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Who is 
this guy? 

Ticked off donor

imarketsmart.com

Changed my business

Wrote a book

30,000
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this guy? 
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Major & 
legacy gift 
FUNDRAISING 
CHALLENGES

Getting an appointment is not easy!

“Getting an appointment is 85% of getting the gift.”

“It’s harder to get an appointment than to secure a gift.” 

imarketsmart.com

EMPATHY



Major & 
legacy gift 
FUNDRAISING 
CHALLENGES

How strongly do you agree or disagree with this statement?:

“It’s harder to land an appointment than 

  to close a major gift”

o Strongly agree

o Somewhat agree

o Neither agree nor disagree

o Somewhat disagree

o Strongly disagree

imarketsmart.com

POLL #1



Major & 
legacy gift 
FUNDRAISING 
CHALLENGES

How strongly do you agree or disagree with this statement?: 

“Landing appointments with highly passionate,  

  wealthy supporters is getting harder.”

o Strongly agree

o Somewhat agree

o Neither agree nor disagree

o Somewhat disagree

o Strongly disagree

imarketsmart.com

POLL #2
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Major & 
legacy gift 
FUNDRAISING 
CHALLENGES

52% Supporters don’t respond

14% Supporters keep delaying the visit  

16% I’m not sure what to say when I reach out 

18% Supporters say: “I’ll give, don’t need a visit”

What is your biggest challenge related to outreach?

POLL #3
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Major & 
legacy gift 
FUNDRAISING 
CHALLENGES

52% Supporters don’t respond

14% Supporters keep delaying the visit  

16% I’m not sure what to say when I reach out 

18% Supporters say: “I’ll give, don’t need a visit”

SUPPORTER 
DOESN’T 
TRUST
YOU

SUPPORTER 
DOESN’T SEE 
WHAT VALUE 
YOU PROVIDE

YOU FAILED 
TO PREPARE 
FOR THE 
CALL

What is your biggest challenge related to outreach?
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TACTICS

10
TIPS



imarketsmart.com

YOU ARE NOT:
✓A BEGGAR
✓A MANIPULATOR
✓AN ARM TWISTER
✓EXTRACTOR

ADJUST YOUR MINDSET

TACTICS
1



imarketsmart.com

INSTEAD, YOU ARE A:

✓ LOVING
✓CARING
✓HELPFUL
✓GENEROUS
✓JOYFUL…

ADJUST YOUR MINDSET

TACTICS
1

A VALUE 
PROVIDER: 
PROFESSIONAL 
FACILITATOR, 
VIP RESOURCE, 
COUNSELOR 
& GUIDE



imarketsmart.com

✓ TRUSTWORTHY
✓ VALUE PROVIDER
✓ INTERESTED IN THEM
✓ DEEPEN A RELATIONSHIP

LAND MORE 
APPPOINTMENTS

& CLOSE MORE GIFTS
=

ADJUST YOUR MINDSET

TACTICS
1

A VALUE 
PROVIDER: 
PROFESSIONAL 
FACILITATOR, 
VIP RESOURCE, 
COUNSELOR 
& GUIDE



imarketsmart.com

RECOGNIZE THE 
EXISTENCE OF THE 

VALLEY OF DISTRUST

TACTICS
2
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TACTICS
2
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BUY INTO AN 
ENGAGEMENT CALLING 

PROCESS

UNLESS THE DONOR SIGNALS READINESS
 

✓ AT LEAST TWO CONVERSATIONS 
BEFORE ASKING FOR A MEETING

✓  DON’T ASK, OFFER TO PROVIDE VALUE
 

TACTICS
3

*
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HOW TO PROVIDE 
VALUE

TACTICS
3

BUY INTO AN 
ENGAGEMENT CALLING 

PROCESS



3

TACTICS

imarketsmart.com

HOW TO PROVIDE 
VALUE

✓ CONDUCT RESEARCH 
IDENTIFICATION QUALIFICATION 
RESEARCH

✓GAIN EMPATHY

✓THINK / ALIGN

✓ Why do they care?
✓ Who inspired them?
✓ Level of passion?
✓ Rank?
✓ Aspects of your work that 

interest them?
✓ Interest in giving assets?
✓ Timing for giving assets?
✓ Interest in meeting with you?

QUALIFICATION



3

TACTICS

imarketsmart.com

LISTEN TO WHAT 
THEY SAY

“VERBATIMS”

MONITOR WHAT 
THEY DO

“DIGITAL BODY LANGUAGE”

HOW TO PROVIDE 
VALUE

QUALIFICATION



James B. Oldroyd, Kristina McElheran, and 

David Elkington, “The Short Life of Online 

Sales Leads,” Harvard Business Review

imarketsmart.com

RECENCY IS THE KEY TO SUCCESS

QUALIFICATION
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HOW TO PROVIDE 
VALUE

THINK!

What can I offer or do 
to make them 

feel good?

TACTICS
3

QUALIFICATION
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TACTICS
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TACTICS
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TACTICS

PRACTICE YOUR 
DIALOGUE

4
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TACTICS

PRACTICE YOUR 
DIALOGUE

4

OPENING LINES: 
 

“Did I catch you at a bad time?”

“How are you?”

“The reason for my call is…”

“How have you been?”

Gong.io    

The better 

conversation 

company

90,340 sales 

conversations 

studied

40% LESS 
LIKELY TO BOOK A MEETING

340% MORE
LIKELY TO BOOK A MEETING

210% MORE
LIKELY TO BOOK A MEETING

660% MORE
LIKELY TO BOOK A MEETING
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TACTICS

PRACTICE YOUR 
DIALOGUE

4

OTHER TIPS: 
 

Show ‘em that you know ‘em

Be relevant

Be emotional/enthusiastic
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TACTICS

PRACTICE YOUR 
DIALOGUE

4

ASK QUESTIONS   l  LISTEN 75% OF THE TIME



PRACTICED YOUR
DIALOGUE

TACTICS

imarketsmart.com

ADJUSTED YOUR 
MINDSET = FACILITATOR

RECOGNIZED THE EXISTENCE OF THE 
VALLEY OF DISTRUST

BOUGHT INTO AN 
ENGAGEMENT CALLING PROCESS

THOUGHT ABOUT OFFERING VALUE
TO MAKE THEM FEEL GOOD

=
YOU’RE READY!
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TACTICS

GIVE THEM
POWER

5

PUSHINESS BACKFIRES

“I’m not calling to ask you for a donation”

“You can end the call any time”

“It’s completely up to you”

“I really don’t want you to feel pressured”

“Let’s pencil-this-into your calendar”



imarketsmart.com

TACTICS

GIVE THEM
POWER

5

BE CURIOUS

ASK TONS OF QUESTIONS
AND LISTEN TO THE ANSWERS

SHOW THAT YOU CARE



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6



✓ ✓ 
imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

PRESENT THE VALUE 
THEY’LL GAIN FROM 
MEETING WITH YOU

ASK FOR THE 
MEETING AND
SHUT UP!
COUNT TO 10

MAKE THEM 
FEEL GOOD



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

EXAMPLES

 

1. COLD ASK (FIRST CALL)
2.  WARM ASK (AFTER ENGAGEMENT CALLS)



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“[Name], your story is fascinating. It would be great to learn 
more about you and your interests so I can work on your 
behalf to help you get more out of your relationship with our 
shared mission. Why don’t we get together next week, 
perhaps on Tuesday? What do you say?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“It would be great to learn more about you. If we were to meet, 
I might be able to help you get even more joy out of your 
relationship with our cause. What would your thoughts be 
about getting together to have an initial meeting?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“[Name], your support has been so wonderful. It really means a 
lot. Not everyone ‘gets it’ like you do. That’s why I wonder if you 
would consider giving us some feedback and advice on xy&z. It 
would be invaluable. Can we get together either next Tuesday or 
Thursday?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“If I could help you find more meaning in your life through 
your involvement with our shared cause, what are your 
thoughts on getting together in person?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“[Name], did you know that I can help you learn more about 
that? But we’d need to set aside some time for a deeper dive into 
it. Is there any reason you wouldn’t want to open up your 
calendar so we can set up a meeting?” 



“I’ll be in your area visiting with another supporter so I 
was hoping we could get together on Tuesday at 3 pm or 
would another time work better for you?” 

imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“Could we get together on Tuesday at 3 pm or would 
another time work better for you?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“Could we pencil in a time to meet so I can learn how 
best to serve your needs?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“[Name], what’s the best way to get on your calendar?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“[Name], during our last conversation you mentioned xy&z. It would 
be great to learn more about your thoughts on that. How about we 
get together on Wednesday or Thursday, ok?” 



imarketsmart.com

BE CLEAR, THEN
SHUT UP!

TACTICS
6

“Why don’t we get together so you can learn more? What 
does your schedule look like next week?” 



✓ ✓ ✓ 

TACTICS

imarketsmart.com

BE CLEAR, THEN
SHUT UP!

6

PRESENT THE VALUE 
THEY’LL GAIN FROM 
MEETING WITH YOU

ASK FOR THE 
MEETING AND
SHUT UP!
COUNT TO 10

MAKE THEM 
FEEL GOOD



TACTICS

imarketsmart.com

BE CLEAR, THEN
SHUT UP!

6

DO NOT SAY: 
“I’d like to update you 
  on what we’re doing.”

I KNOW YOU 
JUST WANT TO 

ASK ME FOR 
MONEY

WHAT’S IN 
IT FOR 
ME?



TACTICS

imarketsmart.com

BE CLEAR, THEN
SHUT UP!

6

CONSIDER THE ALTERNATE CLOSE

“Are mornings better for you or do you prefer afternoons?”
   

    “Is Tuesday good or how about Thursday?” 



imarketsmart.com

LEAVE
VOICEMAIL

TACTICS
7

RADIO AD MESSAGES

✓ Offer to provide value

✓ Flatter ‘em

✓ Show ‘em that you know ‘em

✓ Show gratitude for their past support

✓ Be relevant

✓ Be emotional

✓ Be enthusiastic
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CONSIDER
LINKEDIN & TEXTING

TACTICS
8
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COUNT YOUR FAILURES AS
SUCCESSES

TACTICS
9

DISQUALIFY

NO = NOT NOW
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LEVERAGE
REFERRALS

TACTICS
10

Who do you know 
who knows them?
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REVIEW

Adjust your mindset

Valley of distrust

Employ engagement calling

Provide value

Practice your dialogue

Give them power

Ask: Be clear & shut up

Leave voicemail

Consider Linkedin & texting

Count failures

Leverage referrals

QUALIFIED APPOINTMENTS 

WILL ALMOST SET 

THEMSELVES



THANK YOU
 GREG WARNER

CEO & Founder

info@imarketsmart.com

imarketsmart.com



www.imarketsmart.com

QUESTIONS?

Greg Warner

CEO & Founder

Inventor

Author

Engagement Fundraising

www.fundraisingreportcard.com

www.fundraisingreportcard.com/benchmarks

Buy it here: 

www.engagementfundraisingbook.com

Or order a free copy by emailing: 

info@imarketsmart.com

Connect with me on LinkedIn:

www.linkedin.com/in/gregmarketsmart/
Webinar presentation 

FEEDBACK / SURVEY

http://www.imarketsmart.com/
http://www.fundraisingreportcard.com/
http://www.fundraisingreportcard.com/benchmarks
http://www.engagementfundraisingbook.com/
mailto:info@imarketsmart.com
https://www.linkedin.com/in/gregmarketsmart/
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EXTRAS
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EXTRAS
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EXTRAS
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EXTRAS
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EXTRAS
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EXTRAS
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EXTRAS
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EXTRAS
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