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The Art of the Ask

A Field Guide for Fundraisers
Why People Give

Appreciate the organization’s work

To help solve a problem

Desire to get involved

To belong or be recognized

Sense of community

Can’t say “no”

For the person who is asking

To pay tribute to someone

Tax considerations

Why People Don’t Give

They’re not asked

They don’t and won’t give to anything

They don’t feel connected to the cause

Timing and External Conditions (i.e. economy) 

Who Are Your Best Prospects?

People who give

People who volunteer

People who have benefited from the organization’s services

People who have previously asked you to give

Know Your Prospect

What is their association with your organization?

What is their prior giving record?

What is their giving potential?

What are their special areas of interest?

What civic involvement do they have?

What are their other charitable interests?

The Meeting

Face-to-Face Tips

The Appointment
Send letter or short note to let donor know you’ll be calling

Smile when you pick up the phone

Ask only for the appointment - - this is not the time to solicit

Suggest a meeting time and place

“I am serving as a volunteer

 for xxxxx.  I would love

the chance to tell you about 

this project/program as I think

you would be very interested.

How about lunch either next

Tuesday or Thursday?”

The Ask
Thank the donor for past support (if appropriate)

Find common bond through building personal rapport

Listen to the donor’s story

Connect donor story to project elements and 

present the case for support

Ask for a specific amount

Be quiet after the “ask”

Great Opening Statement:

“By the time we finish talking today,

I hope you will be in a position to 

Consider a gift of $.... to this campaign”

Sample “Ask:”

“I hope that you will consider joining

With other leadership donors in

Demonstrating your commitment to

This project by pledging $.......”
The Concerns
Fight the objections, not the person

Use donor objections as an opportunity to further 

engage and educate the donor

Convert objections into questions 

Compromise on minor objections to make

major solicitation goals

Feel…Felt…Found Technique:

“I understand how you feel.  I felt that

way myself.  Then, I found out…

The Close
Thank the donor no matter the outcome

Offer naming opportunity (if appropriate)

Suggest other ways donor can become involved

Send personal hand written note

Thank the donor again!

One Final Thought:

“Would you like to double your gift

without it costing you more money?

Introduce me to two of your friends.”

Rules of Thumb

Don’t ask anyone to do anything you haven’t

Done yourself (make your own gift first)

Never send a thousand dollar donor to a million dollar ask

Don’t give until it hurts; give until it feels good

Think twice about naming a trustee who can’t 

Make a substantial contribution

Never set a capital campaign goal that you 

Cannot reach

Nobody is insulted by being asked for too much

Sell the excellence of the institution - - people

Want to give to success and be associated with winners
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FUNDRAISING READINESS

SELF – EVALUATION TOOL

Any organization, such as a synagogue, contemplating a fundraising endeavor must first evaluate it’s “readiness” to raise money.

The checklist below contains key affirmations that must be present within an organization that wishes to embark upon a successful fundraising endeavor.

To use this self-evaluation tool, you and your leadership (i.e. Board of Directors) must check each statement that you can honestly claim to be true of your synagogue.

After going through this checklist you will have a better understanding of your organization, its weaknesses and strengths, and its readiness to take on the hard task of raising funds.

Knowing Your Organization

____
We have a clearly defined, fully understood, and completely 
accepted mission statement that addresses the difference 
our organization will make for those it serves rather than 
merely describing what it does

____
We have an inspiring Vision Statement that acts as the “road map” to the future.  It clearly sets out where our organization wants to be in 3-5-10 years and what it wants to look like in the next 3–5–10 years.

____
We can readily identify our principal support base from those personally touched, inspired, or motivated by what we do, and from those not directly involved with, but nevertheless influenced and impressed by what we do.

____
We know exactly what our operational budget numbers are.  
When it comes to raising money, if we do not know our 
expenses, we can neither set fund-raising goals, nor let 
prospects know our needs.

____
We are guided and directed by a long-range strategic plan, 
which we revisit annually.  This “blueprint” of our 
organization is a prerequisite for establishing, first, a 
general fund-raising effort and, subsequently, specific fund-
raising campaigns.

Planning For Fund-Raising & Achieving Consensus

____
We work from a written General Development Plan which 
has been created within the context of our organization’s 
strategic plan.

____
We have a Board of Trustees committed to leading our 
organization and raising funds, and all fund-raising 
campaigns begin with those trustees.

____
Our fund-raising efforts are guided by a development 
committee comprised of trustees and other volunteer 
leadership and which has a mission statement outlining the 
committee’s duties and describing the policies to be 
implemented.

____
We always develop achievable goals for a campaign before 
asking for the first gift, either making sure our fund-raising 
prospects are capable of meeting those goals or lowering 
the goals so that they are in line with our fund-raising 
potential.

____
We always present compelling Cases for Giving that not 
only state the amounts we need, but present the reasons 
our organization merits support.

____
We produce for every campaign a fund-raising budget 
projection with clear, defensible reasons for what we 
propose to spend in order to complete the campaign.

Funding Sources & Prospects

____
We solicit our trustees/board members for contributions at or near their potential to give, rating and evaluating them in the same way we do other prospective donors.

____
We always follow the steps of major prospect cultivation- - -
identification, information, interest, and involvement- - -
because successful fund-raising is based upon 
relationships, relationships and more relationships.

____
We always rigorously rate and evaluate the giving potential 
of prospects because this the key to fund-raising success.  
Just as we must set a goal for each fund-raising campaign, 
we must set a goal for each prospective donor.  Campaign 
goal achievement is based upon prospect goal 
achievement.

____
We always determine how many gifts of what size we need 
to meet campaign goals and begin our solicitations with the 
largest gifts working down to the smallest. 

Organizing A Campaign

____
We never assume our solicitors know our organization, the 
purpose of the campaign, or how to ask for money, and we 
always equip them with easy-to-use solicitation kits that 
provide needed information and instill confidence.

____
We always develop campaign timelines for campaign 
leaders and solicitors, realizing that long-running 
campaigns diminish enthusiasm.

____
We always provide job descriptions that clarify lines of 
accountability and responsibility as well as duties for both 
campaign leadership and solicitors. 

____
We always seek the best possible solicitor-prospect 
assignments, especially taking advantage of solicitors’ peer 
contacts, friendships, and leverage.  Prospects are more 
likely to give when solicitation comes from the ‘right’ 
person- - -someone they respect and who can make a 
strongly credible, personal case for support.

____
We have staff in place to provide all needed campaign 
resources, including letters, lists, proposals, support data, 
and meeting arrangements, because the support provided 
to our volunteers and the information provided to our 
prospects will make the difference between campaign 
success and failure.

Managing A Campaign

____
We always suggest a specific gift amount to every 
prospect, and while we know the dollar amount we want, 
we suggest donors contribute it, rather than tell them they 
should give it.

____
We use challenge and matching gifts as a tool to attract 
and maximize the gifts of others in annual fund, 
sponsorship and underwriting campaigns, as well as capital 
and endowment campaigns.

____
We efficiently use one-on-one, mail, telephone, door-to-door, 
and other solicitation methods, employing those that truly 
are best for a campaign rather than what is easiest or 
fastest.

____
We use membership and named gift opportunities, set at 
publicly identified contribution levels, to promote giving.  
These programs allow solicitors to more easily suggest 
specific contribution amounts, and they help create subtle 
peer pressure on a donor to give at an appropriate level.

____
We always provide campaign leadership and solicitors, 
organization staff, and other interested parties with regular, 
periodic progress reports and campaign updates during the 
campaign.

____
We are always in a position to get a troubled campaign 
back on track by readily identifying problems and taking 
timely corrective action, including covering unexpected 
shortfalls by instituting a plan to increase the prospect 
base and/or average gift size.

____
We always record gifts and collect money in a timely 
fashion following required practices of our finance 
department and auditors.  This can greatly relieve problems 
with disputed or canceled pledges.

____
We promptly deposit checks, acknowledge gifts, and 
apprise solicitors of receipts of those gifts.  We never want 
to hear, “I sent my check in two months ago, but still don’t 
know if you received it.”

Post Campaign Activity

____
We announce result, give recognition, and thank donors and 
volunteers, giving credit where it’s due and oft times where 
it’s not, so that as many volunteers as possible feel a sense 
of accomplishment for our success.

____
We promptly provide donors the special benefits and 
privileges, memberships, and named-gift opportunities 
offered to them when they were solicited, remembering 
that our promptness in fulfilling promises is as important to 
them as their promptness in fulfilling pledges is to us.

____
We cultivate donors and prospects by inviting them to 
events, annual meetings, and site visits and issuing 
newsletters and other communications, making sure that 
they hear from us at times other than when we are asking 
for money.

Prepared by 

Marla Friedenberg

For JRF (2009)

FURTHER RESOURCES
Jewish Values, Money and Your Community
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http://stores.jrfbookstore.org/-strse-97/Jewish-Values%2C-Money-and/Detail.bok
Article: A Jewish Approach To Obligatory Giving
By Bob Leventhal, Rabbi Shawn Zevit

This article explores our discomfort with money, offers some historical perspective and some contemporary solutions of how American congregations 
have set up their dues structure.
http://jrf.org/showres&rid=174
Fundraising Tips

By Rabbi Shawn Zevit
Values-based tips for general fundraising, continued support, capital campaigns, studying feasibility and movement giving from the JRF Department of Affiliate Services.
http://jrf.org/showres&rid=179
Fundraising Grants

By Sharon Schwartz
In this grant writing guide, Sharon pulls together the best information from several sites. In addition to the training materials, contact information for several specific foundations is given. Some emphasis on Philadelphia area foundations and on school-related grants.
http://jrf.org/showres&rid=162
For more information about Fundraising, please click here:

http://jrf.org/resources-library&tid=2:3&show=#Fundraising
