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ABOUT KATIE

KANSAS UNIVERSITY GRAUDATE

+ Fell into fundraising and spent entire
career in fundraising 12+ years

+ Nonprofit nerd
+ Raised over S30 million

+ Have worked in nonprofits at 3
national organizations and then
was a fundraising consultant

+ Board Source Certified Gonsultant
+ National speaker



WHY DO
YOUR DONORS
SUPPORT YOU?
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ONLINE SEARCH EXPENSIVE COFFEE GREETING CARDS BIG BURRITO
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LOW PRICES




LOW PRICES ONLINE AUCTION
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LOW PRICES ONLINE AUCTION EXPENSIVE WATCH
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LOW PRICES ONLINE AUCTION EXPENSIVE WATCH ONLINE BOOKS
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SOFT DRINK




SOFT DRINK JEANS
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SOFT DRINK JEANS AFFORDABLE AIRLINE

A A

ey




SOFT DRINK JEANS AFFORDABLE AIRLINE FRIED CHICKEN
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SOFT DRINK JEANS AFFORDABLE AIRLINE FRIED CHICKEN
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UNDERSTANDING
THE BRAIN'S
NATURAL
PROCESSES

PROOF. |



DONOR PSYGHOLOGY

+ How donors feel about the
actions that they take?




How to motivate donors -
{o take actions or
modify behavior

PROOF. |2



Dopamine, Serotonin and Oxytocin
“Givers Glow”

Life Dutcomes

*https://www.psychologytoday.com/us/blog/vitality/201404/the-neuroscience-giving PROOF. |z




PSYCHOLOGY OF GIVING . -

4 tho give are more Ilkelu tu
Higher

Understanding of need
d Affiliation or relation to cause

*THE SOCIAL PSYGHOLOGY OF GENEROSITY: THE STATE OF CURRENT INTERDISCIPLINARY RESERRCH
Jessica L. Collett and Christopher A. Morrissey Department of Sociology, University of Notre Dame







P SUBJECTIVE

OBJECTIVE
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200 MILLISECONDS D
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SEGMENTATION BASIGS

+ Gommunication Preference /frequency 4 T

+ finnual or Gumulative Support Levels |
+ Length of Involvement |

+ Program or
Mission Interests

+ [jenerational
Gohort




LYBUNT/SYBUNT

Program or Mission Interests
Emotional Resonance
Multi-Levels of Engagement
Upgrading

Legacy Society



WHRAT ARE THE DIFFERENGES
BETWEEN OUR DONORS AND
OUR VOLUNTEERS?

MESSAGE DIFFERENTIATION PROOF. 1



VOLUNTEERS BELIEVE IN DONORS BELIEVE IN
TEACHING HOW TO GOOK. FEEDING THE HUNGRY.

VOLUNTEERS DONORS

PROOF. |3



DONORS: Want to give a fish

Greate segmentation in your
fatabase and your
communication to reflect
this dichotomu.
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PROOF. |3
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MESSAGES ARE MOST RESONANT sl

TO THE BRAIN IF THEY ARE:
1. DBJEGTIVE avoid subjective language

2. 5INGULAR no lists or feature sets

3. EMOTIONAL use emotions, memories

1 1 ".:'11‘:;’4 SraEania s .
and avoid logic e
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I SIMPLE requires no thinking or L

problem solving
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WANT

KATIE LORD

Katie Lord -LinkedIN
Katie_Lord360- Instagram
ProofPositioning.com



