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We are going to do some live polling

RESPOND at Pollev.com/virginiakels463

Or text virginiakels463 to 22333 once to join then select your answer
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WHAT THIS PRESENTATION IS NOT ABOUT!

Technical aspects of fundraising:

Prospect identification

Analytics

Matrices

Dollar goals

Prospect management and tracking

Performance standards for development officers
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WHAT THIS PRESENTATION IS ALL ABOUT!

“Securing a large gift is not the result of mechanical 

procedures and routinized presentations.  It is the drama.  

The excitement. The passion.”

Jerold Panas

• Vision translated into big ideas

• Soft and people skills that build relationships with donors

• The team that collaborates to make the perfect ask
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“Make no little plans.  They have no magic to stir men’s 

blood and probably themselves will not be realized.  

Make big plans; aim high in hope and work. . .Think 

big.”

~Daniel Burnham

People buy in to a vision:  if you 

want BIG gifts, make it BIG.
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YOUR SCHOOL’S VISION NEEDS TO BE

Inspirational and transformational

Cause people to want to stand up, applaud and say, 

“I want to be a part of that.” 

All schools strive to be the very best!

Almost all schools say they are innovative.

Almost all schools say they are working to 

deliver a 21st century education. 

This is not a vision!
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What is your dream for your school? 

What inspires you to come to work every day or to serve as a Trustee of your 
school? 

What are the stories that take hold of your heart and make you glad you are part 
of this journey? 

That’s exactly what your donors need to hear in your vision. 

Find a way to share your vision to join you in your journey and compel them to 
want to partner with you.

If you want to move people, it has to be toward a vision that is positive for them, that 

taps important values, that gets them something they desire, and it has to be 

presented in a compelling way that they feel inspired to follow.

~Martin Luther King, Jr.
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GREAT HEADS OF SCHOOL

. . .have a clear vision of where they are steering their Schools.

They don’t necessarily know how they plan on getting there; they 
don’t need to. 

They are surrounded by Trustees, faculty and talented 
professionals with different areas of expertise who are 
empowered to bring the vision to life.

And the vision isn’t coveted by the Head. It isn’t a secret. It’s 
a shared vision with all of the school’s stakeholders.
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DYNAMIC BOARDS OF TRUSTEES

. . .who partner with the Head of School in developing a strategic plan 

that translates the vision into big ideas some of which will require the 

investment of donors to become a reality.

Who share the Head’s passion, enthusiasm and optimism about the 

future of the school.

Who use every opportunity they have to inspire others about the school’s 

exciting future.
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A big vision becomes 

actualized through big 

ideas.
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Big ideas are transformational, single-

concept ideas that build on the 

strength and foundation of the School, 

but move toward something more 

leading edge. 

WHAT IS A BIG IDEA?
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WHAT IS NOT A BIG IDEA?

• Building unless it is a conduit to new or enhanced programming

• Big dollar amount

• Bundling smaller ideas

• Naming opportunities

• Incremental improvement/growth
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CAMPAIGN

Packages multiple big 

ideas with huge goals

Requires a deep pool of 

major gift prospects

ONGOING MAJOR GIFTS PROGRAM

One or more big ideas One big idea

Require a handful of Funded by one donor

donors to complete
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Invite your division directors, faculty and staff to submit proposals

for ideas that represent audacious forward-thinking programs 

and projects 

that will keep your school at the forefront of 

independent schools and

create the learning and teaching environment where 

your students will thrive today, in college, in their 

careers and beyond

GENERATING BIG IDEAS
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Engage your faculty in tapping into the brightest minds throughout the 

United States

Establish partnerships with universities and corporations to find best 

practices

GENERATING BIG IDEAS

Whatever made you successful in the past 

won’t in the future.

~Lew Platt, former HP CEO

It’s the end of the world as we know it.

Peter Georgescu, Chairman Emeritus, Young & 

Rubicom
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Stimulate internal stakeholders’ thinking about the future:

“If money were no issue, what would you want to 

accomplish?”

“If we could secure a gift of $5 million, how would you use it?

“In your wildest dream, what do you want for your program?”

Evaluate proposals based upon impact in achieving your vision and 

ability to capture the imagination of your donors.

GENERATING BIG IDEAS



20

BRINGING YOUR BIG IDEAS TO LIFE

After you’ve articulated your big ideas, let them simmer for a 

while. 

Share them with parents, alumni, alumni parents, grandparents, 

anyone who will listen to see if they ignite a collective passion.

Then, write your own I Have a Dream/Man on the Moon/Give Women 
the Vote speech, defining your big ideas in a way that will make 
people say, “I want to get on board!” 
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A big vision becomes 

actualized through big 

ideas that inspire donors to 

make big gifts.
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BIG IDEAS FROM THE DONOR’S POINT OF VIEW

▪ We respond to vision.

▪ We want to have our imagination captured.

▪ We want you to present us with opportunities are key to the 

School’s future – not  “nice to have.”

▪ We don’t want to give away money.  We want to invest in the 
future.

▪ We want bigger goals than simply dollars.  
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BIG IDEAS FROM THE DONOR’S POINT OF VIEW

▪ We want to get something in return. 

▪ We want to see results.  

▪ We want to be partners.

Remember our financial advisors want us to preserve wealth 
and minimize taxes.
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Research dating back to 1918 conducted by Harvard University, 
the Carnegie Foundation and Stanford Research Center 
concluded 85 percent of job success comes from having well-
developed soft and people skills, and only 15 percent of job 
success comes from technical skills and knowledge (hard skills).

SAME IS TRUE TODAY!!!!
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EMOTIONAL INTELLIGENCE SKILLS
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IQ and technical skills are important, but emotional intelligence is 

the sine qua non of leadership. –Daniel Goleman

People with higher emotional intelligence find it easier 

to form and maintain relationships and 

to ‘fit in’ to group situations.

EMOTIONAL INTELLIGENCE AND 

FUNDRAISING
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EMOTIONAL INTELLIGENCE AND 

FUNDRAISING

Self-awareness

You understand your own strengths and weaknesses.

You understand your feelings.

Self-management

Takes time to build relationships.

Patience is a virtue.

Social awareness

You can understand another person’s perspective.

You welcome others questions, ideas and thoughts.

Relationship management

You can connect with prospects via personal chemistry, 

shared understanding and mutual trust.
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LISTEN 

YOUR 

WAY 

TO 

THE 

GIFT!
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PRINCIPLES OF EFFECTIVE LISTENING

Stop talking.

75/25
“If we were supposed to talk more than listen, 

we would have two mouths and one ear.”

~Mark Twain

“The word listen contains the 

same letters as the word 

silent.” – Alfred Brendel
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PRINCIPLES OF EFFECTIVE LISTENING

Focus. (Put other things out of mind.)

Remove distractions.

Put away your phone!!!!!!!!!!! 

Make eye contact.

Have positive body language.

Watch for non-verbal communication
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PRINCIPLES OF EFFECTIVE LISTENING

Ask good questions.  

Creates a dialog rather than a monolog.

You cannot learn anything of the prospect doesn’t talk.

The right questions will get the prospect to tell you everything

you need to know.

Don’t turn questioning into grilling.
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Open-ended questions

✓ To get the prospect talking about him/herself.

✓ Explore prospect’s interests.

✓ What do you like best about our school?

Feeling questions

✓ Are designed to gauge the values, attitudes and beliefs of a prospect  

and how they intersect with your school.

✓ How do you feel about your child’s/grandchild’s experience at our   

school?

Fact finding questions

✓ Are designed to acquire specific information.

✓ Tell me about your business.

✓ Tell me about other organizations that you are involved with.

Clarifying questions

✓ If the prospect says that, s/he is interested  the arts…

✓ How important are the arts to you and your family?
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PRINCIPLES OF EFFECTIVE LISTENING

Empathize.

Don’t cut off someone when they are speaking.

Avoid personal prejudice.

Respect confidentiality.

Listen to the tone.

Listen for ideas

AND PLEASE, PLEASE DON’T ACT BORED..
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WHAT ARE WE LISTENING FOR?

Why they chose to come to your school?

How can we can engage them in the life of the school?

How have their children been touched by your school?

Who do they know at the school who can be helpful in cultivating them?

What do they admire most about your school?

Do they have confidence in the leadership of the school?

Do they have concerns that the school needs to address?
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WHAT ARE WE LISTENING FOR?

Who are they?

What are their dreams?

What do they value?

What are their attitudes about …?

What do they believe in?

What do they enjoy doing in their spare time?

What books do they read?

What organizations do they belong to?

What causes matter most to them?

“If you don’t know what’s going on in a 

person’s mind, ask him; he may tell you.”

George Kelly

Psychologist
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STORY TELLING
• You may not think you can ask for money, but you can talk about what 

makes your school such an amazing organization.

• Just speak from the heart.

• Show them your passion for the work of your school.

• Carry on a conversation about how committed you are to helping your 

school fulfill its vision.

• Practice a vivid anecdote you can use to explain to others why the work of 

your school means so much to you and your family.



42

WHEN DO WE BEGIN HAVING CONVERSATIONS?

Beginning with Admissions process

Share the importance of engagement and philanthropy at your 

school
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WHEN DO WE BEGIN HAVING CONVERSATIONS?

As soon as a family has accepted admission to the school through 

welcome calls from Trustees

Too often wait to begin intense cultivation until you are almost ready 

for a campaign.

Trustee asked to engage in speed dating to get to know prospects.

FUNdraising is first and foremost about relationship building.
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LET ME DIGRESS…

ON THE TOPIC OF FEASIBILITY STUDIES
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Engage major donors in your strategic visioning conversations

This is the fun in FUNdraising.  It’s the excitement. The drama.  

Shall we do this?

Or is there something else you think would better help us achieve our 

vision?

Do you think we can pull this off?

What would it take to pull this off?

Who would need to be involved to make this happen?

Don’t keep your donors on the sidelines, while you are having all of the 

fun visioning and thinking about the possibilities.

Martin Luther King didn’t say, “I have a strategic 

plan.”  He said, “I have a dream.”

WE HAVE A DREAM CONVERSATION
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NEW PARENT WELCOME CONVERSATION

Most independent school parents went to public schools.

Many are new to philanthropy even if they come from philanthropic families.

Many believe that tuition should be able to cover the entire cost of their 

children’s education.

Share examples of how your involvement at your school has enriched your 

experience

Ask about their transition to the school

Explain the school’s culture of engagement and philanthropy

Prepare them for their first annual fund solicitation
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FOR MOST

PEOPLE 

PHILANTHROPY

IS A LEARNED 

BEHAVIOR.

48
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ANNUAL FUND CONVERSATION

Use this as an opportunity to chat with them about their experiences with 

the school and how their children are doing.

Share with them one or two exciting bits of information or news about the 

school.

Share why you give generously to the school.

Raise the family’s giving sights.

Share that your school is economically diverse and that the school relies 

on those of us with capacity to step forward and be leaders in this effort.
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ADVICE CONVERSATION

They are low pressure, very enjoyable, and usually yield TONS of 

information. 

Here’s what you say when you pick up the phone:

“We are working on a new, big project. I’d love to see what you think of it.”

“We are thinking of xxxx new project. I’d love to get your impressions of this plan.”

I’d like to give you a sneak preview of our strategic plans.

I’d like to get your feedback on a new initiative we are considering.

We are trying to figure out how we can accomplish X, and I’d love to get your input.

I’d like to come by and brainstorm with you about X.

You have to remember that big donors are willing to see you IF they know they get 

to do the talking. Then they know it will not be a boring visit!
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GET TO KNOW YOU CONVERSATION

This is a “tell me about your personal experience” visit.

Here’s what you say,

“I understand you recently (attended the alumnae reunion, volunteered 

to make annual fund calls, whatever fits here). . . . I’d love to hear about 

your personal experience.”

Just introduce yourself. Be warm and conversational.

Use the conversation to move to the point where you can ask if you can 

visit personally.

Say,

“I’m planning to be in San Francisco next month, and I’d love to come 

by and say hello.”
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THANK YOU CONVERSATION
This is by far the easiest call to make.

And how wonderful for the donor – she knows that you are not going to be 

asking for money.

The stakes are low.

And the potential for each party to enjoy herself is high.

Here’s what you say over the phone:

“I want to thank you personally for your gift and want to share with you 

more about the impact that it will have on our school.”

“I’d like to drop off a little thank you gift for your contribution.”

“It’s my job to know our donors, and I’d love to hear about your 

experience and why you gave.”

What donor would not be happy to have that visit?
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IMPORTANCE OF REPORTING ON 

CONVERSATIONS

You do all this great listening, then what

it stays in your brain…

What did you learn about a 

• family’s interests, beliefs and values

• philanthropic priorities and capacity

• feelings about the school

You become an important bridge between an 

impersonal database and a human connection. 

Share information with the Development Office AND anyone else 

who has a need to know
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QUESTION

54

Can you raise money without these conversations?  

Yes.  

Will you raise as much money?

No.

You will have a higher success rate and larger gifts if  you have 

conversations that enable you to listen and build relationships with your 

families.



55

Your 

school’s 

vision and 

big ideas

THE

PERFECT

ASK

Donors’ 

values, 

beliefs, 

interests 

and 

passion

Donor’s give from the heart.
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BIG IDEA FOR A SPECIFIC DONOR

What do we know about the prospect’s values, attitudes and beliefs?  

How can we reflect those in our proposal?

How can we customize the proposal to inspire and excite the 

potential donor?

How can we best make an emotional  appeal to this prospect and 

evoke the potential personal satisfaction from philanthropy that the 

donor will experience?

What logical case for giving can we make by providing compelling 

points of argument and facts and figures?

How can we create a sense of urgency and importance?



575757

▪ Be convinced of the potential of the prospect to make

the gift.

▪ Be prepared to share why you have given generously to your school.

▪ Determine reasons this prospect will want to give to your school.

▪ Given the prospect’s needs and values, determine the

key elements of your school’s vision that you will 

reinforce.

• Be clear about the size of the gift that you will ask for.  

BEFORE YOU ASK
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YOU CAN MAKE A DIFFERENCE CONVERSATION

Pick up conversation from the previous one

Ask if they have any questions from the last conversation

Update the prospect on where you are in moving the BIG IDEA(S) 

forward

Share once again why you are so passionate about what the BIG 

IDEA(S) will do for the school’s students

Thank them for what they have already done for the school

Share with them how their gift will make a difference and make the ask

Hand them the personalized proposal

Be silent.  Let the prospects be the first to talk.
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Importance of being silent 
after the ask

• Say nothing. 

• Look the prospect in the eye and wait.

• Do not:

• Provide an out. “Of course, if you’d rather …”

• Make excuses.

• If you speak, you lose.
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• Indicate how a gift of the magnitude we are asking them to consider 
will be celebrated

• Indicate that we are not asking for a response today

• Would appreciate it if they would take the proposal home and give it 
their serious consideration.

• Thank them again for their time.

ENDING THE CONVERSATION
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FOLLOWUP CONVERSATION

• Indicate that you are following up on the proposal that you and name of 
co-solicitors gave them

• Ask if they have any questions that you can answer.

• If you can’t answer a question, indicate that you will get back to them 
with an answer.

• Ask what additional information they need to decide on their gift.

• Use a deadline, like a board meeting, to encourage them to respond by a 
particular date.

• Remember, that donor’s give on their timeline, not ours!
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TEAMWORK
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HEAD OF SCHOOL ROLE IN MAJOR GIFTS

Lead by example, personally having conversations with, soliciting and 

stewarding the top 15 to 25 families 

Does not mean that sh/e is not involved in cultivating others

Hold your development staff accountable for getting out of the office and having 

conversations with prospects

Engage faculty and staff in conversations with prospects

DELEGATE. DELEGATE. DELGATE.
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TRUSTEES

• Agree to steward 3 to 5 families

• Have conversations with them throughout the year

• Coordinate your conversations with the Advancement Office

• Team up with Head of School, another Trustee or Advancement Officer in 

some conversations, particularly the ask

• Report back to Advancement Office on information that you learn in 

conversations

• Make sure donors experience the JOY of investing in

your school’s mission, vision and work!

• Find opportunities to listen
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• Hosting intimate event at home

• Purchasing table at Spring event and inviting families to be your 

guests

• Having coffee or a glass of wine with a parent

• Taking a parent to breakfast, lunch or dinner

• Inviting parents to your holiday, Kentucky Derby, or Halloween 

party

• Attending as many events at School as you can—athletics, 

parent education programs, performing arts, thank you events, 

reunions

CREATE OPPORTUNITIES TO LISTEN

Relationships are built through small, 

memorable actions that build trust and 

confidence over time.
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▪ Emphasis is on why someone will give…not why they

will not give.

▪ Asks are founded on the concept that philanthropy is

voluntary.  

▪ Ask is not an expectation...you simply want your

prospects to seriously consider the opportunity that you

are presenting them with to make a real difference

STAY POSITIVE AND FEEL CONFIDENT 
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DIRECTOR OF DEVELOPMENT—STAFFING THE HEAD AND VOLUNTEERS

• Make good use of their time.

• Know when the timing is right for to make the ask.

• Provide him/her with background information on prospective donors.

• Follow up on requests for information in a timely manner.

• Brief them before conversations and events with prospects and donors.

• At an event, bring people to the Head and Trustees to introduce to them.

• Prepare personalized proposals.

• Be a gentle nag to keep things moving along.

• Keep the fun in FUNraising!

AND GET OUT OF THE OFFICE AND HAVE CONVERSATIONS YOURSELF 

WITH PROSPECTS!!!!!!!!!
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ENGAGING DIVISION HEADS, FACULTY, COACHES, 

AND OTHER STAFF

Resistance to using them in fundraising.

Why?

• Share their passion for a project

• Become champions of project

• Helps with retention because their jobs are enlarged
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ENGAGING THE PARENT ASSOCIATION

• Underground leaders

• Have their ears to the ground

• Have pulse on the mood of the parent body

• Need them to be ambassadors and partners
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THANK YOU!

Gina Kelsch

Kelsch Consulting

530.902.1853

ginakelsch@aol.com


