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¡Bienvenidos! 

Daremos inicio al seminario a la 
hora indicada.

Mientras tanto, comenta en el chat 
a qué organización representas y 
en qué ciudad / estado te 
encuentras.

Presenter Notes
Presentation Notes
Early Bird Script
Hello everyone, my name is [insert your name], [insert your title] for Candid based in [insert your location]. I will be your facilitator for today's webinar, [INSERT TITLE of webinar]. We will be getting started promptly at the start of the hour. Until then, we want to know where you’re joining us from and what brings you to this webinar session. 
�I also encourage you to download the handouts associated with the course, so you can follow along and take notes. 

We will be monitoring the chat throughout the session, so feel free to submit your text questions at any time. Your lines are muted, so simply type your questions into the questions/chat pane of the [pick one: GoToWebinar/Zoom] control panel. 

Before the training begins, you'll also see a series of slides sharing more about Candid's resources. I'll be posting links to learn more about each in the chat.
�
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Estrategias prácticas 
para encontrar nuevos 
donantes 

Presenter Notes
Presentation Notes
Good morning/afternoon

Happy to be with you all. I want to extend my personal gratitude to you and your teams for the work you are doing in not only these unprecedented times but year round as well. Additional thanks to _____________ for reaching out to Candid and making this partnership possible.
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Sí, la sesión del día de hoy será grabada 

Recibirán por correo una liga para descargar 
la grabación dentro de las próximas 48 
horas.

Presenter Notes
Presentation Notes
Yes, we are recording today’s presentation, so don’t feel like you have to take copious notes. You will receive a link to the recording via email in the next 48 hours. The link will also include any resources that we discuss during this training.
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Presenters

Dave Holmes
Educational Programming 
Manager
he/him

Krista Berry
Equitable Access Strategy 
Manager 
she/her

Presenter Notes
Presentation Notes
Introduce yourself. Others from Candid in the room can introduce themselves. 




© 2021 Fundraising Academy

Esta capacitación es posible gracias a:
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Cada año, millones de instituciones 
filantrópicas invierten miles de 
millones de dólares en todo el 
mundo. Candid descubre de dónde 
viene ese dinero, a dónde va y por 
qué es importante. A través de la 
investigación, la colaboración y la 
capacitación, Candid brinda la 
información que necesita para hacer 
el bien.
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¡Gracias!

Agradecemos a la Alianza Fronteriza de Filantropía 
México – EE.UU.  

Presenter Notes
Presentation Notes
Thank the funders/folks who made the training possible
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Encuesta rápida
¿Qué tan cómodo te sientes buscando y cultivando nuevos donantes?

Elige solo la opción con la que estés más de acuerdo en tu puesto actual: 

Muy cómodo 
Cómodo
Algo cómodo 
No muy cómodo 
Otro (especificar en el chat)

Presenter Notes
Presentation Notes

Polling warm up questions:
What is your role at your organization? (ED, development, programs, etc.)
What types of fundraising are you responsible for at your organization? Select all that apply. (individual giving, foundation giving, corporate giving, government funding, other – feel free to specify in chat)
How do you feel about asking individuals to give to your organization?




Resultados 

Al finaliza este curso, podrás: 

• Calificar prospectos utilizando la prueba 
MADDEN

• Examinar los 10 métodos de prospección
• Resumir el papel que juega la psicología 

en la forma en la que los donantes toman 
decisiones

• Hacer juegos de roles sobre las estrategias 
efectivas para hacer llamadas a un posible 
donante



Introducciones
•Tu nombre
•Dónde trabajas
•Por qué estás hoy aquí

Presenter Notes
Presentation Notes
Share pair:
Name
Where you work
What you do
Why you’re here today/What you want to takeaway





¿Que es Giving USA?

• El informe anual de mayor antigüedad sobre donaciones en EE. UU.
• Estimaciones sobre:

• Fuentes de donación
• Montos recibidos por tipo de organización

• Publicado por Giving USA Foundation
• Iniciado en 1956 por la American Association of Fundraising Counsel, ahora 

The Giving Institute
• Hecho posible gracias a las contribuciones de afiliados, fundaciones y otros 

donantes de The Giving Institute.
• Investigado y escrito por la Escuela de Filantropía de la Familia Lilly de la 

Universidad de Indiana.



Presenter Notes
Presentation Notes
If we look at the private sources of support for nonprofits in the U.S., you can see that despite what most people may assume, foundations and corporations together account for only a modest proportion of charitable giving. The majority of private giving comes from individuals, people like you and me who give to their favorite local nonprofits, schools and/or houses of worship. [DISCUSSION POINT: Ask the audience why they think that is? Answer: There are more people in the world than foundations and corporations put together.  Other good reasons to have individuals as part of your funding mix is that they tend to be more loyal over time. An individual may start by giving small gifts to your organization, and with cultivation, those gifts could grow to include bequests through their wills, trusts and estates.  This is often called planned giving. Individuals are easier to approach since there is no set process for asking individuals for money like there is for foundations and it’s a more personal appeal.]  Feel free to add any additional stories or examples you may have here.

Also point out that we’re not just talking about wealthy people. [Ask the audience why? Answer: Because a lot of wealthy people might have foundations and would be included under the foundation category.] 

Therefore, although foundation giving may be one component of your overall grantseeking strategy, you can’t depend solely on foundations. You will need to develop multiple revenue streams from various sources. For more information on how to go about doing that, we recommend taking Introduction to Fundraising Planning.�
Also, its important to note that many people think they can rely on a few large grants from a couple of big foundations, but most grants come from small, local or regionally based foundations that you’ve probably never heard of in much smaller amounts. We will explore how to find potential funders later in this class. 

Giving by individuals comprised 64 percent of total giving in 2022.1 
Giving by foundations—which includes grants made by independent, community, and operating foundations—amounted to 21 percent of all gifts made in 2022.2 
Giving by bequest accounted for 9 percent of all gifts made in 2022. 
Giving by corporations comprised 6 percent of total giving in 2022. 




Presenter Notes
Presentation Notes
Religious organizations received the largest share of charitable dollars in 2021, at 27 percent of total giving. 3 
The education subsector comprised the second-largest portion of charitable dollars in 2021, receiving 14 percent of total gifts. 
Human services organizations ranked third in total gifts received, at 13 percent of charitable dollars in 2021. 
Gifts to grantmaking foundations—including independent, community, and operating foundations—comprised the fourth-largest share of charitable dollars in 2021, amounting to 13 percent of total giving. 
Comprising the fifth-largest portion of charitable dollars in 2021, public-society benefit organizations received 11 percent of total giving. 
The health subsector ranked sixth in total gifts received, at 8 percent of charitable dollars in 2021. 
The international affairs subsector ranked seventh in total gifts received, amounting to 5 percent of charitable dollars in 2021. 
Arts, culture, and humanities organizations received the eighth-largest portion of charitable dollars in 2021, at 5 percent of total giving. 
Comprising the ninth-largest share of charitable dollars in 2021, the environment and animals subsector received 3 percent of total gifts. 
Finally, gifts made directly to individuals amounted to 2 percent of total giving in 2021. 



PARA DIALOGAR
¿Qué dicen estas tendencias sobre el panorama general 

de las donaciones?

¿Qué importancia tiene para ti comprender estas 
tendencias y encontrar nuevos donantes para tu 

organización?

Presenter Notes
Presentation Notes
We're going to stop here for a moment and open the conversation up for discussion. Go ahead and post in the chat

-what do you think these trends say about the philanthropy landscape?
-and, how are these trends relevant to you? How will they help you find new donors?



Cause Selling es un programa basado en 
relaciones para la recaudación de fondos sin 

fines de lucro en ocho pasos. 

Utiliza tácticas de desarrollo emprendedor
para ayudar a los procuradores de fondos a 
construir mejores relaciones y canales de 

prospectos más sólidos.

Presenter Notes
Presentation Notes
This brings us to how will we use what we know to increase donations. One way, which we'll talk about today, is call Cause Selling.

Cause Selling is a relationship-based program for nonprofit fundraising in eight steps.��It uses entrepreneurial business development tactics to help fundraisers, like yourselves, build better relationships and stronger prospect pipelines

I realize it sounds more like what you would hear in a business seminar, and you're not wrong! We basically use what we know about sales—the things that work-- and apply them to what we are selling—which is a good cause.



El ciclo de Cause Selling

Fase uno
Fase dos
Fase tres

Presenter Notes
Presentation Notes
Today we’re covering phase one – prospecting and pre-approach (how to find new donors)

The CAUSE SELLING CYCLE has three phases. Phase is prospecting, Phase 2 is the actual development work. It's the longest and I would say most important in many ways, and Phase there is the ask, which actually should be the easiest part, if you've done a good job of phase 2. 

So these 8 steps form the basis for the cycle. 
-There's Prospecting for donors and the Pre-approach, that's Phase 1, which is All the work necessary to prospect for qualified potential donors
-Then the research—approach, need discovery, presentation, and handling objections, that's Phase 2—this is where you have face-to-face time with prospective donors
-Then the last phase, phase 3, is the ask, followed by stewardship, which is everything that happens after the gift is given

It might seem overwhelming, but just remember that—going back to phase 2, you have to complete this part before you make an ask. You would never make an ask cold. My favorite fundraiser, and author, Kate Sprinkel Grace always says, "by the time you ask your donor for a gift, they should already have their checkbook out – or maybe these days their Venmo account open – and be asking you 'how much'?"

Now, going back to phase 1, people often ask about how to find prospective donors, do you need researchers on your team? Do you need software, but human science works. We can't all afford WeathEngine, but most of us don't need to. And don't think that it's just a question of finding rich people, because that's not it. I don't care how rich someone is, if they don't connect to what your nonprofit is doing, they likely won't give you money.





Paso 1: 
PROSPECCIÓN

Cómo encontrar donantes 
calificados

Chapter 7: “Prospecting: How to Find Qualified Donors”
pages 139-165

Presenter Notes
Presentation Notes
So let's start at the beginning, with Step 1 of Phase 1: Prospecting!  Which is finding qualified donors.



¿Qué es la 
prospección?

El proceso de  
búsqueda o 

investigación de 
posibles donantes 

Presenter Notes
Presentation Notes
Prospecting is the process of looking for prospective donors.



Prospectos 
calificados

Un PROSPECTO CALIFICADO es alguien que tiene:
• Los medios para dar
• La capacidad de tomar la decisión de dar
• Interés en la misión de tu organización
• Una relación existente con el personal, los voluntarios o 

los líderes de tu organización, lo cual brinda acceso para 
realizar una solicitud de un donativo.

Presenter Notes
Presentation Notes
But it’s not quite that simple is it?  How do you determine who is a qualifed prospect?

Everyone can imagine the most amazing loyal donor. Like when I go to the theater, and I see a list of major donors on the wall, and year after year, they give and they give. I see the same donors who continue to shower gifts on your nonprofit.  It’s easy to look at that list and wish we had more donors like that. That theater is so lucky. But if you really think that nonprofit is just lucky, or that they have some magic process to get these donors, that’s a little like looking at an Olympic athlete and saying "I could do that."

I know that sounds a little dramatic, but think about this: 

At some point in a long-term relationship with a loyal, big donor, some phenomenal fundraiser somewhere did all of the steps we talked about in the 3 phases of the cause selling cycle: (GO BACK TO SLIDE 27—maybe add that slide here...)

Found the donor’s name through networking, event, center of influence (that's prospecting)
Determined donor was qualified using qualifications such as is this person the decision maker, have the money to give, the desire to give, and more (that's the pre-approach)
Introduced themselves to the donor (that's the approach), actually made an intro. Called, shook a hand, exerted effort. 
Discovered donor’s unique passions (that's need discovery), asked questions and more questions. Assuming you know the donor never works. 
Told the story of the mission. The best presentation paints a vivid picture. It’s a journey. It’s visual. It’s certainly not a fact-dense presentation filled with slide after slide of figures. (that's presentation)
Overcame potential roadblocks that the donor had to giving (those are the objections). Hesitations and objections signal interest. They are not "no" but I "tell me more".
Asked for a gift (made the ask). Didn’t present the mission and expect the donor to open their checkbook. Some donor was asked the question. The fundraiser went for the close. 
Then, they followed up with the donation to foster loyalty (that's stewardship). Loyalty takes work. Like any good relationship, regular communication is the key. 





La prueba MADDEN 

M
A
D
D
E
N

MONEY – DINERO
APPROACHABLE – CERCANO
DESIRE – DESEO 
DECISION MAKER – TOMADOR DE 
DECISIONES
EMOTION –EMOCIÓN
NEED – NECESIDAD

Presenter Notes
Presentation Notes
To avoid the sinking feeling that comes with discovering you’ve just spent weeks or months (or years sometimes) pursuing a relationship with a non-qualified lead, it’s helpful to qualify them as much as possible from the start
Just because they’re rich doesn’t mean they are qualified
Use the madden test to qualify prospects

HANDOUT
Money—do they have money to give?
Approachable—are they someone you can start a conversation with?
Desire—do they want to give to your type of cause?
Decision-maker—are they the person making the decisions around donations?
Emotion—are they connected to the organization; 
Need—they feel a need to help (not even necessarily you, but to community)





ACTIVIDAD INDIVIDUAL:
Hoja de trabajo de calificación de 

prospectos con la prueba MADDEN

Presenter Notes
Presentation Notes
We're now going to spend 15 MINUTES on an individual activity, on your own.
 think through prospects; new, current, (moves management)

Example:

I have a donor in mind that gives to another theater in SF that is so similar to my own, and I happen to know her because she's friends with one of my former board members. So I know she's heard of my theater and I'm wondering if she would consider giving to us.

Money, I already know she gives to nonprofits
Approachable, yes, we have someone in common
Desire, I think so since she gives to a similar organization
DecisionMaker (know PO); yes—I know she makes the gifts herself
Emotion, not sure; I don't know, is she connected to my organization? Probably not. Yet. So I'm not going to circle because I don't know. 
Need—does she feel a need to help us? I’m not sure, maybe she only gives to the other organization because she has a connection to the ED. I'll need to find out more, not sure. 

Then I'm going to Qualify my prospects A,B,C

So she is a Class B

Keep reclassifying depending on getting to know them

Homework; spend some time with staff or your board, go through this MADDEN test with them. Compare notes with others on prospects.
 





Encontrando prospectos en tu base 
de datos Prospectos A, B & C

• Renovación de donantes que han dado por más de 
3 años seguidos sin aumentar su donativo

• Donantes reactivados

• Donantes nuevos de US$500+ que no conoces

Prospectos A



• Ordenar por código postal

• Compradores frecuentes de boletos 

• Mejores postores (no necesariamente ganadores)

• Cualquiera que haya optado por hacer una 
donación desde su sitio web

Prospectos B y C

Encontrando prospectos en tu base 
de datos Prospectos A, B & C



10 
Métodos 
para 
Prospección

2 Círculos de influencia

Referencias1

Prospección con eventos3

Correo directo y correo regular4

Redes sociales5Domina estas 
técnicas



10 
Métodos 
para
Prospección

7 Networking

Llamadas “cálidas”6

Prospección iniciada por la OSC 8

Tu sitio web9

Crowdfunding10Domina estas 
técnicas



Que la persona haga el contacto inicial, no tú

¡Pide una referencia!

(Y por qué las personas no dan referencias)

Qué pedir (y como se debe hacer el contacto)

Cuándo pedir (asegurar que es parte del ciclo de 
procuración de fondos) 

Métodos para la prospección
1. Referencias



Cree en ti y en la causa 

Tiene influencia con un número importante de 
personas  

Tiene la voluntad de darte nombres de manera 
frecuente 

Los nombres que te da por lo menos son 
prospectos parcialmente calificados 

Métodos para la prospección
2. Círculos de influencia



El verdadero poder de los eventos es el 
serguimiento posterior con los 
asistentes

No olvides captar la información de 
contacto de todos los asistentes

Métodos para la prospección
3. Prospección con eventos 



4. Correo directo y correo regular
 Los prospectos sí leen correo directo bien 

enfocado l
 La calidad del contenido y el contenido de los 

listados son lo más importante  

5. Redes sociales
 No te enfoques solamente en los me gusta o 

número de seguidores
 Ofrece a tus seguidores contenido real y 

llamados a la acción frecuentes  

Métodos para la prospección
Correo y redes sociales 



Encuentra la manera de hacer una 
conexión ANTES de la llamada 

Úsalo como sumplemento, nunca como tu 
primera fuente de prospección 

Planea la llamada 

Mantén el entusiasmo  

Métodos para la prospección
6. Llamadas “cálidas”



 Las 3 C’s del networking:
• Conexión 
• Comunicación 
• Cooperación 

 Compartir información tiene sentido  

 Participa en grupos y no olvides compartir 
tu información de contacto y tarjeta de 
presentación

Métodos para la prospección
7. Networking



8. Iniciada por la organización 
 Telemarketing (para OSC grandes, con apoyo de 

medios de comunicación )
 Participantes en eventos / boletos 
 LYBUNTS y SYBUNTS

9. Sitio web
 Lleva a los prospectos a tu sitio para que donen  
 Un llamado a la acción 
 Usa mercadotecnia de programas de afiliados 
 Considera pequeñas viñetas o ligas a videos 

Métodos para la prospección
Iniciada por la org y sitio web

Presenter Notes
Presentation Notes
LYBUNT and SYBUNT are acronyms for groups of donors that have given before but not within the current calendar/fiscal year:
LYBUNT (pronounced "lie-bunt") means donors who have given Last Year But Unfortunately Not This. This refers specifically to donors who gave in the immediately preceding (last) calendar/fiscal year but not in the current calendar/fiscal year.
SYBUNT (pronounced "sigh-bunt") means donors who have given Some Year But Unfortunately Not This. This refers specifically to donors who gave in any preceding (some) calendar/fiscal year but not in the current calendar/fiscal year.**
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Perfiles de OSC en Candid

• Muchas fundaciones se 
revisan para realizar la 
debida diligencia

• Va más allá de los datos 
del IRS

• Información de las 
propias organizaciones 
sin fines de lucro, 990 y 
fuentes de terceros

Presenter Notes
Presentation Notes
If a funder reads your proposal and is interested in potentially funding your work, a next step they’ll often take is to do their due diligence to research your organization’s credibility, financial stability, and impact. And often, when doing this due diligence, they’ll review a nonprofit’s Candid profile. 

Ask for show of hands (or thumbs up on chat): raise your hand (or click the thumbs up button) if you’ve seen your organization’s Candid profile. If you’ve filed a 990, odds are that your nonprofit has a Candid profile. You can claim it and use the profile as a tool to grow your organization’s credibility and online presence. 

One part of your grantseeking plan should be to claim and update your nonprofit’s profile. It’s free, and it’s a great way to share information about your mission and work with millions of potential donors.

Candid profiles go well beyond IRS data and provide opportunities for you to create a fuller, publicly-available picture of your nonprofit than a 990 provides.  



candid.org@CandidDotOrg   |

Red de socios de información de Candid

Administradores
de  subvenciones

Gigantes de la 
tecnología

Plataformas 
de donación

Fondos 
aconsejados 

Presenter Notes
Presentation Notes
Nonprofit profiles not only appear on Candid’s GuideStar website; information from these profiles appears across a range of platforms, including Facebook, Amazon Smile, and giving platforms. Also, large investment banks and companies that manage donations for private individuals often use nonprofit profiles to decide where to make gifts for their investors. Note: This includes all major US based Donor Advised Funds. 

[Click to reveal callout] �In the context of this proposal writing course, I especially want to highlight that nonprofit profiles are often linked in grants management software: If you apply to a grant at a foundation online, the grant management software likely is what you submit your application on. Then, on the back end, program officers at the foundation use this software to review and track your application. This software often links to your nonprofit profile, and foundations use your nonprofit profile as part of the due diligence process when considering applicants for grants. For example, foundations love checking potential grantees' financial health as part of due diligence.�

http://www.foundant.com/
http://fluxx.io/
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¿Tiene preguntas? Ve a nuestro centro 
de Ayuda 

— Visita help.guidestar.org:
• Guía sobre como reclamar tu perfil  
• Guías para cómo ganar un sello 

Presenter Notes
Presentation Notes
To learn more about how to claim your profile and earn seals of transparency, check out help.guidestar.org 

More info on how to get listed:  http://help.guidestar.org/en/articles/3362572-how-to-get-listed-faqs 





 Una gran manera de iniciar una 
campaña de procuración de fondos en 
línea

 Funciona mejor con proyectos 
específicos o campañas

 Los sitios de crowdfunding no pueden 
reemplazar estrategias tradicionales de 
procuración de fondos

Métodos para la prospección
10. Crowdfunding



#CandidLearning  |  learning.candid.org

¿Preguntas?



ACTIVIDAD:
Desarrolla una estrategia para cada método

Comparte tus estrategias y tácticas en el 
documento colaborativo

Presenter Notes
Presentation Notes
15 minutes

OR HOMEWORK….



RECESO

Presenter Notes
Presentation Notes
15 minutes

OR HOMEWORK….



© 2019 Sanford Institute of Philanthropy

¿Cuál es la razón 
principal por la que 
un donante decide 

donar a una 
organización?

Para discusión:



© 2020 Sanford Institute of PhilanthropySanford Institute of Philanthropy

¿Por qué la gente da?

Presenter Notes
Presentation Notes
Let’s talk a little bit about the psychology of giving. 

Why do people give? 

Does anyone know why people give? 

No wrong answers here, just throw out some ideas. 

PRESENTER: write ideas on the board:

(Here are some)

To gain a sense of closeness to a community or group. 
• To feel they are changing someone’s life. 
• To get a tax deduction. 
• To appease a friend or colleague who asked them to donate. 
• To create a good image for themselves in their community or for their company. 
• To be seen as a leader or role model. 
• To feel they are not powerless and can still affect real change. 
• To leave a legacy that perpetuates them, their ideals, or their cause. 
• To memorialize someone who is dealing with or has died of a disease. 
• To feel connected to other people and build their social network. 
• Because they felt emotionally moved by someone’s story. 
• Because they were raised to give back; philanthropy is a tradition in their family or culture. 
• Because supporting a certain nonprofit is in style (i.e., wearing the latest colored wrist band or taking the latest challenge that has gone viral on social media). 
• Because they feel fortunate and/or guilty and want to give something back to others. 
• Because they believe in an organization’s mission and want to help move it forward. 
• Because giving feels good. 




RESPUESTA: 
PORQUE LE PIDIERON. 

(UN PROCURADOR DE FONDOS)



El poder de nuestro 
cerebro

INFLUENCIAS 
PSICOLÓGICAS

INFLUENCIAS 
SOCIOCULTURALES

Percepción
Ánimo

Actitudes
Auto imagen

Cultura
Costumbres 

Entorno 
físico

Clase social

Presenter Notes
Presentation Notes
Understanding the psychological influences on our donors will allow you to more effectively infer an individuals driving reasons based on an observed behavior
This image illustrates some of the psychological and sociocultural factors that influence a donor’s decision-making process. 
Unconscious influencers come not just from within, but from how we internally interpret what we see and experience in our society, which is why we include sociocultural influences as well
What we see and hear becomes acceptable and eventually becomes “truth” (ex: spending more for apple or starbucks because it’s trendy/cool)
You must work to build the relationship with the donor and build the right perception in their minds (not control or manipulate), but use the art of communication to create a partnership with the donor that has a want or desire to help or affect change





Several psychological factors affect a donor’s decision to give to a cause. You must be aware of these factors and understand the role they play in the process.  
Psychological influences
Perception 
Mood of the
Attitude
Self-image

Sociocultural Influences
Culture
Customs
Physical environment
Social class




El modelo de comunicación

Presenter Notes
Presentation Notes
The goal of communication is a mutual understanding that leaves both parties feeling heard



Barreras en la comunicación

Selección de palabras

Distracciones visuales

Complicación excesiva

Malos hábitos de escucha (tuyos o de 
ellos)

Momento (si tu prospecto está teniendo un 
mal día, eso está fuera de tu control. 
Reprograma y no te estreses)

Presenter Notes
Presentation Notes
Lets say a donor was interested in giving, but for reasons beyond your control the donor is unable to make a commitment. A year later, that same donor is finally ready to decide about a major gift. Will this person remember you and give to your org? Or will the donor forget about you entirely and give elsewhere?




TOMA:
Top-of-mind Awareness

Presenter Notes
Presentation Notes
The SOLUTION…. TOMA

Lets say a donor was interested in giving, but for reasons beyond your control the donor is unable to make a commitment. A year later, that same donor is finally ready to decide about a major gift. Will this person remember you and give to your org? Or will the donor forget about you entirely and give elsewhere?

�



Escribe una forma de 
conseguir y mantener a 
TOMA con un prospecto: 

1. Redes sociales 
2. Correo electrónico
3. Correo postal
4. Eventos virtuales
5. Teléfono
6. Otro…



El ciclo para vender la 
causa

Fase uno
Fase dos 
Fase tres

Presenter Notes
Presentation Notes
Today we’re covering phase one – prospecting and pre-approach (how to find new donors)

The CAUSE SELLING CYCLE
 
The 8 steps form the basis for the entire book…..

We broke the cycle into its essential steps.  8 of them Regardless of gift potential, certain predictable actions must be performed.  These become the steps in the sales cycle.  There are three distinct phases:
 
Phase 1 – Chapters 7 and 8 – All the work necessary to prospect for qualified potential donors!
Phase 2 – Chapters 9 to 12 – is the face-to-face time with prospective donors!
Phase 3 – Chapters 13 and 14 - includes everything after the gift is given! 




Paso 2: 
PRE-ACERCAMIENTO 

Lo que haces antes de la 
reunion

Chapter 8: “Pre-Approach: “What to Do Before You Meet”
pages 167-191

Presenter Notes
Presentation Notes
Prospect research




¿Qué es el pre-
acercamiento?

La planificación y 
preparación 

realizadas antes 
del contacto con el 

prospecto.



Fuentes de información para el pre-
acercamiento 

Colegas

Donantes actuales

Consejeros directivos

 Internet/ investigación en redes sociales



• PERO puedes maximizar el alcance y la efectividad de las redes 
sociales para impulsar tus esfuerzos previos al acercamiento.

• También puedes realizar una búsqueda rápida de prospectos a 
través de Google y las redes sociales para comenzar a 
calificarlos.

Usa redes sociales para el pre-acercamiento

Descargo de responsabilidad: aumentar tu presencia en las redes 
sociales de ninguna manera garantiza más donaciones

Presenter Notes
Presentation Notes
Along with other pre-approach sources, research conducted through scoail media can go a long way for showing people that you understand thei r needs and that you represent a mission that they want to stand behind.



Checklist del pre-
acercamiento

• ¿Quién impulsa las decisiones filantrópicas?
• Historial de donativos a tu organización
• Intereses personales
• Pasiones y prioridades
• Otras obras caritativas y donaciones
• Conexiones



ACTIVIDAD INDIVIDUAL:
Revisa el checklist de información pre-

acercamiento

Presenter Notes
Presentation Notes
5 MINUTES



Consiguiendo 
la reunión



La reunión previa a la 
solicitud 

• La reunión inicial con un nuevo prospecto que tu 
crees que es un prospecto calificado 

• Puede ser necesario obtener la información con la 
prueba MADDEN

• No es una reunión para solicitar un donativo 
• Oportunidad para establecer una relación genuina y 

recopilar información

Presenter Notes
Presentation Notes
Pre-gift planning or the pre-approach is planning or preparation done prior to an initial meeting with the prospect.  This work doesn’t always happen in a linear sequence, though.  It can happen at any step in the cycle.




La finalidad de la reunión 
previa a la solicitud 

• Te acerca al donativo 
• Construye una relación entre el prospecto y la 

organización
• Conocer a los prospectos, sus recursos y su 

inclinación filantrópica
• Actualizar al prospecto sobre los programas y brechas 

en el servicio y las necesidades
• Agradecer a los prospectos por su donación y 

participación



2 ¿Cuánto dinero estoy listo para dar 
con base en lo que he escuchado?  

¿Qué hace la organización? 1

¿Qué van a hacer con mi donativo? 3

¿El trabajo de la organización y misión 
es verdaderamente único? 

4

¿Qué tipo de problemas 
resuelves?

5

10 
Preguntas 
que tienen 
tus 
donantes

Presenter Notes
Presentation Notes
These questions are not always explicitly asked.  Knowing that many of your prospects may be wondering about these allows you to weave answers to these questions into your conversation.




7 ¿Obtendré algo a cambio? 

¿Cuánto tiempo va a tomar?  6

¿Quién más que yo conozca ha 
contribuido con la organización?  

8

¿Por cuánto tiempo has colaborado
con esta organización? 

9

¿Por qué debería confiar en ti? 10

10 
Preguntas 
que tienen 
tus 
donantes

Presenter Notes
Presentation Notes
These questions are not always explicitly asked.  Knowing that many of your prospects may be wondering about these allows you to weave answers to these questions into your conversation.




La anatomía de una llamada

El objetivo es asegurar una
reunión cara a cara/virtual con 

el prospecto, ya que los 
donativos importantes rara vez 

provienen de llamadas 
telefónicas.



Superar la resistencia al 
encuentro

Donante: “Estoy demasiado ocupado y 
simplemente no tengo tiempo para reunirme. 
¿Puedes enviarme algo por correo?
Respuestas opcionales:

• Me encantaría. De lo que acabo de decir, ¿qué te llamó la atención?

• Parece que tienes mucho trabajo. Sólo por curiosidad, ¿cuál sería un 
buen momento para hacer un seguimiento contigo?

Presenter Notes
Presentation Notes
Adapted from Bill Littlejohn, The Campaign for Girl Scouts Training 

"I don't have time for a briefing, John. Why don't you just mail me the information. I'll look it over and send in what I can." 
Suggested response: 
"I know we're all pressed for time, Bill. Barbara and I certainly wouldn't be asking you and Mary to come meetif we didn't think that this was a very special circumstance. This is the most important effort undertaken on behalf of girls in the San Gabriel Valley. We would like for you to know the details. There is no way to impart this through the mail or on the phone. We'll schedule a time that is convenient for you, and we will take no more than an hour of your time.” 

Variations on the suggested responses given above will usually handle just about any reservation a prospect has about granting a gift approach appointment. 







ACTIVIDAD INDIVIDUAL: 
El guion de la llamada

Presenter Notes
Presentation Notes
15 MINUTES



ACTIVIDAD EN 
PEQUEÑOS GRUPOS:
El juego de roles de la llamada

Presenter Notes
Presentation Notes
15 MINUTES



DISCUSIÓN GRUPAL
¿Qué incertidumbres quedan todavía? 

¿Cuál es tu mayor miedo? 
¿Cuáles anticipaS que serán tus mayores 

desafíos? 
¿Qué te gustaría practicar más? 

Presenter Notes
Presentation Notes
Large Group Debrief
What uncertainties still remain? What’s your greatest fear? What do you anticipate as your biggest challenges?  What would you like more practice with? 
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¿Preguntas?
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¿Qué tal lo hicimos? 

¡Tu opinión es importante para nosotros! Tómate un 
momento para completar la evaluación del curso:

https://candid.surveymonkey.com/r/Can
didTrainings 

Presenter Notes
Presentation Notes
Facilitators: Please reserve ~ 5 minutes in-class or online for participants to complete this course survey. It’s also recommended that this information is included in follow up messaging to attendees, as appropriate. Tell participants that this survey is anonymous and is helpful to us as we continue to improve our program offerings. We need to know what’s been helpful and what can be improved. Additional note: There is a question within the survey to sign up for the GrantSpace / regional newsletter which will require that they include their email address (and in this case the survey is not 100% anonymous) but that information will only be used to opt them in for the appropriate newsletter.

https://candid.surveymonkey.com/r/CandidTrainings
https://candid.surveymonkey.com/r/CandidTrainings
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Inscríbete a nuestros boletines
bit.ly/CandidLearningNewsletter

Conéctate con nosotros 

Encuéntranos en Facebook y 
Twitter en @Candid_Learning

Presenter Notes
Presentation Notes
"Stay connected with us by subscribing to our Candid Learning newsletter to never miss a virtual training or opportunity! And find us on Facebook and Twitter at Candid underscore Learning"
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Upcoming Candid webinars / Próximos 
seminarios con Candid 

Eight Steps for cultivating relationships with individual 
donors / Ocho pasos para cultivar relaciones con 
donantes 

Diciembre / December - fecha por definir / date to be determined

David Holmes, Ivonne Simms, Tracy Kaufman 



Thank you.
david.holmes@candid.org
krista.berry@candid.org
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