
HOW TO CRAFT MESSAGES 
YOUR DONORS WILL INVEST IN



ABOUT KATIE 
 KANSAS UNIVERSITY GRAUDATE 
	 + 	Fell into fundraising and spent entire  
		  career in Fundraising 12+ years
  	 + 	Nonprofit nerd 
  	 + 	Raised over $30 million 
  	 + 	Have worked in nonprofits at 3 
		  national organizations and then 
		  was a fundraising consultant 
  	 + 	Board Source Certified Consultant 
  	 + 	National speaker 
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why do 
your donors 
support you?
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Online Search
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Online Search expensive coffee
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Online Search expensive coffee greeting cards
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Online Search expensive coffee greeting cards big burrito
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Online Search expensive coffee greeting cards big burrito
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low prices
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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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low prices online auction expensive watch online books
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soft drink
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soft drink jeans
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soft drink jeans affordable airline
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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
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DONOR PSYCHOLOGY
+	 How donors feel about the 
	 actions that they take?  
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BEHAVIORAL ECONOMICS
+	 How to motivate donors 
	 to take actions or 
	 modify behavior 
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PSYCHOLOGY OF GIVING
+	 Brief Neuroscience Lesson
	 -	 Happiness Trifecta
			   +	Dopamine, Serotonin and Oxytocin
			   +	“Givers Glow”
			   +	Life Outcomes
	 			   -	 Live longer
				    -	 More Fulfilled with life station
				    -	 Healthier- lower blood pressure/depression

*https://www.psychologytoday.com/us/blog/vitality/201404/the-neuroscience-giving
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PSYCHOLOGY OF GIVING
+	 People who give are more likely to
	 -	 Higher levels of Education
	 -	 Live in Smaller towns/Metros
	 -	 Married 
	 -	 Have a Religious Affiliation
	 -	 Own a Home 
	 -	 Driven by: Understanding of need 

		  & Affiliation or relation to cause  

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

Objective
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How long does it take 
for the brain to make 
a decision?
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200 milliseconds

 Kitty Xu, Johns Hopkins University Neuron “The neuroscience of changing your mind,” by Bret Statka Scientific American 12/7/17 | 27
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Logic 
Brain 
vs. 
Emotive 
Brain 
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SEGMENTATION BASICS
+	 Communication Preference /Frequency  
+	 Annual or Cumulative Support Levels 
+	 Length of Involvement 
+	 Program or 
		  Mission Interests  
+	 Generational 
		  Cohort 
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SEGMENTATION ADVANCED
+	 LYBUNT/SYBUNT
+	 Program or Mission Interests 
+	 Emotional Resonance 
+	 Multi-Levels of Engagement 
+	 Upgrading 
+	 Legacy Society



WHAT ARE THE DIFFERENCES
BETWEEN OUR DONORS AND 
OUR VOLUNTEERS?
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Volunteers believe in
teaching how to cook.

Donors believe in
feeding the hungry.

Volunteers Donors

67%
Teaching someone

how to cook

33%
Feeding someone

that is hungry

56%
Feeding someone

that is hungry

44%
Teaching someone

how to cook
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DONORS: Want to give a fish
VOLUNTEERS: Want to teach to fish
Create segmentation in your
database and your 
communication to reflect 
this dichotomy.
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Summary
Messages are most resonant 
to the brain if they are:
1.	 OBJECTIVE  avoid subjective language

2.	SINGULAR  no lists or feature sets

3.	 EMOTIONAL  use emotions, memories 
	 and avoid logic

4.	SIMPLE  requires no thinking or 
	 problem solving



WANT                      ?
KATIE LORD
Vice President of Nonprofit Development
Proof Positioning Inc.

Katie Lord –LinkedIN
Katie_Lord360- Instagram
ProofPositioning.com

THANK YOU!


