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Diversifying Fundraising
Five Elements of Defining Your
Direction

. Creating Your Own Pyramid

ldentify, Assess and Develop Your Donor Base
The “Magic Wand” of Resources

. Spider Mapping

. Words that Count
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Sample Capital Campaign

Focus
inthe
Silent
Phase

Focus
in the
Public
Phase

S5 Million Goal Giving Pyramid

$300,000 A Board & Executive Team
$290,000 ‘ndividuals with Lifetime giving of 40K+
o $400,000 -Top 17 Corporate Partner Organizations

$2,500,000 Government Grants

nity Grants & Family Foundations
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ldentify, Assess and Develop

Your Donor Base

Identify

Those closest to you
Previous donors

Lapsed donors

Referrals

Event attendees, non-donors
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ldentify, Assess and Develop
Your Donor Base

Assess

o Affinity
e (Capacity
e Relationship
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ldentify, Assess and Develop
Your Donor Base

Develop

e Moves management
e Typical stewardship
® More customized stewardship
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Moves
Management

Best Practices
of Fundraising

If we take each of the five steps in Moves
Management in order, the relationship
unfolds organically, and everyone benefits.

1. Identify

During this phase we identify our most

learn enough about them to understand their relationship to the r

2. Information

IDENTIFICATION

MORE
INVESTMENT INFO
MONEY \  INFORMATION
INCREASED )
INVOLVEMENT
REFRESHED
INTEREST
INVOLVEMENT ——
INTEREST
O

likely prospects (those closest to the organization) and
on.

Here we clarify for the prospects what issue or opportunity needs attention, what can be done
about it, what will be different if we address it, and what's in it for them or the community.

3. Interest

In this stage, we pay close attention to see if the prospect is participating in the conversation.
Are they calling the office with questions, responding to our online survey, sticking around
after a program or event, indication that they are curious about our work?

4. Involvement
At this point, those who are interested

usually get physically or emotionally involved, making

an in-kind gift of goods or services, volunteering in some small way, attending something, or
participating in a task force or focus group.

Organizations that spend more energy and resources on

building relationships, than askin
money and their donors stay longer

the

g for money, ultimately make more
and share their excitement with others.
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Sample Fundraising Revenue Pie

ANNUAL FUND

MAJOR GIFTS N

PLANNED GIVING

EVENT

GRANTS
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Relationship Mapping

Connecting People | Know

EVERYDAY CONNECTIONS
(Neighbors, Schools)

FOUNDATIONS & PHILANTHROPIC
CONNECTIONS

VOLUNTEER & ASSOCIATION
CONNECTIONS (Service Clubs)

FRIENDS & FAMILY CONNECTIONS

PROFESSIONAL CONNECTIONS
(Business & Vendors)

SOCIAL CONNECTIONS
(Club/Church Members)

POLITICAL & GOVERNMENT
CONNECTIONS
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Words that Count
Your Choice of Words...They Count!

Hit them up
*  Twist their arm
* Lean on your friends
*  You owe me
*  Pick their pockets
* Putthe squeeze on them
* Put the bit on them
*  Put the screws to them
* Put the arm on them
* Come in for the kill
* Rope themin
* Strong-arm them
*  Work them over

Get them to cough it up
Milk them

Hide your checkbook
Suck them dry

Sucker them in

Hook them

Buttonhole them
Corner them

Plead, beg, gouge, mine, hustle
Bleed them

Squeeze it out of them
Shake them down
Hammer them

Give them the schmiel
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Words that Count
Encouraging Words...That Count!

* Gift approach * Invite

* Visit with * Reach outto

* Share your passion * Educate

* An opportunity to * Sharing your community’s
invest needs

* Solving a problem * Solving an issue

* Offering a safetynet * Join me
*  We must fix this
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