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WHO IS THIS GUY?
AND WHY SHOULD WE LISTEN TO HIM?

GregWARNER

| WAS RUNNING A NICE LITTLE MARKETING AGENCY.

It was a good business but not exceptional.
We generated highly qualified leads for sales teams at private companies.

We did good work.

But something was missing. We were just a “job
shop.” That meant... if you had a job for us, we’'d
get it done.

We helped our clients sell travel tours, satellite
dishes, and exposition booths. Sometimes we
built websites. Other times we developed new
brands, logos and slogans.

While running my agency, | was always worried
about my wife. She has been an insulin
dependent diabetic since the age of nine. We
wanted to help find a cure. So we donated
money to charities. Then, one day, we received a
letter that was so offensive, so poorly thought
out... so STUPID... | just had to say something.

So | offered to help. And the strategy |
recommended worked!
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Before | knew it, another diabetes-related
organization asked how we did it. Then another
nonprofit called. And then another. And another.

Soon | determined that | needed software to
increase the results we were delivering. But it
didn’t exist. So, | built it!

That's when | realized that driving to work felt so
much better when | was helping generate more
revenue at lower costs for good causes. So, | re-
engineered my agency to help nonprofits.

Today we are growing fast. Most of the best
known nonprofits in the U.S. have signed up with
us. And, recently we won the award for Most
Innovative Small Business from SCORE (Service
Corps of Retired Executives — former CEQ’s).
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WHO IS THIS GUY?

AND WHY SHOULD WE LISTEN TO HIM?

AN ALTERNATE UNIVERSE?

As | explored what worked and what didn’t for raising money | was confronted with some painful truths. Some
fundraisers didn’t like me. They thought my ideas were disruptive. They didn’t believe me when | told them
about our achievements. They thought fundraising was different. “Fundraising is not marketing,” they said.

Phooey! My firm was generating leads for planned gifts by the
truckload. We were also uncovering tons of hidden bequests. The
return on our clients’ investments in marketing was ridiculous.

But one day, when | went to a local event to present what we were
doing, | was met with resistance, ambivalence and consternation.

It was strange. | felt like | was in an alternate universe. One filled with
wacky marketing concepts. Costly, ineffective strategies were
embraced. What worked in the private sector was scorned.

Lawyers were counseling nonprofits about lead generation marketing.

Their services were expensive, yet they refused to talk about results
(or lack thereof). They even provided the same copy, pictures and
designs to competing organizations in cookie-cutter formats. And
worst of all, they encouraged their clients to spam their supporters.

Wacky “marketing”?

- Tons of expensive newsletters
d@ . Cookie-cutter websites and brochures
(\‘ . . Spam emails
. Hardly any testing
! ' . Shhh!! Don't talk about results
— . Misdirection & lying

| developed empathy for your challenges

Lack of time

Not enough staff

Tight budgets

Travel is time-consuming and expensive
Qualifying prospects is very difficult

| learned what fundraisers really
wanted to know

N
) Who to engage? \
) When to engage? ". ,
@ Why they care? :l

(?) What to say?
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ENGAGEMENT FUNDRAISING




ENGAGEMENT FUNDRAISING BASICS

9 Similarities Between “Marketing” Relationships
& “Real” Relationships

1. Trust is key nothing happens without it
2. Relevant personalized

3. Conversational human, not formal

4, Two-way talking and listening

5. Respectful polite, considerate and fair
6. Valuable/meaningful benefits for both

7. Easy and comfortable convenient and relaxed

8. Multi-channel phone, email, face-to-face
9. Strategic bad strategies = bad results

Stages of a Relationship

Relational
maintenance

Bonding Differentiating

Mark Knapp

literally wrote Integrating Circumscribing

the book on

interpersonal Coming Coming
communication SR .

theories together Intensifying Stagnating apart

o Experimenting Avoiding
COMMUNICATION

Terminating

Mark Knapp's Relationship Model
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ENGAGEMENT FUNDRAISING BASICS

Marketing funnel

AIDA is a well-known
marketing acronym. It
describes the list of events
that must occur in order to
move prospects though the
decision-making process.

AWARENESS

INTEREST

DESIRE

ACTION

© Copyright 2015 All rights reserved ~ MarketSmart  301.289.3670  info@imarketsmart.com  www.imarketsmart.com



ENGAGEMENT FUNDRAISING BASICS

Nonprofits tend to want to move the AWARENESS
donor to take action too quickly

e —

N

ACTION
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ENGAGEMENT FUNDRAISING BASICS

Marketing hourglass |
$ |

> AWARENESS INTEREST DESIRE ACTION >STEWARDSHIP

Getting the disclosure
is just the beginning
of the process. Once
you uncover a hidden
legacy gift, then you
need to steward the
relationship because
your supporter will
always be able to
make changes.

Reinvest in more
engagement
fundraising
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ENGAGEMENT FUNDRAISING

CONVENTIONAL WISDOM

SOMETIMES MIGHT BE SOMEWHAT EFFECTIVE

v

v
v
v

Frequency of giving?
Recency of giving?
Longevity of giving?
Total dollars given?

Conventional list-building practices look
backwards. They assume that past performance
is a predictor of future success. But that isn’t
always the case. For instance, we have found
that longevity of giving (in particular) is not often
a predictor of the likelihood that a supporter will
consider a legacy gift. Plus, frequently it has
been found that many legacy gift supporters
never even donate to the charity for which they
planned a gift. In fact, one of our clients receives
83% of their legacy gifts from non-donors.

UNCONVENTIONAL WISDOM (“VERBATIMS”)

ALWAYS IRREFUTABLY VERY EFFECTIVE

ANIRN

AN NI N N SR

Engagement?

Involvement?
Family-oriented connection?
Passion / Why they care?
Commitment?
Childlessness?

Level of education?

Age”?

Verbatims come straight from your supporters.
They can be measured in real-time. You can
capture them from donors, non-donors, board
members and volunteers. Then they can be
scored to help you determine who is most
interested right now.

Best of all, verbatims include data points you
simply can’t buy.
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ENGAGEMENT FUNDRAISING

Recognize that there are actually two pyramids:
@ @

Legacy GiftS = Other Legacy Gifts

—
o Staff .

* Volunteers

— * Facebook likes
« Twitter followers
* Infrequent donors
* Non-donors
 Others

And essentially 5 target audiences:

“Non-donors
®Donors

°Frequent, longtime donors

°PG leads & engaged people

Board members (past/present)

(5]

Legacy society members
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ENGAGEMENT FUNDRAISING

You need to know who is most likely to act now ¢

“Verbatims”
Past Real-time online
dandar engagement

tracking and
survey data

The only way “Verbatims”
togeta Engagement

360° and passion

donor profile SCoring
is by capturing
“verbatims”

- ‘-
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ENGAGEMENT FUNDRAISING

Offer value to get prospects engaged

Consider your customer’s
(donor’s) emotional wants, hidden
fears, and rational needs.

Then create an offer that delivers
value (features = how can | get it,
benefits = why should | act?, and
an experience = what will | feel or
experience if | act?)

Plus, make sure your offer
compels people to act (otherwise
you’ll combat inertia).

@© Strategyzer

Value Proposition Canvas

Product

-

Benefits
ij?

Experience

How? whakt?
Features
Start here L’

s Evotional

Customer

Inforsredion:y gelueziior:y a1

By
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ENGAGEMENT FUNDRAISING

TRADITIONAL OFFERS YOUNGER
You guess what
supporters want
. Finances

. Death

Gifts of Cash
Appreciated Property
Charitable Lead Trusts
Term of Years Trusts
Life Income for Others

WEALTHY

50-65

MIDDLE-AGED

65+

OLDER

Gifts of Cash
Appreciated Property
Charitable Lead Trusts
Term of Years Trusts
Life Income for Others

Testamentary Lead Trusts

CRT for Donor’s Life

. Taxes

Gifts of Cash

MEANS

Gifts of Cash

LIMITED MODERATE

MEANS

Giks of Cash
Appreciated Property
Term of Years Trusts

Charicable Truses for Life
Pooled Income Fund

Gifts of Cash

Term of Years Trusts
Pooled Income Funds
Gift Annuities

irement Plans
& Insurance.
Gifts of Cash
Bequests
Gift Annuities
Retirement Plans
& Insurance

Tell us about your gift so
we can plan ahead
Estate planning seminar
with free dinner

Join our legacy society

Learn about making a
will so the IRS doesn't

get your money

© Copyright 2015
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ENGAGEMENT FUNDRAISING OFFERS

You learn what the prospect wants first by engaging with them
. Give ‘em opportunities to think about life and legacy

. Ask them to tell you why they care

. Find out who inspired them

. Help them get past their avoidance of the subject

STRONG
OFFERS

Share your story with us

and others like you

See the video about Jeff
and why he left a gift

Download this checklist
to help you plan

Learn how to write a
legacy letter for your

family so you can pass
on your life lessons and
values
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ENGAGEMENT FUNDRAISING

Timing
Match the right offers with each stage of the consideration process
OFFER A OFFER B OFFER C

1

> AWARENESS INTEREST DESIRE ACTION >STEWARDSHIP

|

generate interest for more engagement

" $ ) :1 a | 7
- - ‘ ; ¥ \ Valuable offers —> Build awareness and
f oo 0y N

More engagement —> Builds desire
2015 2016 2017 2018 2019

Intense desire —> Leads to action

GOOD OFFER + BAD TIMING = POOR RESULTS
BAD OFFER + GOOD TIMING = POOR RESULTS

GOOD OFFER + GOOD TIMING = BEST RESULTS
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ENGAGEMENT FUNDRAISING

Get them into the legacy giving state of mind:

Bequest giving is just plain different

Putting donors in the right state of mind elicits more of
the kinds of responses you want

Symbolic immortality

Desire to continue to live on after death

p Autobiographical heroism

Desire to be perceived favorably after death

Visualized autobiography

Seeing one’s life from a third person perspective

Commemorative immortality

Honoring, recognizing or paying tribute to others
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ENGAGEMENT FUNDRAISING

Help them get past their
avoidance of the subject

Give them the “medicine”
with valuable offers
(like a spoonful of sugar)

Examples of creative that works!

Tell

Your

SO0y« Cronte Your
AUTOBIOGRAPHY
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Tribute Campaign:
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9
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CHALLENGE
CAMPAIGN
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For more ridiculously
effective ideas, contact

us today at
301-289-3670
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ENGAGEMENT FUNDRAISING




Employ “3-to-1 fundraising”,

Get free pads here:
www.imarketsmart.com/321

Most nonprofits will thank their supporters for their gifts. But too many fail to report
what they did with the money. And, most fail to offer valuable engagement opportunities
to their supporters to build a deep relationship. At MarketSmart, we think you should wait
until you check all three boxes before you ask your supporters for another gift. We feel
so strongly about this that we created pads for you— 100% free of charge.

Report  Offer Ask
Supporter name Thank ‘em  results engagement again

Michelle Browon @ @ @ @
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Recognize the consideration continuum

» Last few years of life are turbulent
» Early deciders give 4x more

1- Generate disclosures => Steward legacy givers
2- Generate leads => Discover consideration stages
=> Learn interests and desires

=> Zero-in on who's ready to meet

3- Cultivate leads FOREVER

) AWARENESS

INTEREST DESIRE ACTION ) STEWARDSHIP

Leverage technology

«  Be more efficient

« Engage more people at
lower cost

* Deliver relevant,
personalized messages

« Automate the cultivation
process

«  Zero-in on the right people
at the right time

« Do more with less time &
reduced resources

YT
N

Considering?

WIKIPEDIA

The Free Encvclonedia

2019

© Copyright 2015

market! ~smart Get a Demo

We can help you
leverage technology
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ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

L)I/\/é
442)4(51\/55

on emails;
business cards;
letterhead;
mailers;

reply forms;
booklets;
magazines;
articles;

photos;

banners;
invitations;
research reports;
website pages, etc.
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s UBIQUITOUS MESSAGES

Many of our supporters have made a gift
to [organization name] in their will or
estate plan.

Would you consider such a gift?

If so, it is important that you please be
sure to use the following legal language:
[Place language here]

[Tax ID # here]

MarketSmart  301.289.3670 info@imarketsmart.com  www.imarketsmart.com



ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

5727‘)4@6%/015’&
Claire Meyerhoff’'s
PIZZA PARTY PLANNED GIVING

@ (3]

Give them a cheat sheet that Start dialing! Make sure to ask
your supporters why they care

Buy a couple of pizzas for your staff,
volunteers, and board members. includes tips on how to call
donors to say “thank you.” about your mission. Encourage
them to tell their stories. Then
finish each call by asking, “Would

you consider a legacy gift?”
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ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

<]
BUTLDIN
AMAKEI\/E

ERATING INSERTS IN DONATION

Tons

Your planning information —
is always available online at:

I American
« How to establish an annuity for lfe that pays income higher than current rates, Diabetee,
« How to redu e ssociation.

(703) 549-1500 Ext. 2164
giving@iabetes.org,

I

o prepare a wil,

sh an annusity that pays
income higher than current rates

Olame
A

American Diabetes Association
I

Manager, Planned Giving
1701 North Beauregard Street
Alexandria, VA 22311

RECEIPT LETTERS

© Copyright 2015
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ENGAGEMENT FUNDRAISING

AwA

LOW-COST IDEAS

gUTIDING

CENESS

SOCIAL MEDIA ANNOUNCEMENT

facebook

City of Hope is on Facebook. To connect with City of Hope, join Facebook today. Bequesf f()r Cl‘l’y Of Hope wdas dan

Log In

View Edit History
City of Hope
Ron Wardwell, a cancer survivor, Vietnam veteran and 18-year City of Hope I <00]  wiweer o
volunteer, talks about why he's leaving a legacy gift to City of Hope. “I hope my
gift can play a role in making sure needs can be met for future patients.”

Ron Wardwell, City of Hope volunteer says bequest was an easy decision
givehope.cityofhope.org

October 2 at 7:57pm - Edited - Public
20 Comments

&1 Paula Rodelo and 224 others like this.

Cecilia Vasquez
Thanks Ron for always going above and beyond the call of duty, lots of love from

EHS team !l (%%
@3- 0ct2

Priscilla Rondomanski

Hope your heart is full with all the good you do. See you at COH soon.
42 - Oct2

Ruby Kong

Ron you are my inspiration. You done so much for city of hope and the Huntington.

So glad you are my friend.
2 - Oct2

Leslie Allen
Ron is an amazing person!!! He has helped me on a couple of occasions! My first
chemo appt he saw me and told me it was ok to just come and sit and relax in tge

biller center
&2 -0ct2

© Copyright 2015 All rights reserved ~ MarketSmart ~ 301.289.3670

easy decision for Ron Wardwell

81 o Dinit 1

‘?\ R X ]

Ci(ym
Hope

Don't

Hold
Back

with
Ron Wardwell
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ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

U TIDING

1w0ARENESS | ARGE VISUAL DISPLAYS

“Your generosity could completely
change my life, and the lives of
others of all ages who deal with

diabetes every day

Please consider a gift to
benefit others in your will
or estate plan

Learn more at www.myplanwithada.org

American
AN
. Association.

American Diabetes Association
Department of Individual Giving

7 + © Copyright 2015

YALAL

\rvﬁj A LEGACY FOR TOMORROW
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ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

sUTIDTIE
i CHARITABLE GIFT ANNUITIES
LEADS

R Rt 47%

’ ot Annual Payment NI

65 70 75 80 85 90+
5% 5.8% 6.8% 78% 9.0%
81,275 $1,450 $1,700 $1,950 $2,250

ot b el
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ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

B/,(ILDIA/é &

4“)4ng£§§ ASK YOUR BOARD, STAFF AND VOLUNTEERS
66’\“—.(47"1/\/6 )

LEADS

avt va\ )
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ENGAGEMENT FUNDRAISING

LOW-COST IDEAS
U DI/’}/?
4“)4254711\/6 ADS IN PERIODICALS WITH A REPLY DEVICE
5435

FREE Personalized
Estate Planning

Information from
a source you
know and trust.

FREE Personalized
Estate Plannmg Informqrvw

PRGORO298WO3

Questions? Contact our Director of Esta
at (888)700-7029 or email giving@did

© Copyright 2015 All rights reserved ~ MarketSmart  301.289.3670  info@imarketsmart.com  www.imarketsmart.com



ENGAGEMENT FUNDRAISING

LOW-COST IDEAS

UTLDING
2 oARENESS BANNER ADS

CALIFORNIA
ACADEMY OF CALIFORNIA
) SCIENCES ACADEMY OF

SCIENCES

CALIFORNIA
ACADEMY OF
SCIENCES

Givethe You can A gift after your lifetime

next generation inspire future will help teach science to .

the opportunity to generations to future generations 0 Do
LOVE LOVE AUV,
S BE LIKE MINE %

SCIENCE ¥\
LEARN HOW » . L

CALIFORNIA You can inspire
ACADEMY OF future generations to
SCIENCES LOVE SCIENCE
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ABOUT MARKETSMART

MarketSmart is a revolutionary marketing software and services firm that helps fundraisers

Customers include hundreds of large and mid-sized nonprofits around the world including the Smithsonian, Food for the Poor, City of Hope
Cancer Research Center, The Navy-Marine Corps Relief Society, Human Rights Campaign, The San Francisco Opera, Ocean Conservancy,
The United States Holocaust Museum, many colleges and universities along with other leading organizations in every sector.

MarketSmart’s unique suite of solutions help fundraisers zero-in on the donors most likely and ready to make mid-level, major or legacy
gifts. These game-changing Internet tracking technologies score each prospect’s level of engagement online in order to help fundraisers
prioritize who should be contacted most urgently. Additionally, our other products include:

@ The Fundraising Report Card which helps nonprofits visualize their metrics while providing valuable benchmarks by sector (free for
organizations with 5,000 or fewer donors);

® And the DAFwidget (BETA) which helps nonprofits generate more revenue from donor advised funds at no cost (free for all
nonprofits).

Organizations implementing MarketSmart's systems and strategies have been able to revamp their approaches to mid-level, major gift and
legacy gift marketing to

market! ~smart

arketsm
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