this story hCharitable
planning opportunities in future plans




Questions can lead
the donor through
their asset story

—~—

Past B
Aaz2 KIFiQa GKS auidz2Ne 2 & Z dzNJ
busmess’7 H w did you get | ‘
aidl NI SRKE
™
Present
Aa2 K4 FNB &2dz LINBdzRSau 2FK¢E
Aaz KE{G | NB eadz, V2% SEOAGS
|. O 2 dzu . K S %N&]\’bﬁhy. L!E (2021l1J/\ rAZS Pe na'gmgﬁumc;

eg Sharkey, Senior h|Ianthropy Advisor, The Nature Conservan

AN



Future sale or transfer
Ag2 Ko | NB €2dzNJ FdzidzNB LX I ya F
Aa2 KOG gAatf GKIFIOG YSIFEY (02 é&2dzKé

al I S &2dz GK2dzZaAKU | 62dzi dza Ay 3
an opportunity to achieve some of your charitable goals in addition 1
FTAVIYOAFIT 321t aKe



Future estate
transfer?

Aa2 Aff @&2dzNJ K
continue running the
oOdzaAy SaaKe
AdL 1y26 UGKSN
smart ways to avoid
taxes for people like you
who want to include a
gift to charity in their
plans. Have you ever
O2YaARSNBR UG0KI UOKE



Other assets?
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Past to present to
CHARITABLE futur

al S e2dz O2
making gifts with assets _
AvyauSIFIFR 2% O
aal ye R2Yy2Na
your level use appreciated
assets instead of cash
because they get a double
tax benefit. Have you ever
considered giving in that
gl e KEeg




G2 KeK§¢ ljdzSaa?

O2YyYySOuAZ2ya I

people, values, and history

al 2gKeé |jdzSau?

wealth:

Aad L 2dz2Q08S R2YS
Lcharlty] What allows you
Uz o é 2 dASY

Adl 246 GSNB &2 |
YI1S UKAa g2 yfga SN Nm{ébm{?ﬁ%& (T o



Reverse guestions

A statement triggers a question:

L KSf LI R2Yy 2 NA EI)\Q
Mal 26 R2 &2dz R2 0

aL KSfLI LIS2LIX S 3IAAC
WOKIF NAU& 6 d¢
a2 KL GQa UKS ¢
a2YS2yS Kl a 3

-—r

Clontz, Bryan. (June 3, 201B)anned giving comedy haur ThIS g'VeS permISSIOn to Share a Story

Presented at the Life and Legacy Conference, Springfield, MA.



Thelr question give~

you permission to

share a story

Your story

AYour advice helps someon
like the donor

AThey give an asset instead
of cash

Ends with a question

Adl @S @&2dz S
dzy dzadzZl t Ay 9.
Adl | S &2dz S
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JFAY A

it ES



Followup questions
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Followup questions

i1 |
AU

Sa la |

ust mean you were
C

ood at investing! Tell
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those as long as you can.
Do you think it might be a
LINE Ot SY AY UKS ¥Fdzi dzNB K€



Many paths, one destination:
The meeting to share options

a¢CKAa NBYAYRa Y
R2Y2NXa aAudz GA
he used some creative planning
that [avoided taxes/created
Income/provided for familyand
made a big impact at the

charity. Would you mind if | talk
to some of our experts and put
together a few ideas for you to

t 221 I OaKe




L59b¢L¢ Y {GFNIU oAUK UKS R2Yy2NXQa LKAt YUl
1. Find your people group: The wealth holders

2. Find their donor joy: Help them define afpersonally meaningful victory from their identit
(personal values, life history, and social/

CHALLENGE: Deliver the heroic challenge

3.Talk wealth not income: Discuss the _

amily norms)

R2Yy2NXda LJ aid2 LINB
story

4. 52y Qu 0Sd 2NJodztteyY 2t It2ydaARS || a
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment 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 afpersonally meaningful victory from their identit
(personal values, life history, and social/

CHALLENGE: Deliver the heroic challenge
3. ¢ f1 6SIFftOK y20 AyO2YSY 5Aa0dzaa UKS R2:

452y QiU 0S3 2NJ o dzf f

amily norms)

persistently helpful philanthropic
wealth advisor

5. Make It teasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment donor journey brings the best life experience




The fundraiser
archetype

LY GKS dzy A OSNA T
journey story, a guiding
sage helps the hero
The guiding sage:

A Gives advice, planning,
and guidance

A Introduces the hero to
friends and allies

A Provides a magical
Instrument or weapon




: : The effective
The fundraiser archetype Inj fundraiser can be the

Y ~ ~ - To| for th
(6KS R2y2NXa §EVeRBe "Ks
AGives advice

planning, and
guidance

Alntroduces the hero
to friends and allies
(technical experts,
past donors)

AProvides a magical
instrument or

weapon (gift
Instruments and
agreements)




The fundraiser IS the
guiding sage In the

’\

R2Y 2NJ KSN

ACKS YyZ2YLINETA
magical instrument used to
achieve a compelling victor

A The guiding sage fundraise
challenges with a heroic
choice,comingalongsidethe
donor to provide guidance,
advice, and planning




The guiding sage roleontinuesafter the hero

accepts the challenge
A Provides advice, guidance, and planning J

A Introduces the hero to friends and allies
A Gives powerful instruments/weapons to the he

Fulfilling these monomyth
role functions attracts donors

9’31 ‘ ‘J s
>




Would Very Somewhat Somewhat Very Would
definitely likely likely unlikely unlikely  never

contact t0 contact to contact to contact to contact contact

Who at the charity are you
more likely to contact?

AGift of stock
AReal estate gift

ACharitable gift annuity
AGift in a will

5,621 People Surveyed.

Each person chose from only 13 titles for each scenario. Sce
and titles were rotated among ten different respondent group
balancing alphabetical and reverse alphabetical title order.



Tested
63 Titles

ChiefAdvancemenfOffiCer 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 Advancemerntadvancement

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




Gifts of stocks, real estate, CGA, and will

BeSt 10 T|t|e$3 tested in all caS(_es) WOFS'[ 10 TitleS63 tested all cases)
1. (do)Trusts, Estates & Gift 1. (do)Advancement
Piannmg 2. (do) Institutional Advancement

. . : 3. (co)Advancement
co)FinancialAdVISOIrfor Donors 4 8((3 Development & Marketing

(do)Estate & GifP Ianning 5. (co)Business Development
(do)P|ann6d3iving & Finance K (co)Institutional Advancement

o ok 0D

: 7. (co)Advancement Development
(do) DonorAdVISIng 8. (do)Development
(do) Plan neriving & Estate 9. (do)Advancement Development
Administration 10(co)External Relations

7. (doyCharitable Estatélanning
8. oGitPlanner
0. (do)CharitabIePrannlng
10. coDonorGuidance




-

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

Acl?eliveringtp]/alue to

: : : onors In this wa

AdVISIﬂg agalnSt |ntere results in greate_rygivin
to the organization

Morgan, R. M., & Hunt, S. D. (1994). The commitrterst theor%/_of relationship mark_eting. Journal of marketing, 58(3)320Q0Waters, R. D. (2009). The
Importance of understanding donor preference and relationship cultivation strategies. Journal of Nonprofit & Public’ Sdatondi21(4), 32/346.



The guiding sage

A Provides advice, guidance, and planning .
A Introduces the hero to friends and allies J‘
A Gives powerful instruments/weapons to the he * 28"

What barriers prevent fundraisers from S€ tog=\|
fulfilling this monomyth role in the donor_ \[ES| |
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Actual Gandalf: The sage challenges withleeroic

a. Atoz . I3 choice: '
IOOkIng for someone t ' ;’ e. w'w Mo:'x'” icrure souno o

R » ‘:. D'
) i. ) ::"‘r- "
A ’: ' ‘;' 4

44 \ Al

F ROSY U dzNB

BadGandalfa L QY

sorry to inconvenience
you, but If you might
consider a short walk |
outside the shire, | woulc
really appreciate it. Any
time you could spare
pg2dzt R KS{t LIOJE

A challenge to heroisn
= asking to capacity

.
A - L




A challenge to heroism = asking to capacit

Joshua A NJ kant |
analyzed nearly 1,000
gift officers. The top 20
percent highest
producing fundraisers
raised nearly 75 percen
- of the total dollars.

, What was different

about these high

| ¢ y usually asked for 100 perc
R2Y 2 NQa Ol LJ O
uzy yn LIS ND S
y u 2F¥ UKS Ol
giv

ing fundraiser mé&taamed Giving Today, 6-8.




Congratulations,
ez2dz 20 | ab2e&

A Making a compelling,
heroic challenge is a
accomplishment

ALUOQa y2i
that people receive
'Yy SLIAO a@
| RS Y U dzNEB &

A The ask can make @i
lasting Impact eve
when the answer
Ada ay2ce



Expert advice /¢
from ten fys

books on ﬁcjx

n n u

fundraising | zq ;

3 Ad. S LISNA A

Entire sections titled:
” AGBE persisteris

2 ~Z& AéPersisEencé9 A

Ad! YR V26 IcLIBNI A 80 8¢

1Baker, B., Bullock, K., Gifford, G. L., GrowaBgbwith L. L., Pitman, M. A., Truhlar, S., & Rees, S. (Z18essential
ce fundraising handbook for small nonprofifghe Nonprofit Academy. P. 12Eisenstein, A. (2014)lajor gift fundraising for

er Si Sten

small shops: How to leverage your annual fund in only five hours per GieakityChanndPress. p. 7&Phillips, G. (2013).
The art of fundraising?hillipsOnLine p. 29;*Craver, R. M. (201 7RRetention fundraising: The new art and science of kee
your donors for lifeEmerson & Church, Publishers. p. Zdihistedt A. (2013)Asking styles: Harness your personal
fundraising powerCharityChanndPress. p. 315Klein, K. (2009RReliable fundraising in unreliable times: What good cau:
need to know to survive and thrivdosseyBass. p. 85.Dillon, W. P. (2012People raising: A practical guide to raising fun
M % Moody Publishers. p. 100Greenhoe, J. (2013Ppening the door to major gifts: Mastering the discovery call.
CharityChanndPress. p. 3”Ross, B., & Segal, C. (2008 influential fundraiser: Using the psychology of persuasion
oq. achieve outstanding resultdohn Wiley & Sons. Part V PersistenGhapters 10, 11, and 1¥Morton, S. (2014)Funding
N your ministry: An irdepth, Biblical guide for successfully raising personal suppbartlale House Publishers, Inc. p. 202.




tt Ly a2

g‘ persist

£ A If any single behavior

| separates the successful
fundraisers, it is this:
Persistence

A The right story
emotionally supports the
right behaviors

ACKS ay2¢ Aa
LI AYT AlGQa
step In the journey




Stewart, S. (2014)oda: Dark rendezvous (Star
wars: Clone warspBallantine Books. p. 301.

CKS ay2sé
for the persistently helpfuk
guiding sage
A The sage resumes the story role
A The sage resumes the story cys
A The sage persists

) >

just because his student does
not want to hear? A teacher
Yoda Is. Yoda teaches like i
RNHzy 1 NRa RNAY ] NG
-Yoda
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L59b¢L¢ Y {GFNIU oAUK UKS R2Yy2NXQa LKAt YUl
1. Find your people group: The wealth holders

2. Find their donor joy: Help them define afpersonally meaningful victory from their identit
(personal values, life history, and social/

CHALLENGE: Deliver the heroic challenge
3. ¢ f1 6SIFftOK y20 AyO2YSY 5Aa0dzaa UKS R2:

452y QiU 0S3 2NJ o dzf f

amily norms)

persistently helpful philanthropic
wealth advisor

5. Make It teasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment 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 afpersonally meaningful victory from their identit
(personal values, life history, and social/family norms)

CHALLENGE: Deliver the heroic challenge
3. ¢ £ éélfGK V20 AYyO2YSY 5Aa0dzaa 0KS R2
4. 52y QU ¢ 2NJ odzA t ey 2Fft1 Fft2y3aARS | &

5.Make |t feaS|bIe Show their financial
abundance to accept the heroic
challenge

VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment donor journey brings the best life experience




Change your language:
Were they ready?

Did the donor give or not?

A ayzé Aa | . Were they

Was the donoreadyto give? | readyt()
It leads to questions and ‘ :
next steps.

AWhy not? What was —

missing? What still /il
remains to be done?



Plan to fall

A In the monomyth, the hero
first refuses the call to
adventure. In advancing the
R2Y 2 NXRa KSNR
a typical part of the process
Understanding this means
we plan for It.

A52y Qi St
SYRY I ay
excellent start, but the
follow up takes time.

A52y Qi 0S RAA
standard part of the journey

dS
2 €



Challenge

7 N V|

Identity ¢ Victory \/

= 4
Affirm the story connections

Begin with points of agreement

D2FfY 9t AOAU0 (UKS R2Yy2NXRa 02y
motivations (I.e., story connections)

N4




Challenge
Identity ¢ Victory \/

| e/
Affirm the story connections
G, L 2dz2Q08S 0SSY | &dzLJLJ2 NI SNJ F2 NJ :

much, | was certain you felt positive about our work and our
OAaAZY D 52 e2Z2dz auAtt FSSt UKIF |

Panas, J. (2007, March©dzy RN} A aAy 3Qa F2dzNJ YIF3IAO ljdzsSaaA2ya l yagSNI 6KSaS | yR
the qift is yoursGuidestar. [Blog]. https://trust.guidestar.org/fundraisirgsur-
magicquestionsanswerthese-andthe-gift-is-yours



Challen ¢
/ él/’
Identity & Victory M

Affirm the story Connectlons

! NB &€2dz O2YOSNY SR UKFG GKS 2]
effective at using this gift to make a difference in the
f A0Sa 2F (KSAaAS aidzRSyudaKké

4



Challenge

-]

Identity &« Victory M

Affirm the story Connectlons

AL NBYSYOSN GKS
OSNE AYLRZ2NIUI iy ab
accomplishe8 ® | & GKIFIG OKI Y

Wohiman, J. (2020Rractice the ask and negotlatlon art B}ldeo transcript]. Major and
principal gifts course. University of California, Davis. Iwww.coursera.org/lecture/major
principalgifts/practicethe- aska d-negotiationpart-3-bx hL5 I



Challen e

Affirm the story connections

CANBRUZ daOf | NATEeENOTHhiKlel GKS' 20 2.
SéUI-Of)\éKSé 0 KS R2y2NJQa Y2UA O
him why this goal is part of his story and important to him

N4



*Eredricks, L. (2001Developing major
gifts: Turning small donors into big
contributors.Aspen Publishers, Inc. p. 12

Confirming The objection becomes a barrier

reventing the donor from
the story D ccomplishingis goalssuch as
connections Advoury  YSR 2 OK2f I NE
reframes the A4 ¢ K Syougaftawill bring

objection 0KS&S T GASyltat



NEXT STEP
Diagnose the
story barrier

A2 KINdQa UGKS A aadz
the cause? The -

organization? The ‘
Ef_rOJegt? The amount? ‘
he timing?

AThe donor attaches
UKS ayze 02 Y
external barrier. The
guiding sage comes
alongside to help
work on the
problem together.




Pitman, M. A. (2008 Ask without fear! A simple
uide to connecting donors with what matters to
them most.Tremendous Life Books. p. 44.

Diagnose the story barrier

a. € udzNy)\yEI (]Kélgé
202SOUAOQSY @2dzQU0S
same side of the table as the other
person. Now you both are working
together to figure out how to help the
R2YV2NJ YIS (0KS 3IAT
possibly challenging problem and
YIRS az2t gAy3a Al |

-Mark Pitman



Isolate the story GLO a2dzyRa f
like to invest In our school

barrier odzi NAIKG 3
see how you might do It.
'Y L NAIKLG [

Wohlman, J. (2020Rractice the ask
and negotiation (part 3fVideo
transcript]. Major and principal gifts
course. University of California, Davi:
https://www.coursera.org/lecture/ma

jor-principaltgifts/practicethe-ask
and-negotiationpart-3-bxhL5



Isolate the story barrier:
Elaboration guestions

G, 2dz al AR
think you could swing
UKl U0 YdzZOK®
more about that. Is this
an issue of timing, othe
obligations, liquidity, or

azYSuKAYH
Py




Attack the story barrier

ObrWan gives Luke a
light saber. Gandalf
shows Bilbo where to
find the_ring, Morpheus
0SlIF OKSa bS:z
Dumbledore gives Harr
Potter the invisiblility
cloak.

The guidingsage

= fundraiser comes

alongside the donor to
help attack the barrier,
so the donofhero can
complete the journey.




Attack the story
O I NNA S NJ
much money!

G2 SQNB y20 | aj
right now, just a pledge. As
long as you can start your
payments within the next
three years, a pledge Is justas =" .
322R a | JIATOoEE A T o

Grover, S. R. (200&)apital campaigns: A guide for
board members and others who aren't professionz
fundraisers but who will be the heroes who create
better communityiUniverse. p. 105.



Attack the story barrier:
LU0 Qa uz22 Ydz

you write a check
today. Our pledge
period goes up to four
years, so it would be _
PMHp2nnann S

Melvin, A. (2020, October-9). Solicitation preparation: The keys to a successful[Bsker presentation%. Charitable Gift Planning Conference, online, p. 11; Grover, S. R.Gapial).
campaigns: A guide for board members and others who aren't professional fundraisers but who will be the heroes whoetteatmmmunityiUniverse. p. 105.



Attack the story
barrier: Complex
options

A If the quick solution
R2SayQiu 621
more complex options | @

A Now, the goal might
change to agreement @ | _|
to the nextmeeting
which will present the
complex solutions




Presenting a solution:
Feel, felt, found

DONOR: | would love to do this, but
LQY 2y | FTAESR AY
for retirement.)

YOU: | understand how you feel. Man
of our donors have felt the same way.

They have found that they can make &
gift that pays them income for life. Or

t
t
t

ney can add a gift in a will that costs
nem nothing today. What are your

noughts about that?



Presenting a solution:
Feel, felt, found

DONOR: All my assets are tied up right
V26d ¢KS Ol aK 2dzai

YOU: | understand. We_ work with many
R2ZY2NR fA1S &2dz Ay
actually the perfect situation. The tax
benefits are much better if you give  _
0ST2NB &2dzQUS az2f R
mind if | put together some options for
you? | think you might be surprised at
what the numbers look like.



Attack the story barrier: J ¢L ¥ &2dz 42
. GAAAGAY T |
Permission to share 0 work With some

; experts and put
complex OptIOﬂS togpether afeev

personalized options
T2NJ e2dzd ¢
obligation, but | think

ez2dzQt t TFTAY
them really
Interesting. Would
your calendar allow us
to meet on Tuesday
the 15th at this same
UAYSKE




X\
-~

l

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

52V QU
by conceding

If a donor objects
to the amount,

GCANRU VY
foremost, please
R2 y2u al
did you have in
YAYRKQE

-Laura Fredricks



.........

Why not just
concede?

A The role of the guidingage
fundraiser iIs to help the
donor accomplish &eroic
victory.

- ALT 0KS R2Yy2NJ

==  inthe stretch gift, then
o something Is missing. Is it the
project, the charity, the
timing, the amount?

A52y Qi UGN R
22dzNy Seé T2
AATFTOGDP ¢KI

S
NJ |
Qa

_____
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Postscrip

The scar
from Tony Soprano

The scr
U

e M i



Part | Listen.
Reflect. Ask for
permission to ask.

. h1 Y X g2dad R ez2dz O2
dollars to kick off the campaign for the
Anthony and Carmelo Soprano Athletic
Center at the St. Thomas High School?

TOI|\IY:L[aughteﬂ>6 L 2dzQ@S 32
me!

YOU{ Af SYOSX o0dzii & 2dz
responseg

¢hb,Y ! YAffAZ2Y 04dzO
e 2dzZQ08S 0SSY aYZ|AY
YOU: OK, OKimiling, | understand. This
shows reflectiorj

YOU: Help me out here. Do you mind if | a
couEIe of guestions to see where | got off
track? [I'his asks for permissipn

¢chh.,Y ,SIK LQY Y20
0dzO] a @ ¢ K I U Qriggopaf Bankds




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

[l. Resume the
stor y cycl

Identity ¢ Victory

YOU: Emilingb® L KSIF NJ g KI
‘This shows reflectioh
‘Now, you resume the staly

2212 L 1y2g e 2dzQ@S
years. Everyone in_the community sees yo
a I T SIFIRSNJ QO GKS
ez2dzNJ t AFSZ2Z |y R e2dzN
0AYSE a2 LQ@WS 320
about the school changedTljis affirms the
u2Nied> LG aKz2géga hNJj
¢hb bz22 Y20 [ 221 2
uK)\y ® ¢KIUQa FAYSO
In the Ga uNJA\y 4Q ddzex VY 2I
*ingK2dzaS¢ 3JdzeZ NAIKL



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

[I. Resume the Challenge

story cycle 2 N
4, ;q\}ffi ttttttt ory connections. L Identity ¢ Victory
Shows wny the > e

Challenge
Y,

Identity ¢ Victory

YOU: | understand. Now, the people runnir
UKS aOKz22f X ez2dzQ0S
what, 12 years? Do you feel like they woult
use the building In the right way to make tr
kind of impact you would want to seePHis

F FFANNYAEA UKS a02NRO®
Victory]
¢cChb,Y {d2NBX G4KSasS |

see them doing stupid things.



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

Il. Resume the Challenge

story cycle 2 N
4, éff[rr_n th.e. s‘t'orv connections. [de“l“y < \"il‘.l()l'_\’

Challenge
/ \
Identit;@] ictory

YOU: And this project The Soprano Athletic
Centerc 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 yol
when you were a kid growing up here, rlgh
[CKA& FFFANNXE GKS af

Enhanced Identity

¢chb,Y hKZ &a4dz2NBX AlGQ
kids something to do instead of robbing or
ONBI 1TAY3I a0dzFFTd . dzi
for this whole thing now. Maybe someday
when | retire rich, | can write you that chec



Part |I: Resume the
story cycle (Diagnose
& Isolate the story

barrier)

[I. Resume the

Challenge

story cycle 2 N
4. Affirm the story connection Identity ¢ Victory
l 1 wiants lu be
f h 1
L D g hc&torvb:nricr,what is
p g h nor from saying ’
6. ol te the ‘t b.n' Confirm ) 2 ‘?
this as the ry r[ ne" > D__.

\lnt m llllllllll

7. Attack h ! ¥h r. Ask for
:ms that

DEH'I
ada ..Ih\

STEP 5.
Diagnose the
story barrier

= What's the issue? Is it
the cause? The
organization? The
project? The amount?
The tirmin

= The donor attaches the
“no" tna ernal

safe comes alongside

2 "{\-_ \)\\\

LA

YOU: So, it sounds to me like this is a gift \
would want to make if you could, but the
flnances are just too much right nowPHis
diagnoses and isolates the story bariier.

¢hb. LY SIKE GKIFGQa
for me.

STEP 6: Isolate the Inds fike 0

” wo Idlkat vu
story barrier schaol, b 1 right

nowvo ‘t see how
you pl'ld l A |
gh about that

ri—




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

[l. Resume th
esume the Challenge
story cycle 2 N
4, Affirm the story connections, ldenl".“' < \"lcl()l'_\'
we why the donor wants te be
aart higi mey.
5. Diagnose the story barrier.
eeeeeeeeeeeeeee ¢ from zaying ’
yos = %
Isolate ory barriel ?
this ly barrier | T7 e
contingent “yes 5] m.,j""
Atta orpbame A ~=8
perm share
addr AT

Attack the story barrier: It's
too much maney!

YOU: Now, you know this Is a pledge that ¢
be paid out over the fivgear campaign. So,
UOKFGQa bunnZnnn S| O
all? [This attacks the story barrigr

cChb,Y L R2Yy QU 1y260®

YOU: Yes, It is. Let me ask you, have you
thought about giving stocks or real estate
Instead?

TONY:Gives a quizzical logk



Part |ll: Resume

the story cycle

(Attack the story

Il. Resume the Challenge
story cycle 2 N
4, ;q\}ffirm the st'orvltonnectionsl. b lde“lily € \"it‘.l()l')’
Shows why the donor wants > be
. >

N Presenting a solution:
'; Feel Feel, felt, found
and how you feel. [This
[t 2N

) reflective sta t_mut
) Felt o| Ik e you have felt tha
Yt [This s @ sacial narm. |
Her hat they have found
k d. [This presents a
Found idea with a social norm.j

YOU: The reason | ask is that | work with &
of folks In your situation. They want to mak
a really big impact with a great prOJect but
0KS O2ad Aa (22 oA3
they do. They get the government to pay fc
more of it by being smarter about giving.



Part |ll: Resume

the story cycle

(Attack the story

barrier)

[I. Resume the Challenge
story cycle 2 N
4, é}fﬁrm th.e. s‘t'ory conngctions._ " [de“l“y < \"il‘.l()l'_\’

N Presenting a solution:
'; Feel Feel, felt, found

and how u feel. [This
e ef?ccfwc skarc_mcnt
L) Felt « Others like you have felt tha
A .D;s .Jeqm @ social norm. ]
. n what the eyh f ind tha
kd Th p solution

"14—\\—\
Jf' Found r'dp with a ( m}

YOU: Let me give you an example. Say some
has a building or some stocks worth $200,@Q0(
the annual pledge amount for this project. Bul
maybe they bought it for only $20,000. The

LIN2OfSY Aa GKAE&AD LT

keep the full $200,000. Here in New Jersey, tl
might lose a third to the government in taxes.
So, they actually walk away with only $138,0(

TONY: Tell me about it. Those taxes are a rac

YOU: But If they donate It instead, they avoid
those taxes. And they still get the full $200,00
deduction off their income taxes. That
deduction can save them up to 47 cents on th
dollar.




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

[I. Resume the

Challenge
story cycle 2 N
4. Affirm the story connections. lde“l“y < \"“'-l("'.\'
Shows why the donor wants > be
art of this journey.
IARNO! story
£pin; onor fr ’
yos'? -
olate tory ba ?
is as nly barrier [ b
nting ves] o
Attack or¥ bar —— —
SR share
fcres: arrie

the next meeting which ~ ®

YOU: So, Iif they sell the property, they net
$138,000. If they donate it instead, they ne
dzLJ 02 PdonZnand ¢KI O
difference between selling and donating. T
school still gets a $200,000 gift. The tax
benefits pay for the rest.

ONY: So, this thing. It works with a buildir
like a warehouse?

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




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

Il. Resume the Challenge
story cycle 2 N
4. Affirm the story connections. [de“l“y < \"il‘.l()l'_\’
Shows why the donor wants lo be
rt of this journey.
t
< _'7:-%31 $n%rrvf m ’
yos'? o %
olate ory ba ?
is as ly barrier | b
nting es] e
Attack or¥ bar - =
rmiss share
fcres: arrie

TONY: What about a business like an
GSYUSNIUIFAYYSY(d Sadal
dealership?

h'Y S5STFAYAUILSEED LQ
iIdeas for you to look at. Just give me some
examples of agssetswhat you paid, what

U KS @& QN&Gno agbghtbrk | know the
Soprano Athletic Center seems like a reacl
right now, but | can work with our experts,
put together a plan, and you just tell us wh
you think. Do you mind if we get together fi
a visit on Tuesday the 4th to look at some
options?

¢hb. Y L

V4

JddzSaa A0 g2



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, tc

A FEinancial circumstances can
shift

A Businesses can be sold

A Investments can go well

A Inheritances can arrive

A Estate plans can be revised



L59b¢L¢ Y {GFNIU oAUK UKS R2Yy2NXQa LKAt YUl
1. Find your people group: The wealth holders

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

CHALLENGE: Deliver the heroic challenge
3. ¢ £ éélfGK V20 AYyO2YSY 5Aa0dzaa 0KS R2
4. 52y QU ¢ 2NJ odzA t ey 2Fft1 Fft2y3aARS | &

5.Make |t feaS|bIe Show their financial
abundance to accept the heroic
challenge

VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y2NXQ
/. 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 identiulfillment donor journey brings the best life experience




L59b¢L¢ Y {GFNIU oAUK UKS R2Yy2NXQa LKAt YUl
1. Find your people group: The wealth holders

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

CHALLENGE: Deliver the heroic challenge

3. ¢ f1 6SIFftOK y20 AyO2YSY 5Aa0dzaa UKS R2:
4. 52y Q0 06S3 2N odzZ tey 2Ft1 Fft2y3aARS | &
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victor

6.Deliver dqnor O C2 0Odza _
AY LI %Wyzu UKS

7. Dhellvertdonorjoy Helpthe 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 identiulfillment donor journey brings the best life experience




The challenge must
promise a victory

A The inciting incident
disruption promises
the hope of a solution

Ad2 Kl 0 OKHE
dA S Ke




.. AThe compelling victory is KS R 2
Promising the victory

wrong Victory ACharities often claim the victory to
enhancetheir ownidentity



Promising the wrong
victory In experiment

A One email focused on the

charity as the actor, e.

P a¢KS Tl akaAa
e S let thesg women down Jbut
OQUKS OKIF NXGé

A The other addedjhe donor

- a | I OU 2 NX
fashion mdust has Iet
these women a/o

ez2dz I YR quS

/ A The odds of people clickin
PR— on the link to learn more

o were 2/7/% higher for the
second message

ShanP J., Reed, A., Sargeant, A., & Carpenter, K. (2020). Marketplace Donations: The Role of
Moral Identity Discrepancy and Gendaournal of Marketing Researchr(2), 375393




Victory barriers: 628 R2 |
Missing victory ork We iR

need monea

A The donor gives to
honor the_charity
AyaiRSNAQ
work

A This sounds great
to charity insiders,
0dzi A0 Q3

compelling for the
donor



Victory barriers:
Fundraising without victo

your concern; you
just leaye that to the
SELISNI a € K
A Donors can still give
|ust because of their
Identity connections
with the charity, the
Challenge Challerige cause, or the act of

giving, but these gifts
7'_ ‘\? 7‘ \' will tend to be small
Identity Q(Vlgqry Identity €<—(Victory




Victory barriers:
Fundraising without victo

f you give $100
just because you
Ike the charity,
now likely will
you grow to like
that charity 10X
more? Pretty
unlikely.

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




Victory
barriers:
Fundraising
without

victory

Challenge

7 %

Identity <X Vidry

Without a victory,

only the small gift
makes sense. This Is
UKS &L a 2\
KSFRe 2NJ a:
O2YLI Al YOS
like trying towin
UKS aLJ NI A (
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.



Suppose a donor has
: q yvn}tedn 8 check r(])r .
iIncluded your charity In
VICtOry upgrade their will. After
SELINbaaAyd
still possible to Increase
the size of the gift. Ho
By adding a victory.
Adl I S @& 2dz
thought about how
\Ellou would like this
ATU U2 0
AaeceStt YS |
goals for this gift.
What kind of impact
do you want to
YI"1 SKeg




These questions lead
to conversations
about outcomes

A Outcomes have
price tags

A An outcome with a
price tag leads to a
challenge with a
victory

A It can turn the gift
Into the initial gift




This can lead to an ask
with a victory

a¢KS NBI &2
You remind me of
another donor. She felt

the same way you da.
{22 aKS RS(

A Establish a
permanent
scholarship fund

A Sponsor this
operation for a week

A Fund a project that
[insert victory
outcome]

What are your_thoughts
I 02dzi0 RZAY




Delivering the donor
KSNRE Qa ¢c37
happensafterthe gift |-

Challenge
/\ \‘ The aslpromisesa

_ _ hope of victory.
[dentity €= Victory




\

Did the organization
confirm the heroism
of makingthe gift?

A Was there recognition of
the gift?

A Was there gratitude for
the gift?

A Was this expressed by th
organization?

A Was it voiced by the
beneficiaries?

A Was it confirmed b
publicity of the gift”



Did the organization Awas the use reported back to the
Iconflrm the heroism donor?

of the usageof the  Awas it described in a simple,

gift? tangible, visual way?



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

AWas there recognition of
the impact?

AWas there gratitude for
the impact?

AWas this expressed by
the organization?

AWas it voiced by the
beneficiaries?

AWas it confirmed by
publicity of the impact?




What did my gift accomplish?

l HAHO &audzZRéyY agS KI

0. donors and the fundraisers to understand
Deliver UKSANI LT{AIYYSYyuxo 2|
donoriov UKAY3I RS@ST{2LIVSyd 2°
JOY.  c2 NJ 0 K SHow 2y @fthldreusedl A :

Focus on theéthe top or among the top three in nearly

R 2 \ 2 N&edy survey. [It] rarely breaks the top three
impact, not the fundraiser surveysIhe donor experience

Y 1S t ost valyed. and also most
uks O Kﬁhéﬁiﬁv&t@d Lér_étegyn many development
LINE 3 NJ Ya de

Birkholz J. & ampj A. (2023)Benefactors: Why some fundraising
professionals always succedohn Wiley & Sons. p. 1852




Delivering donor joy Is what the mos
successful modern fundraisers do

0. ,
Deliver [ 15:k8y 282d:005 653y A
donor [0)Y2 enough, you recognize and

experience theexhilaration felt b )
Focus on the donors2 ¥ G AYS 1 Y R v V €

= X genuine treat to witnesghe joy the .
R 2 y 2 NX2 a8erive from doing good wojrké) i L 0 Q

impact, not evidenced byheir smilesand their

TKES OKI I\g?‘gm}r!r;?fsiggéear abotie impact

-JImEsKkIn T

S



Delivering donor joy at the thankou
letter

6 9

Deliver Ly 4cKS (GSy 5aadyia

donor joy. thanke 2 dz £ S G S Nap¢ w dz

Focus on the Ad UKAAY aMOD W2 e ¢
R2 v 2 ND ~ foremost, to make the readerthe

: y Adonor, your friend, your supporter

Impact, not experience a genuine sense of joy

’ oL nNTK QS HKESE 2LISy @2 dzh
R OKI I\%Cﬁenﬁl % onor is a her@b €
-Kirsten Bullock, et al. T

S



The jester quits at th
punchline

A The donor is
promised a heroic
journey at the ask

A Then the donor is
abandoned

A There 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

A80% of firsttime donors
gave nothing to the charit
In the following year

AWhat happened at the as
worked; they gave

AWhat happened after the
a1l RARYQU |
RARY QU R2 Al

Levis, B., Miller, B., & Williams, C. (202818 Fundralsmg Effectiveness
Survey Reporhttp: //afp5£ org/w F? content/uploads/ZOl /04/2018
FundraisingiffectivenesssurveyReport.pdf



The guidingsage finishes
the journey

At KS& R2YVY
promise to
advance the
R2Y 2 NXQa
story

A They deliver on
that promise



A Look 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

| f
. . : a t |
Fundraising with the IR

|
U
u n y.

administrator hero story] v2y €6 s Ly ¢

Can | have som




Opposing

Worldview

In the administrator hero story:
A The donor is just an ATM

A The fundraiser is the stick used to whack
the ATM




Administrators love
their hero story

AThey are extraordinarily
attracted to their hero
story

ACKI 0Qa @gKé I
nonprofit!



A False assumption:
Donations will
result simply
from proving the
2NBI VAL I G

greatness.

A Logic problem: Is
this the greatest

o e o
The competitive problem d e oianet>

the administrator hero stor







A52Yy2NR aK?
unrestricted check an
ASG 2dzi0 27

AhNJ dCdzy R L
stuff and get the hell
2dzi0 2F OK

AhNJ 4d¢KS 0o

supporters can do is t
give resources that
SYl of S
leaders to do their
Defendlng the work the best way

they know how. Get

administrator hero story out of their way, and
f SG GKSY 0o

Le, V. Februay 18, 2019). Sometimes the best thing we donors can do to advance social justice is to just write the gienikt ahthe WA%/ NonprofitAF; Devhn
Foltz, March 27, 2015). FPTDSAGTHOOTW as a battle cry. The Aspen Institute; Collins, J. (2005). Good to greatl aadttns. 0@




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

A Fundraising is
AOONBIF UGAY
constituency
vr\ghich supports

: : the organization

Reallty mismaic lgegau%g it

RSaSNDPSa

("
L

' ~—c

D et

Lo 2 3

l R

' 1 l {
(e
vl

ey

s
I
.
=
=

A—-—.

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



The messaging problem ¢
the administrator hero stor

ALGQa f 23A
reasonable. And for
Fdzy RNJ A & A

ACNI yat!l adaz
your money. because
RS&SNWS Al

AhNJ dL (Yy2¢
you how to spend yo
money. So, give me
your money then keef
your damn mouth
shut. | am the expert
KSNE P



These messages
The path of the will create a few

administratorhero story G Ldbrithe-K S I R
gifts, but not major

gifts

Response: More

tweets, posts,

newsletters,

events, and

conversations to
We need more o more people telling
administrator e the administrator
hero story! > 4 hero story




it ':xl:[Y'.‘e.‘@l.-:.iq L . I h e
Hi ' _||I Ll : it e
R | W0r|dVIeW
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the hero
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¢ KS R2Yy 2NXAa

A Donors are
motivated by
their impact in
their story

A Administrative
efficiency Is
Important only
when it advances
UKS Rie?2
story




Lay Qu
organization
Important?

A Yes

ALUOQA aiaAl
the story, but
0§ KSNBEQa |
difference




Organization
role change

A It becomes a means of

- ROl YOAY d (UK

nero story

ALG 6S02YSa
Instrument for impact

O

‘?
. /



Aln the hands of the heroic donor, the

The hammer ﬁﬁective nonprofit can be a powerful
- ammer

IS not the AWith the right hammer, the donor can
hero make a massive impact

A . dzii GKS KIFYYSNJ A A



Sell the hammeto
the hero notasthe

hero

AtCKS YSaal 3sS
the impact you could mak
with this great hammer.
You could use it to
accomplish this J;t)ersonally
YSIFYAYyAF+dzZ N

ALUQa y20X al
things this hammer has
R2Yy S® 52y QU
K2Y2NJ uKS KI

reatness with a
2ZY I UAZ2ZYKE




The hammer Is not the hero

¢KS Tdzy RN} AaSNDa 32Hf Aa 9
the (nonprofit) hammer and use It




Practice: Charity
strength

In the donorhero story, the
OKI NARG& Aa GfF¢
weapon. The charity
encourages major gifts by
projecting strength.

Reality: The largest donatiol
go to the largest often
wealthiest¢ nonprofits.
¢KSasS | Nb «a
IATFOaP ¢
U K 0 u

tuad
S o6Sad




Whillans, A. V.,
Caruso, E. M., &
Dunn, E. W. (2017).
Both selfishness
and selflessness
start with the self:
How wealth

shaﬁes_ responses
to charitable

appeals. Journal of
Experimental
Social Psychology,
70, 242250.

Wealth and identity

¢CSAGAYIY & {c8mMT8ribN.Y S &
persor] needs to come forward andipport
a common goaV. take individual action}. This

IS one of those timesJpin your community.
Take individual actio® @ 52y Il U S

AThe highsocial, communityfocused heroic
message worked better for less wealthy
donors

AThe highego, individualfocused heroic
message worked better for wealthy donor




L59b¢L¢ Y {GFNIU oAUK UKS R2Yy2NXQa LKAt YUl
1. Find your people group: The wealth holders

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

CHALLENGE: Deliver the heroic challenge

3. ¢ f1 6SIFftOK y20 AyO2YSY 5Aa0dzaa UKS R2:
4, 52y Q0 06S3 2NJ odzZ fey 2Ff1 f2y3aAiARS | a
5. Make it feasible: Show their financial abundance to accept the heroic challenge

VICTORY: Help the donor experience a heroic victory
6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y 2N

/.Deliver donor jon Help them build a
portfolio of visible results reflecting the

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 identiulfillment donor journey brings the best life experience




452 &2dz KI S | ye& a2adzt R
charltable goals? Tell me accor%KT ﬁ%{h your money

_ that Would be meaningful to
| 2 dzi uKZaSCD?, 32 doK &

The Ideal Vlctory

a2 KF G b NB 22 B2M0Re A 3 ie
accomplish with your ‘

philanthropy and how 42 Kl Rz @z
YAIKO 6S KSf LKE achieve with your

; LIKA £ Iy O KNS




a¢Sftf YS [ 062dzi | a7FSdef RUKS U Y
causes you support: why do about the causes that are
e 2dz a dzLJLJZ NJJ ._uKSWIQeau A Y L2 NI |

The Ideal Vlctory
\ Portfolio ——
652 @e2dz GeLAOIffe  AArNPS G2
the same nonprofits
SI OK &SI NX¢ . 42 Ka R2 a8a2c¢

0§ KSYKE




I Lingual gyrus

Visualization N

i

4

FGUU-ELEN

r

ALingual gyrus: complex \
scenes, faces, internal e ( -
visualization, dreaming @

AReading sentences in a l
story format triggers

dramatically more than
disconnected sentences

Yarkonj T., Speer, N. K., & Zacks, J. M. (2008). Neural substrates of narratlvec:ase courtes of As P fF kG ill d R di draD) 208
comprehens%n and memoryleurmmage( 4(14)) 14081425, 1415 y soc Prof Frank Gaillard, Radiopaedrlbrgy




WEYS& LLLEZ wd bdY 3 hQ. 28fS3s ad 20 OHNN
An fMRI study of its neural correlaté$onprofit and Voluntary Sector Quarterly, (23 355373

Visual philanthropy

Charitable bequests

A Gifts of wealth holdings, not just
disposable income

A Usually the largest donation a person
will ever make

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




v Vi | Charitable bequests activated precuneus
Not on y vViSua A Area used when we take an outside
I story, but also the perspective on ourselves

R2y 2 NQa& giA%i?rJnag\'jggery adutobiographical

Precuneus

Case courtesy of Assoc Prof Frank Gaillard, Radiopaediio#y,208

EEEs)
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/.
Deliver
donor joy.
Help them
build a
portfolio of
visible
results
reflecting
their identity

Modern Fundraising Advice

AWSYSYOSNJ UKFUO 0KS
Gift Officer] Is taexperientially transport
the donorright into the center of the

problem the organization is addressing. |1
the MGO had a teleportation device, she
could put donors in the middle of the _
action.¢t KSe QR 060S ot S i
and feel the experienceUntil someone

Invents such a device, though, you must
gather stories thatake the donor to
experience the sheer joy of seeing the

need me ¢

Perry, R. &chreifels]. (2014)L G Q& y 20 | o2dzi GKS Y
major donor relationshipd/eritusGroup. p. 130.



Delivering donor joy In initial

i conversations
Deliver
donor joy. (&
Help them a. & Sy3aAFr3IAy3a R2y 2N
build a their philanthropic goals and
: charitable interests, planned giving
portfolio of staff can effectively help donors
visible along their philanthropic journey
X ¢ KA &naBlés dzdyids te
results ive joyfullyr meaning that the
reﬂecting onor Is able to visualize the result

2+ KAa 2N KSNJ LKA

their identity _Jackiecraney



WHYit works

Al RRAYy3 OKAf RQa&
picture doubled willingness
to donate. Why?

Al KI NI OGSNI RSGF 7
LYl 3S T[HoctsedO U A Y
SY2U0A2Y o{@&YLJ (
Donation

+

Character
detalls

+

]

Dickert S., Kleber, Mastfjall D., & Slovic, P. (2016). Mental imagery, impact, and affect: A mediation model for charitableRiosng.

One 11(2), e0148274.




But a gift must

complicated, first be motivated

technical
explanation
triggers the
analytical,
error-
detection
system

by clear images
that evoke a
soclalemotional
response
O! TUSND I
fine to make
complexity
avallable to
confirm the
soclalemotional
decision.)




Victory barriers research:
Complexity kills giving

In experiments, increasing

project details decreases  _
R2YlIuAz2ya 0SOIl dz
information about aid
effectiveness that may be
arduous to process, both with
regard to content and length, :

might dampen the emotional Identity < Vlctory
NBEIF OGA2Y 2F R2VY:

~)¢
f
2
3
Pl
pl
N

Metz O?er L., & Glnther, I. (2019). Is it what you say or how you say it? The impact
of aid effectiveness information and its framlng on donation behavymurnal of
Behavioral and Experimental Economics, 88461, p. 9.



Complexity kills giving

Forcefeeding facts changes a so@atotional story into a technical repo
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: : In a study of major
Victory barriers research:j donors to an
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from land
conservation to a
mare complex,
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A Technical experts?
They approved this
complex approach

A The donors? 85%
expressed serious
concerns

Jones, J. A., & Daniel, D. L. (20E@nhder's meaning making regarding complex, adaptive projects: Findings from a
developmentally oriented feasibility studinternational Journal of Nonprofit and Voluntary Sector Marketin@2)241630.
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Victory barriers research:j compared with the
. : : ..} tangibility of prior gifts,
Complexity kills major giff these méasures seeme
too mtang\lble fo feel
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Its core, the grander
vision was too broad fo
any one individual

donor to feel like they
personally can make th
sort of ympact that
YI UuSNAPe

Jones, J. A., & Daniel, D. L. (20E@nder's meaning making rergarding complex, adaptive projects: Findings from a
developmentally oriented feasibility studinternational Journal of Nonprofit and Voluntary Sector Marketin(2)241630.




Victory barriers: Fuzzy
victory

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

A A vague or uncertain
OAOQU2NE g2y Qi
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Challenge
7 N

Identity &— Yictory



Deliver
donor joy.
Help them

build a
portfolio of

visible

results
reflecting

their identity

Delivering donor joy Is what the mos
successful modern fundraisers do
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persuading donaqrs to do something
UKl o U0KSe R2z2yQu @l VY
not in their best interest. Motivating
donors comes through

un_ders_tandm%that philanthropy

brlngs joy to the donomand that if

the donor really believes Iin the

mission, motivation is simply a tool.  _
tOONAY d | 02dz0" URS R?Z

-Barbara LCiconte& Jeanne Gerda Jacob |
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1. Find your people group: The wealth holders

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

CHALLENGE: Deliver the heroic challenge

3. ¢ f1 6SIFftOK y20 AyO2YSY 5Aa0dzaa UKS R2:
4. 52y Q0 06S3 2N odzZ tey 2Ft1 Fft2y3aARS | &
5. Make it feasible: Show their financial abundance to accept the heroic challenge
VICTORY: Help the donor experience a heroic victory

6. 5SSt AOSNI R2Yy2NJ 228Y C20dza 2y UKS R2y 2N
/. 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 identiulfillment donor journey brings the best life experience



DonorDonor
Community
(Social Norms)




Theory: The monomyth

Showing that

eople like me

1 _ make gifts like
~ Challenge i e T AV

\, challenge with
. ; he full cycl
[dentity €= Victory e R EEE
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Challenge -
A The group is a ke
source of identity
Challenge A If others like me
\, accept a challenge

it links my original

Identity — Victory identity to the

challenge
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A They must believe
their gift will make

Challenge a difference
/‘ * (\B A They must believe
in the hope of

: — Vi victory
[dentity Victory FRSessdiime

me to believe the
same
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A The group is a ke
source of identity

Challenge A The victory likely

/| \, benefits

_ _ A My group
[dentity @ Victory A My standing in

the group




The effective challenge 19 A The effective
challenge Is_rooted

part of the full story cycle}] iy ks Rz
original identity
and promises a
victory that
delivers an

enhanced identity

Showing that
aLSZ2LIX S
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helps make these
links
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Experimental AGiving

results: Other
people

AVolunteering
AHelping others

Cason, T. N., & Mui, V. L. (1998). Social influence in the sequential dictator game. Journal of mathematical psych@p%&%ﬂ; Frey, B. S., & Meier, S. (200
Social comparisons and psocial behavior: Testing" conditional cooperation” in a field experim@mierican Economic Review(SY 17171722;Chen, Y., Harper, F
M., Konstan, J., & Li, S. X. (2010). Social comparisons and contributions to online communities: A field experimenteos fmoaatan Economic Review, % )9
135898; Bryan, J. H., & Test, M. A. (1967). Models and helping: Naturalistic studies in aiding bébaxmat Of Personality and Social Psychotgdy, 400407 .



Proportion including charity in their will documen

5.0%
Charitable Charitable Charitable
plans among plans among plans among
1,000 testators 1,000 testators 1,000 testators
No reference Would you like  Many of our customers
to charity to leave any Ike fo leave money {o
money to harify in their will. Are
- - charityinyour U KSNE T ye (
TEam (01 4Rbpling beavoarl will? passionate about?
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Interested Now
Definitely/somewhat/slightly

All: 33.5%
55+:23.2%

All: 38.6%
55+:38.6%

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




