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Terrified Disgusted Stubborn Ambivalent

1 2 3 4

How are you feeling today?




A Real-life experiences that illustrate key
principles for major gift success

A Discovery of unconscious competencies and
examples of how we used them

What | will cover intentionally

A Introduction to powerful pipeline and
relationship management tools




Key principles

85% of success in fund raising is based on
extraordinary relationship and rapport
skills. These are teachable

Research pays off.

The most important major gift marketing
strategy is building relationship networks.

Getting to yes may be a bumpy ride, so hang
on.

Cultivating people, not entities -- yields
bigger results.




Key Strategies
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Speaking to all styles: emotions and metrics
make a compelling combination

Creativity with gift strategies and structuring

Empowering the donor to create life meaning
through giving

Matching gift vehicle to the motivation and
behavioral style of the donor




Make friends BEFORE you need them.

Congressman Tip O Neal
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Truism 2

Your chances of getting a gift are much better if
you ask for it than if you don t ask.

Larry G. Raff

Dogs always ask for
what they want.




Core Elements
of a Strong
Philanthropic
Organization
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Mission

Vision + Institutional Strategic Plan

Case for Support

Leadership i volunteers to advocate
Stakeholdersi sources of support

Reputation 7 quality image

Program Credibility T proven performance
Financial Stability 7 strength and potential
Fundraising program 1 staff, budget, plan
Performance i results, success, accountability

Stewardship of constituents 7 building lasting

relationships




Mission

Please write down the mission of your

organization in 10 words
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Larryaos
mission

To bring focus, accountability,
creativity, passion and success to:

A Your philanthropy enterprise
A Raising the family

A Cooking dinner




A Throw out your personal feelings about
moneyi biases can effect your comfort
when asking for a gift.

A Get comfortable asking for any amount.

A Ensure that you are never surprised by the
response to an ask.

A Explore what money means to you?

o
L
a
o
Q

11



12

Get
personal

High results

Hi gh fnAtoucho
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The
philanthropic
behavior of high
net worth
households

Start with basic
understanding

TEXT 22828 and type COPLEYRAFF to join our mailing list



GREAT
PHILANTHROPIC DONOR &

LEADERSHIP
PROSPECT
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HIGH NET WORTH HOUSEHOLD GIVING

100 -
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50 = 2009
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Total* Secular Religious

#2011 and 2013 results are statistically different.

Source: 2014 US Trust Study of High Net Worth Philanthropy
High Net Worth Household = $3+ million in investable assets
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RELIGIOUS VS SECULAR GIVING

95.2
66.7
56.5
I 9

Total Secular Religious
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mGeneral Population mHigh Net Worth

ASource for the U.S. general population is the 2009 Center on Philanthropy Panel Study on giving in 2008, the latest year data is
available on average giving by American households, available at www.philanthropy.iupui.edu/research.

Source: 2014 US Trust Study of High Net Worth Philanthropy
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GIVING TO SECTORS

o —— 2.
Education 27.6

Higher Education S —22.9
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Environment/Animal Care ﬂ 6.3
Other M 4.0

ENVIrONMeNt o 5.4
3.6
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m2011

K-12 Education
e 4.1 2013

Youth/Family Services D 41 7.2
Arts TN 4.9

Health TN 5.9
Basic Needs M 5.3

International &=
B

Animals

Gliving Vehicles —23423-0
0
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Source: 2014 US Trust Study of High Net Worth Philanthropy
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OBJECTIVE LARGEST GIFT MADE

“Did you place any restrictions on the largest gift you or your household made in 2013?”

No, my gift was unrestricted (e.g., to fund the
general operations of an organization or _ 78.2

undesignated funding).

Yes, my gift was restricted (e.g., to support

program operations, a capital campaign, an - 20.1
endowment, or to honor the '

memory of an individual).

Other (Write-in) I 1.6

0 20 40 60 80 100

Source: 2014 US Trust Study of High Net Worth Philanthropy
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AVERAGE GIVING BY INCOME

B 33,351

Between $200,000 and $499,999 . 25,486

N 21

[=e]
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108,950 2000
Between $500,000 and $1,000,000 104,047 2011
88,818 2013
281,067
$2,000,000 or More® 311,341

0 100,000 200,000 300,000 400,000 500,000 600,000

Source: 2014 US Trust Study of High Net Worth Philanthropy
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AVERAGE GIVING BY SOURCE OF WEALTH

Inheritance or Family Wealth _ 239,416

Earned Income - 63,682

Spouse's or Partner's Earned Income - 44,943

other [N 43,554

No Primary Source . 22,037

0 100,000 200,000 300,000

Source: 2014 US Trust Study of High Net Worth Philanthropy
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AVERAGE GIVING BY EMPLOYMENT STATUS

I
Retiring within Five Years _ 69,649
m2009
m2011
D a3,750 m2013

Employed 49,694

83,477

64,898
Managing or Selling Business

0 20,000 40,000 60,000 80,000

Source: 2014 US Trust Study of High Net Worth Philanthropy
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 AVERAGE GIVING BY RELIGIOUS ATTENDANCE

I 99,191
Do Not Attend [ 98,418
B 6,006

I 36,181

Once or Twice a Year [N 35,315
J 2,083

i _
Once or Twice Every Six 5312;?30
Months DN 59,

B 2,989 m Total
I 80,015 = Secular

Once or Twice a Month [ 73,001 = Religious
B 7,889

D 53,781
Once a Week [N 34,668
I 19,491

I 55,155
More than Once a Week® [ 32,292
N 22,863

0 20,000 40,000 60,000 80,000 100,000 120,000

Source: 2014 US Trust Study of High Net Worth Philanthropy
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\ PLANS TO ESTABLISH GIVING VEHICLE

“Do you have, or do you plan to establish, any of the following vehicles for making charitable gifts?”
(Mark all that apply)

Will with Specific Charitable Provisions 56.7 6.6
Endowment Fund with a Particular Organization 2.5

Donor-Advised Fund at a Community
Foundation, Financial Institution, or in Another “ 1.2

Organization
Planned Giving Instrument that Specifies a
Charitable Beneficiary (Charitable Remainder or “4.2
Lead Trust, Charitable Gift Annuity)

A Giving Circle 97.3 0.2

0 10 20 30 40 50 60 70 80 90 100

m Currently Have m Do Not Have m Plan to Establish in the Next 3 Yrs

Source: 2014 US Trust Study of High Net Worth Philanthropy
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WHY VOLUNTEER

“Thinking about the organization for which you volunteered the most hours in 2013, how did you
become a volunteer at the organization?” (Mark only one option)

Qs ek oo ot e 3
prganization. '

| approached this organization _ 17.5
to become a volunteer. '
| had an opportunity to fulfill

my religious obligations or [N 11.5

other beliefs.

| had an opportunity to
volunteer with a friend, co- - 8.9
worker or employer.

| had an opportunity to

volunteer with a family - 7.5
member.

Other - 4.2

Source: 2014 US Trust Study of High Net Worth Philanthropy
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AVERAGE GIVING BY VOLUNTEER STATUS

62,302
50,396

2009

61,876
3,589

mVolunteer

m Not a Volunteer®

76,572
2013

44,137

0 20,000 40,000 60,000 80,000 100,000

Source: 2014 US Trust Study of High Net Worth Philanthropy
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DETERMINING WHERE TO GIVE MORE

“If you volunteered in 2013, please indicate whether the following statements are true or false. I gave

more to organization(s) where . ..”

My gift would have largest impact 75,397
regardless of volunteer activities. 74,167

104,100

My gift would have largest impact and
114,699

volunteered at organization.

| served on board or had oversight role.

m2011
7 m2013

| volunteered in role other than a board 100,876
member. 114,123
| volunteered the largest number of 83,358
hours. 99,290

0 40,000 80,000 120,000

Source: 2014 US Trust Study of High Net Worth Philanthropy
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GIVING MOTIVATION

Hnen You BV erence e . 73
Difference )
For Personal Satisfaction [, 731
To Support the Same Causestrganizations Iﬂﬂr _ 66.0
After Year )
In Order to Give Back to Your Community e 627
When You Are on the Board or Volunteer for the _ 61.8
Organization :
Because of Your Political or Philosophical Beliefs [ 497
To Remedy Issues That Have Affected You or _ 44.6
Those Close to You (e.g., Cancer, Drug Addiction) :
Spontaneously in Response to a Need [ 439
Because of Your Religious Beliefs [ 40.1
To Honor Another (e.g., Memorial Gifts, _ 397
Celebratory Gifts) )
To Receive a Tax Benefit [N 344
Because of Your Desire to Set an Example for _ 332
Future Generations )
When You Are Asked [N 285

Other (e.g., Social Norms, Businesss Interests) [ 10.2

0 10 20 30 40 50 60 70 80

Source: 2014 US Trust Study of High Net Worth Philanthropy
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With Donors




What is
rapport
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Rapport is one of the most important features or
characteristics of unconscious human interaction.

It is commonality of perspective, being in "sync,"
being on the same "wavelength" as the person with
whom you are talking.

Rapport is the feeling of harmonious connection
between people or groups of people.

Techniques to build rapport include: matching and
mirroring your body language, voice tone and
volume and descriptive language.

Rapport techniques can be learned and applied
Intentionally to increase relationship success.




Neuro -Linguistic Programming embraces
three simple concepts.

A We experience our reality through our
neurological system. Everything we
encounter is channeled and processed
through our five senses .

A Our neural representations are coded,
ordered, and given meaning through language
and non-verbal communication.

A Each person expresses his or heunique
A pr ogr farm@nmunication that we can
learn from to establish rapport, relationships,
trust, and influence.

gOPLEY



Read the donor
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A Great Major Gift office

Most do this unconsciously. They are
AUnconscious Competents 0

We <can al Condzieus 0o me i
Competents 0 t hrough basic e
Behavioral Type, Emotional Intelligence, and

NLP.

Whet her you are already
Competento or not, thes
you to intentionally design your behavior and

your communication for success with your

donors.
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Being in sync

People feel understood and safe with people
who are like themselves

Match the donords volu
rate of speech to increase trust and to foster
the donords willingnes

Mi rror t hbedyldrmuager @igh
subtlety to automatically increase rapport.

Like partners in a dance, we unconsciously
mi rror each ot herabd mo
postures.

When you are in pace with your dancing
partner, you will easily lead them to the next
step.
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Rapport-=-Likeabllity

We say yes to someone we like.

@OPLEY
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Rapport-Complexities

Facial Physiology and
Body Language

55%

Voice: Words
Level 7%
Tone
Timbre
Rhythm

38%

@OPLEY
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From Rapport To Relationship

R I D E T H E W AV E
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Anything is possible




Non -verbal Communication
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Al n our family when yol
could not tell a story until you proved you
could Iisten to one, o I
my aunt, my uncle, my grandparents, they

would look at me and say, Bill, did you

hear that? And I'd say, yes, | did. Did you
understand it? | think so. What did you

hear? And you would have to stand up and

say what you heard. And | don't think so

much of that happens ai

Of those listening skills, he said: "I
think thatos why | got
president.”
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Select a RoleA (Speaker) or B (Listener)

A --StandorsitfacingBand tal k about any
comfortable sharing.

B -- Listen to A and repeat what you hear, word for word,
while A talks.

A-- Talk for 60 seconds.

B-- Tell A the essence of what you heard?

B AskA:

ADid you feel you were being "heard"?

AWhat were you feeling when you were Talking?
ADid | get the 'essence’ of your communication?

A AskB:
AWhat were you feeling when you were listening?
ADo you think you got the 'essence’ of my communication?

Reverse Roles and Repeat

topi
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The power of a smile when you are all alone

Smile

Magnetic Resonance Imagery
confirms --

the brain structures that trigger
smiling activate dopamine to
produce more smiling, pleasure,
and an increased feeling of well
being.

Dopamine deactivates
negative emotions

@OPLEY



