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What’s important about the bar foundation to you?
What’s important about the bar foundation to your constituents, to your prospective donor
base?
Record responses with white pad and markers.
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What does this slide tell us? It says 3 things. (1)Lawyers aren’t giving. Why? (2) There’s a
pretty big dependency on IOLTA money and endowment/real estate income. (3) Very little
fundraising comes from Charitable Bequests and other Planned Giving strategies. Why?
Loss of control. No real tax benefit because of estate tax reform. Even if they hate their
kids, old people have grandchildren.
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Let’s talk about this a minute. Why do you “need” to start a planned giving program? Why
do want a planned giving program as opposed to general fundraising?
Use the White Pad and markers.
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Is it a lack of understanding? Is it a lack of resources? Is it a lack of time? How do we
overcome these challenges? First, recognize that a Foundation is a business. You make
something. You have to sell it. You need a system to do it.
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We’re going to look at a couple of business concepts that, in my opinion, have tremendous
applicability to Foundations and fundraising.
Business works when processes are repeatable, when they’re institutionalized. Lather,
rinse, repeat. No one offs.

If you want to understand the value of process, read this book.

So … you need a system. That’s what we’ll discuss for the remainder of our time.
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You simply cannot have a successful planned giving program without asking and answering
these five essential questions. Do you really want to get started? Get a handle on these
questions and the rest is easy.
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People who give don’t care about your budget shortfall or your need to increase operating
income. They simply want to know the outcome of their giving. What results have you
produced that they can fee good about. It’s an emotional thing, an impact thing.
Stop elephant hunting. The widow’s mite is probably not a reality today. Sacrificial giving is
rare. So focus on reasonable amounts based on your prospective donor’s resources. Begin
with the idea of expanding your donor base, particularly with annual, regular giving and
build up that.
Your board and volunteers have to lead the way. What’s that, you don’t have volunteers?
Then, get some! Upwards of 70% of volunteers give not just time, but also money. What’s
your give or get?
I serve on the board of Heritage Community Initiative. We provide early childhood learning
programs in economically depressed areas. We also provide after school and meal
programs in addition to our work of providing transportation for the working poor. We
save kids and their parents. We make sure they eat and make sure they have a chance in
school. We help their parents experience the dignity of a full day’s work AND that their
kids will be safe and fed.
My give or get was $1,000. Piece of cake, right? Then it morphed into sponsoring an event
for another $700. Now I’m up to $12,000 a year in support plus pro bono legal services
from our attorneys, asset management for their endowment and fiduciary advice on their
401k – plus my responsibilities as board treasurer. Givers give and then they give more.
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So, get more givers. Hunt for elephants later.

13

Besides answering the 5 Most Important Questions (Drucker), having a well drafted Case
Statement or Case for Support is your most important task. It must demonstrate impact,
the kind of impact that aligns with your donors’ values; the kind of impact that motivates
them. Numbers are great, but tell a story and tell it well. Make sure your organization is
worthy of their money.
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Yes, marketing and solicitation … you are selling. Not only are you selling, you’re selling an
intangible. This is the hardest kind of sale.
You should know your selling style and the weaknesses of that selling style. To that end,
I offer the Predictive Index (PI). When you participate in the assessment, you will receive
a report that helps you understand your approach to convincing others that what you
make is worth buying. Send me an email requesting the PI and we’ll send you a link to
the assessment. It takes 10 minutes tops. You can email me at
pbrahim@bpuinvestments.com. Just write PI in the subject line and we’ll send you a link
to the assessment. I’ll even discuss it with you.
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True to the book’s title. It’s a quick read. The exercise of generating a strategic plan is
powerful. So, what do have so far? Answer the 5 most important questions; create a
strategic plan; and, systematize it. Now it’s time to market and sell it!
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When we think about newsletters, email messaging and social media, we’re marketing.
This is our messaging. This is where we create an emotional connection with our
prospective donors. This is where we cast a very wide net. This is where we tout our
outcomes.
Once we’ve cast our wide net; once we have a large list of prospective donors; we can
begin to identify our ideal donors. To do this, we need to have an ideal donor profile.
Selling comes later. Or, should I say, solicitation comes later. Don’t forget to request your
Predictive Index Assessment!

You need software. Without it, you can’t identify trends in your givers or prospective
givers. You won’t be able to target your efforts properly. It costs between $100 and $200
per month. Go to www.capterra.com/fundraising‐software/ and do some research. Once
you’ve uploaded your current donor list, start asking and answering these questions. If you
don’t have that information in your records, get on the phone and ask for it. People will tell
you.
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Did I mention that fundraising software is the foundation of the system?
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Remember, givers give and they give more. Start with your existing donors. It’s like the
advice a manager gave me many years about selling. He said, “It’s easier ta git milk from
a cow that’s givin’ than it is ta git one started!”
Next, build your sponsorships. As you seek sponsorships, remember to treat them fairly.
They only give when they’re profitable …
Talk with your lapsed donors. Find out why the quit giving. Fix it if you can and then ask
them to give again. They are givers and givers give and then they give more.
Add to this by expanding your base using email campaigns, social media and maybe even
some good old‐fashioned direct mail and phone calls.

So, you ask, “Where do we start?” You start with annual giving. You have to build your
base. So many organizations rely on their annual fundraising event ‐ the gala. This
revenue source is less predictable than annual giving programs. Build your base and then
add programs on top of that.
Add your gala to a regular giving program. Those who give annually will also participate in
the gala. Those who participate in the gala will also give annually.
Don’t forget the 5X rule. If someone gives $500, they can probably give $2500. Layer on a
multi‐year endowment campaign. From these people you will find a few that will consider
substantial planned gifts. Think about it. Why would someone make a major planned gift if
they’ve never given and have no deep connection to what you do. Planned giving is
campaign directed to your current givers.
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We could spend a day outlining the nuances and intricacies of various planned giving
programs. I’m happy to do that. However; very few people use these. Remember our
earlier slide. Only about 8% of all giving is planned giving. Corporate sponsorships provide
more annual revenue than planned giving.
Why?
1. Most people, less than 40%, don’t have a will and only 6% of them have made
provisions for charity.
2. Loss of control.
3. Loss of principle.
4. Complexity
5. Relatively little tax benefit
6. GRANDCHILDREN
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Individual campaigns are often hit or miss. Oh, let’s try this. I heard this worked really well
for so and so.
Don’t be hit or miss. Like a good business, you must have a comprehensive plan. You must
execute on consistent basis with a consistent message.

24

Here’s a sample of that plan.
The plan follows a fiscal year, but you can start anywhere. You might notice that Personal
Solicitation occurs every month. You simply have to make time for it. It might be a lunch
with a prospective donor; a coffee; a meeting in their office … you get the idea. In a minute
we’ll discuss the anatomy of that meeting.
There are 2 months dedicated to planning – develop your lists; develop your giving levels.
Send an e‐newsletter to start your messaging. Follow up in the same month with appeal
letter to everyone. It should have your Case for Support and it should have a response
card. Do everything again in August, only exchange a hard copy letter with an email appeal
that directs people to your web‐site for giving.
In September, do something to appreciate your volunteers. If you don’t have any, get
some. Send out a hard‐copy newsletter and conduct a planned giving seminar.
Come October, reach out to existing donors. Thank them, ask for an additional
contribution. Reach out to lapsed donors and invite them back. Reach out to prospective
donors and ask them to be part of your story.
You get the idea.
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They say that 95% of selling is preparation and 5% is the actual meeting. So, be prepared.
Have a good marketing brochure that highlights your successes, you impact. Put together a
PowerPoint deck that compliments your brochure. Have an article or 2 in your bag that
supports your value proposition. Get a few testimonials. Having them on video on your
website would be best. All you need is a smartphone. Finally, be prepared to follow‐up.
Have your letters, mostly drafted. Yes, I said letters. You will probably need 2 or 3 follow‐
ups to move people to action.
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A good solicitation looks like this. There’s an opening where you exchange information
about what will be covered. In this exchange, you will want to distill you Case for Support
into a just a few sentences. As you know, the XYZ Bar Foundation …. Today, I’d like to
accomplish 3 things:
First, I’d really like to learn what’s important about your profession to you. Why did you
choose the law? What’s really important about it to you? Second, I’d like to understand
what’s important about philanthropy to you? How do you see your love of the law and
philanthropy coming together? Finally, I’d like to introduce you to some of the programs
we have so that you might consider how you could help with your time or money of both.
These are open ended questions that give your prospective donor the time and space to be
heard. This is where you learn their motivations, their drivers. You won’t solicit any type of
giving without tapping into those drivers and motivations. If you can’t match their
motivations to your mission, walk away. It won’t work.
There will be some objections to giving. Think about them in advance. Be prepared to
answer them thoughtfully and respectfully.
Once you have agreement on something, close for the next steps. They may be as simple
as scheduling the next meeting or next call. Just get a next step.
Of course, that means you must have a process – steps that you follow each time. Without
that, you will be seen as dancing, unprepared, unsophisticated and “unworthy” of a
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donation. 95% preparation …
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Bullet point number 3 is critical. Fundraising doesn’t just happen. Selling doesn’t just
happen. You must allocate time on a regular basis to speak with your constituency, learn
about their drivers and help them satisfy their motivations. It’s not a accident. It’s
purposeful.

If you need a system, these books will provide it for you. Both are easy reads and have tons
of detail, right down to letters, emails, scripts and brochures.
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