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How are you feeling today?

Terrified

1
Disgusted

2
Stubborn

3
Ambivalent

4
Happy

5
Eager

6
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What I will cover

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

Å Discovery of unconscious competencies and 
examples of how we used them 
intentionally

Å Introduction to powerful pipeline and 
relationship management tools
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Key principles

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

Å Research pays off. 

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

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

Å Cultivating people, not entities -- yields 
bigger results.
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Key Strategies

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

Å Creativity with gift strategies and structuring

Å Empowering the donor to create life meaning 
through giving

Å Matching gift vehicle to the motivation and 
behavioral style of the donor
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Truism 1

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.
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Core Elements 
of a Strong 
Philanthropic 
Organization

V Mission

V Vision + Institutional Strategic Plan

V Case for Support

V Leadership ïvolunteers to advocate

V Stakeholders ïsources of support

V Reputation ïquality image

V Program Credibility ïproven performance

V Financial Stability ïstrength and potential

V Fundraising program ïstaff, budget, plan

V Performance ïresults, success, accountability

V Stewardship of constituents ïbuilding lasting 

relationships
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Mission Please write down the mission of your 

organization in 10 words
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Larryôs 

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

Å Your philanthropy enterprise

Å Raising the family

Å Cooking dinner
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Disconnect
your biases

Å Throw out your personal feelings about 
moneyïbiases can effect your comfort 
when asking for a gift.

Å Get comfortable asking for any amount.

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

Å Explore what money means to you?
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Get 
personal

High ñtouchò

12

High results



The 
philanthropic 

behavior of high 
net worth 

households

Start with basic 
understanding
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WEALTH

INTEREST IN 
MISSION

PHILANTHROPIC

INVOLVEMENT
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GREAT
DONOR & 

LEADERSHIP
PROSPECT
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Source: 2014 US Trust Study of High Net Worth Philanthropy

High Net Worth Household = $3+ million in investable assets

HIGH NET WORTH HOUSEHOLD GIVING
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Source: 2014 US Trust Study of High Net Worth Philanthropy

RELIGIOUS VS SECULAR GIVING
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Source: 2014 US Trust Study of High Net Worth Philanthropy

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

OBJECTIVE LARGEST GIFT MADE
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Source: 2014 US Trust Study of High Net Worth Philanthropy

AVERAGE GIVING BY INCOME



20

Source: 2014 US Trust Study of High Net Worth Philanthropy

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

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

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

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

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

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

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

GIVING MOTIVATION





What is 
rapport

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

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

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

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

Å Rapport techniques can be learned and applied 
intentionally to increase relationship success.
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Neuro -
Linguistic 
Programming

Neuro -Linguistic Programming embraces 
three simple concepts. 

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

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

Å Each person expresses his or her unique 
ñprogramò for communication that we can 
learn from to establish rapport, relationships, 
trust, and influence. 
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Read the donor

Å Great Major Gift officers can ñreadò people. 
Most do this unconsciously.  They are 
ñUnconscious Competents ò

Å We can all become ñConscious 
Competents ò through basic education in 
Behavioral Type, Emotional Intelligence, and 
NLP.  

Å Whether you are already an ñUnconscious 
Competentò or not, these tools will empower 
you to intentionally design your behavior and 
your communication for success with your 
donors.
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Being in sync

Å People feel understood and safe with people 
who are like themselves .

Å Match the donorôs volume, tone, and 
rate of speech to increase trust and to foster 
the donorôs willingness to communicate.

Å Mirror the donorôs body language with 
subtlety to automatically increase rapport. 

Å Like partners in a dance, we unconsciously 
mirror each otherôs movements and 
postures.

Å When you are in pace with your dancing 
partner,  you will easily lead them to the next 
step.
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We say yes to someone we like.

Rapport = Likeability
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Rapport Complexities
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From Rapport To Relationship
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Anything is possible
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Non -verbal Communication
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ñIn our family when you were a child you 
could not tell a story until you proved you 
could listen to one,ò Bill Clinton said. ñAnd 
my aunt, my uncle, my grandparents, they 
would look at me and say, Bill, did you 
hear that? And I'd say, yes, I did. Did you 
understand it? I think so. What did you 
hear? And you would have to stand up and 
say what you heard. And I don't think so 
much of that happens anymore.ò

Of those listening skills, he said: "I 
think thatôs why I got elected 
president."
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ACTIVE LISTENING

Select a Role A (Speaker) or B (Listener)

A -- Stand or sit facing B and talk about any topic youôre
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?
______________________________________
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B Ask A :
ÅDid you feel you were being "heard"?
ÅWhat were you feeling when you were Talking?
ÅDid I get the 'essence' of your communication?

A Ask B :
ÅWhat were you feeling when you were listening?
ÅDo you think you got the 'essence' of my communication?

Reverse Roles and Repeat



Smile

The power of a smile when you are all alone
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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 .


