THE 25 GOLDEN RULES

OF FACE-TO-FACE FUND RAISING: A WORKSHEET

Based upon the book Asking:
A 53Minute Guide to Everything Board Members, Volunteers and Staff Must Know
to Secure the Gifty Jerold Panas. Emerson & Church. 2002.

PART ONE ¢ THE BASICS:

1.

10.

11.

Begin by knowing everything possible about the institution, its mission and vision
for the future, its program and the project.

Make certain in your heart-of-K S NIia GKI G @2 dzQNB O2YLJ SGSf ¢
worthiness of the organization and the significance and value of the project.
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history.

After careful assessment, determine the specific amount you should ask for.
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out loud several times before your visit.

Setting up the visit is 85% of getting the gift. Whendoingso,R2 Yy Qi YIF 1S GKS
case or try to get the gift on the phone.
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the visit.

Write out in advance all of the reasons your prospects may try to put you off.
Practice how to respond.

When you make the visit, go in pairs.
Call on your best prospects first.
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Enthusiasm.
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12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

During the visit, use your early moments to establish rapport. Take as much
time as necessary. But remember, your objective is to talk about the project and

to get the qift.

Probe for concerns your prospect may have about the organization.
Acknowledge them as appropriate, reminding the prospect of all the important
work the organization does.

Ask open questions. (Avoid those that can be answered by yes or no.)

LISTEN, LISTEN, LISTEN.

Take no more than 11 minutes to present the project and its irrefutable
rationale.

The case for the project has to be relevant, have a dramatic and emotional
appeal, and provide a sense of urgency.

Convey the benefit to the donor. It has to be a win-win for the institution and
the donor.
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not money.

52y Qi &S alk abduSdutionmN Bhdirdsults, how the project will
change lives.

Give testimony to your own gift and what others have done.
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gift of Xde

Wait foraresponse. 5 2 V Qi ¥ A £ fc nokmgtterihdw3ongit eénS 6 O S
take.
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how the prospect really feels about the program. If your request is rejected, use

the Four Magic Questions: Is it the Organization? Is it the Project? Is it the

Amount? Is it the Timing?

2
© CoreStrategies for Nonprofits, Inc. [J Revised 2007
PO Box 630745 [ Miami, Florida 33163 [1 888-458-4351 [1 954-989-3442 (fax)
www.CoreStrategies4Nonprofits.com

QX

l.j



THE 25 GOLDEN RULES OF FACE-TO-FACE FUND RAISING: A WORKSHEET

25. Get a commitment to something before leaving, either the gift or a date for
another visit.

PART TWO ¢ QUESTIONS TO ASK YOURSELF BEFORE YOU CALL:
We strongly suggest you write out your answers.
¢ Which among these suggestions are most compelling for you? Why?

e What makes you most uncomfortable about asking famgift?

e What action step will you now take to overcome your discomfort?

e With which donor or prospect d you think you will have the best chance of
success in your next attempt to ask for a major gift?

e How will you know when his person is ready to baskedand will you then
make a commitment to make an appointment to see this person?

¢ Whom will you take with youfor the solicitation and why?

¢ Whatever the response to youask, what will your next steps be?
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