Course Title: 
Fundamentals of Solicitation
Primary audience: Resource development professionals engaged in the function of soliciting face-to-face requests. Resource development professionals at all levels of experience; volunteer board members; CEO’s and other leaders called on to meet donors and/or prospects to solicit gifts for their ministries.

Course Objective(s) – Participants will:

1. Appreciate the difference between annual gift and major gift solicitation.

2. Be able to listen for and identify clues regarding someone’s motivation to give. 

3. Differentiate the techniques appropriate for different levels and /or types of giving.

4. Become familiar with the “preparation steps” for face-to-face solicitation.

5. Apply appropriate solicitation techniques in specific situations. 

Key Concepts: to receive you must ask, but ask appropriately and effectively. 

Solicitation Readiness

Understanding a donor’s motivation to give.

· It is your job to find out everything you can about your donor

· Understand the donor’s capacity to give (wealth point research)

· Understand what and where they have given in the past (donor history)

· Understand the donor’s relationship to your organization (volunteer history, knowledge of organization, who they know in the organization, etc.)

· Understand the donor’s interests (what social problem do they want to elevate, what ministry do they want to see expanded?) 

· When we understand an individual’s philanthropic motives, then we can:

· Select the case to present

· Select the most effective solicitation method or methods

· Offer meaningful opportunities to give

Some reasons people give: 

· To answer God’s command to love our neighbors, care for others

· To spread the Gospel

· To diminish negative feelings (guilt, fear, anger)

· To gain immortality (feeling that their gift goes beyond their lifetime, they will be remembered, naming opportunity)

· To express deep emotion Grief – memorial, Joy – honor, commemorative)

· To give something back

· To identify with a worthy goal or cause

· To respond to the person asking

· To gain tax or financial benefit (usually last reason)

When is a prospective donor ready to receive an ask? 

· When the prospective donor knows enough about your organization/cause

· When the donor has shared with you why they give.

· When you can make an ask that will meet the donor’s objectives. 

The Solicitation Process: 

Five critical elements of a successful solicitation:

1. The right solicitor (this is not always the development staff, could be pastor, CEO or other leader, Board member or friend of donor) 

2. in front of the right prospect (motivated with capacity to give) 

3. with the right proposal (a cause that meets the donors objectives)

4. in the right amount 

5. at the right time 

Planning the face-to-face solicitation:

· It is your job as a development officer to plan the process

· Who in our organization is closest to this donor, who do they respect? 

· Decide on a strategy (One on one – peer to peer, two on one – staff and peer) 

Who leads?

Who describes need/presents prospectus? 

Who asks?

Who reinforces?

Who handles objections? 

Who closes? 

· Establish and appointment in advance – tell prospect the reason for our call, who will be attending, how much time it will take. 

· Prepare a prospectus based on the case statement for your cause. Include:

An introduction

State the problem this gift will solve/help alleviate

Explain why the gift is needed/how it will help

A gift amount

Be clear how the gift will be used

Attach supporting documents (budget, client stories, photos) 

· Rehearse. 

Practice your presentation

Every solicitation should be treated as a separate campaign 

Making the Ask:

· Keep your sights high. Know the facts. Speak in a friendly manner and with authority.

· Convince yourself first. You will be able to be firmer and more passionate in your presentation if you have made your own meaningful contribution to the cause first.  

· Be proud of your role. You are giving the person the opportunity to respond to God’s love and blessings in their life in a generous and meaningful way. 
· Ask for the prospect to consider the maximum gift his/her interest and resources will allow. 
· Respond to all questions. Seek on behalf of the donor the answers to any complex inquiries. 
· Suggest possible benefits (recognition, naming opportunities, tax and financial benefits to the donor, problem solving, and extension of mission) as a result of giving. 
· Help the donor to realize that to give to such a purpose is a privilege and a blessing. 
· Ask, then be quiet and wait for the donor’s response. 

Follow-up:

· Get a commitment to the gift amount or a commitment to consider before you leave the call. 

· If the prospect needs time to consider make another appointment to call back.  Call back.  It is your job to get an answer to the request made. 

· Keep notes from call in donor software.  Information kept in your head or in your private notes is no help to the fundraisers who will follow you and you are doing a disservice to your organization by not keeping accurate files. 
· Keep in contact and plan for follow-up with prospect for a planned gift.
Dealing with objections/rejection:

·  Don’t just accept a gift that is too small. If you sense that the prospect is going to offer a much smaller gift, try to negotiate up or suggest a pledge over a longer period of time for the same amount. 

·  If you sense that the prospect is going to say no, withdraw by saying that “perhaps this is not the best time” and offer to return in a few weeks or ask when a better time might be to meet again. 

·  Always leave on a positive note. Say thank you. 

Stewardship and Recognition:

· Is more than saying thank you. 

· Donors should be stewarded in ways that are meaningful to them.

· Thank you letters and receipts should be completed and mailed in a timely manner (with in 48 hours of receipt of gift). 

· Ask how the donor wishes to be recognized. 

· Provide opportunities for the donor see and hear how their gift is being used (site visits, client letters, newsletters, etc.)

· Large gifts should be acknowledged by the president, CEO/ board member.
· Maintain contact with donor. Remember: your best prospect for a gift is someone who has already given you a gift. 

· Every donor has the right to remain anonymous. Respect the donor’s wishes. 
Materials to Present/Hand out:

· Samples of materials used to support the call. (case statements, prospectus)

· Sample call scripts 

· Sample prospect briefing sheets when using volunteers

· Situations for role playing face-to face solicitation

· Sample call reports

· Use of electronic media

· Moves Management systems

