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Stop asking for money and 
you will raise more

Fundraising conversations are often filled with the fear of rejection, discomfort or awkwardness. 

This is because during these conversations, there is an unspoken, internal dialogue between 

the fundraiser doing the asking and the potential donor being asked. 

The asker is thinking: When should I ask? How should I ask? How much should 

I ask for? Will they say yes? What if they say no? I really need this gift.

01.
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When the internal dialogues are going, then the parties aren’t fully present to the conversation 

and it is one that is stressful and awkward for both. How do you relieve the tension and have 

a productive, easy conversation? 

Set the stage at the beginning. Before you get into the conversation, set up the expectations. 

This is the most important step. It can go like this:

You are not making a sale. You are not forcing anyone to do anything. What you are doing 

is deciding together whether the donor wants to give a gift. 

Your energy speaks louder than your words. If you have a goal in mind and no expectation 

for the outcome, you can be present and LISTEN to what is being said. If you want a certain 

outcome, your energy will be one of desperation, and the donor will pick up on that. Put 

yourself in a frame of mind of abundance. Whatever they decide, you will be ok, and so will 

your organization. Come in service and release the outcomes. 

Your potential donor wants to know that your organization is a good steward of their money, 

and that it starts with how you show up in this conversation. Lead the conversation by setting 

up a framework for how it will go. You are not telling them what to do, you are setting up a 

process. This will relieve their tension and build trust. 

Realize that you are not asking for money. 

Let go of expectation. 

Set the stage with you as the leader. 

The donor has their own internal dialogue going as well. 

What do they want? Do I want to give? Can I afford it? How 

can I say no and not be embarrassed? Maybe I can give 

them a little money and they will go away.

Here’s how I run these calls/meetings. First, I want to know 

you and your goals for your philanthropy, what motivates 

you and what changes you want to see for our community.

COURAGEOUS COMMUNICATION
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They most likely will say yes with a sigh of relief. Then you both can settle in and have an 

honest conversation about a donor partnership. 

This isn’t a pitch or a show. It is a meaningful conversation that you lead them through. 

The less you talk, the more meaningful the conversation will be for them. Your goal is to 

really understand what motivates them, what legacy they want to leave and what is in their 

philanthropic heart. You can’t do that if you are doing all the talking.

What makes asking for money hard is the unknown, the fear of rejection and the uncertainty 

it will bring. Come in service to your potential donor to help them make the best decision for 

them. Even if it is a no, they will respect you for honoring their needs and philanthropic goals. 

If, together, you decide this is a fit, then you can ask for money. Don’t ask for anything until 

you are sure it is a fit for them, then make an ask. 

Most conversations won’t end with an immediate decision, and that is ok. The important thing 

is to honestly decide on a next step. 

If they say, “I will get back to you,” ask then for a commitment to follow up. Remember, this 

is your process and they want to be led. 

 As we talk, I will ask questions and give you some insights 

to make sure I understand your needs. Then, we can discuss 

the organization, our mission and needs.

We can decide together if this is a fit, if we want talk more 

at a different time or not at all. Whatever you decide is ok, 

and there is no pressure, does that sounds ok to you?

COURAGEOUS COMMUNICATION
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If they are serious and being honest with you, then they will set the time. If not, they were not 

that interested. That is ok. You left on a respectful note where both parties achieved greater 

understanding. They don’t feel used or pressured, rather respected and valued. 

Your job is to be constantly giving value, and this format allows you to do that no matter if 

they give a gift or not. The less attached you are to the outcome, the more likely you are to 

get the outcome you want. And the more valued, seen and understood your prospects feel, 

the more likely they are to give.

I don’t want to bother you or waste a lot of back and forth 

time. If you are serious about exploring this relationship 

further, let’s set a time to do that now. If not, that’s okay too. 

It was wonderful to get to know you. 

COURAGEOUS COMMUNICATION



The Big Lie…I’ve told it, 
and I am sorry

You’ve heard the big lie. I’ve heard the big lie. Heck, I’ve even told the big lie. And I realized, 

it is a lie…a story we told ourselves long ago that we believe today. A story we don’t challenge 

because we can’t see another way. I am sorry I bought into this myth. 

There are only so many dollars available for philanthropy and we need to get 

the biggest slice possible.

02.
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I have propagated the story. I have said it to potential clients. You may have heard it too. 

Something like this, “As marketing and fundraising consultant, I can tell you I will help you 

get the most of limited dollars.” I was operating out of scarcity and made you feel like you 

need to operate that way too. I didn’t realize it was a story. Now I do.

I know of no other industry that has a cap on its growth. Does Amazon say, “There’s only so 

much money to be made in online shopping!” Or does the oil industry say, “Well hey, we 

better grab what we can, there are only so many wells to drill.”

This has caused harm in our community. It pits us against each other in what we believe is 

a limited pie and we need to wrestle each crumb from each slice from each other. Because 

of this, we operate in fear and isolation. We collaborate, begrudgingly, because it is what 

funders want. We keep our leads close and our donor lists closer. Working solo and scraping 

by alone hurts us. It is lonely, isolating and wastes resources. 

We have been operating outside the lie without acknowledging it. Let’s see how:

COURAGEOUS COMMUNICATION

We ask donors to go deep into a commitment into the future of our organization. They meet 

the need.

Natural disasters or major crisis spur us to give.

A fire, an outbreak, an unforeseen crisis. Our donors are there for us. When Stray Rescue had 

its distemper outbreak, the donors gave more to help with the recovery. 

Capital and endowment campaigns

National natural disasters

Organizational crisis

Individuals raise money for causes they believe in or for ailing friends or family. Their friends 

and family step up.

Personal fundraising
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It is easy to say there is only so much, so we can justify our fear of asking for money. “They will 

never say yes, because everyone asked them.” “I am sure they already donated enough.” 

“We can’t compete with those bigger organizations.” These stories perpetuate the Big Lie. 

Stories allow us to create rejection in the idea of asking because we fear actual rejection. 

What if there lots of pies and we all got as many slices as we needed? Lots of wonderful pies 

for everyone. Ok it is a week before Thanksgiving, so I have Pie Brain. 

I know believe in and operate my business and my life living in abundance. There is enough 

for all us all to thrive. Instead of fear and scarcity, I live in grace and abundance. I want you 

to do this as well because it is an amazing place to be.

What if:

WHAT IF WE ALL HAD ENOUGH PIE?

What if we operated with confidence in the future and in our own power. What if we 

worked together, without fear, sharing our collective support, resources and intelligence 

to create a better community. 

knowing they were the better fit? Knowing those agencies would do the same, and 

knowing our donors would respect us all more for really listening and meeting their needs.

We were as invested in our work succeeding as others, knowing it lifts our collective 

community and humanity?

We believed in abundance. 

We referred potential donors to other agencies...

We didn’t feel competition, we felt connection. 
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What if we believed that all things are achievable with the right strategy?

embracing abundance and fundraised with grace and ease?

Let’s stop telling the big lie and start believing that there is enough out there for us all to thrive, 

and together we can create so much more than we could alone. This Thanksgiving, I am 

wishing you confidence, abundance, and most of all, some really delicious pie.

We saw opportunities as limitless. 

We became leaders in... 
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How your thoughts 
affect your asks

My mother grew up in a family of fun, boisterous people that had amazing parties. And one 

tradition was the toast they would give at the height of the merriment, when everyone was 

really enjoying each other. 

Someone would stop and say, “I wonder what the poor people are doing tonight!”

And it is a beautiful sentiment about no matter how much they had or didn’t have, they felt 

rich for being together. 

03.
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This is a really interesting thing because my family did not grow up poor. My mother was 

born in 1927. She was a child of the Depression and World War II…a very austere time.

 

My grandfather owned a grocery store in Baltimore. A good thing to be during the Depression 

and World War II was a grocery store owner because you could always eat. And my mother 

and her siblings went to Catholic school. They were a well-off family. 

Yet there was always that undercurrent of struggle. And my mother adopted this as a child 

whose formative years were spent during the Great Depression and WWII. I grew up around 

the money belief of “You have to keep your money close because you never know when it’s 

going to disappear.”

I grew up in 70s and 80s. We had the Vietnam War, Watergate, the Cold War, the recession, 

Enron…all the institutions as we knew them were crumbling around us. And as a Gen-X kid of 

the 70s and 80s, I adopted the “Well, you don’t know what’s going to happen tomorrow, 

so you better enjoy today.”

My parents did well but they also did not spoil us or indulge. I spoiled and indulged myself 

as a way to rebel against my mother’s money mindset.

What we believe about money, we learned from our parents. This is how you develop your 

money mindset.

I worked with a money mindset coach to help me dive into what my beliefs are about money. 

I am committed to growing this business so I can serve as many people as possible for as 

long as possible. My past behaviors of rebelling and spending money may not be serving 

me.

COURAGEOUS COMMUNICATION
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I’m doing a deep dive because it also drives our ability to fundraise. As fundraisers, your 

money mindset is at play and can often keep you from asking for money or sabotage your 

efforts, AND you might not even know it. 

This is our money mindset, our subconscious beliefs, screaming at us...stay safe down 

here, don’t challenge the system! These beliefs are driving how you interact.

As a nonprofit leader, you can do the same for yourself or for those who you want to support 

you in fundraising, like board and staff. It’s not about a script or brochure, it is about 

the mindset of the person doing the asking.  

COURAGEOUS COMMUNICATION

I am sure someone’s already asked.

What if they give out of obligation and then I feel guilty?

They probably don’t have the money.

I am sure they want to give to other, more trendy

organizations right now.

What if they say no?



How your money mindset 
affects your ability to raise 

money...or not

04.
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When you are asking for money, the way your mindset shows up is like you have already 

been rejected. You are terrified to call someone and ask. You are afraid to ask for what you 

need. You’re afraid they might say no. You think they have or will give to another organization. 

You can’t imagine why they would want to give to your organization. All of these negative 

thoughts come flooding in—why is that?

13
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There are two reasons for this:

As a survival mechanism for many years, our brains are hardwired to see the negative very 

well. We tend to scan and see the fear, instead of the opportunity. By default, our mentality 

is already, “Oh my God, this is all going to go to crap and I’m just going to hold on for the 

ride.”

If your brain was a machine, your prefrontal cortex (front upper brain) is like the research 

and development department. It’s always learning new information. Your subconscious brain 

(lower brain) is like the worker bee in the basement. It doesn’t think; it just does.

95 percent of our functioning is the subconscious brain. It’s why we can drive to work every 

day without relearning the route. It’s why we have patterns and habits. And it’s also why we 

have repetitive thoughts. Our thoughts get programmed into our subconscious, and when our 

conscious mind tries to work against them, the subconscious is like, “Nope, this is how we 

function, stop it.” Because of this, it looks like, despite our best intentions, sometimes it’s really 

hard to change habits and behaviors.

I’ve talked about my overspending and how it’s a reaction to my mother’s austerity and 

frugality. If my overspending is a reaction to that, then I’m hardwired to do that. I would say, 

“I’m not going to do this again, I swear, this is going be different this time.” But I would do 

the same thing every single time. What comes next is a bunch of shame and guilt, like, “Oh 

my God, I’m a morally incompetent person because I can’t make the change I want.”

No, it’s just your subconscious programming that’s winning out over your conscious brain. It’s 

probably going to win every time, unless you change the programming of your subconscious 

brain. If your brain is wired for scarcity, to fear money, for what could go wrong or what 

could happen, then you’re going to approach a fundraising situation that way. And when 

you give out that vibration and we put that energy out there, that’s what you’re going to get 

back.

Your brain’s evolution

Your brain’s programming 
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What’s your money story

First, you need to understand what the programming is. That’s your money story.

Think about your life as a movie. What did your parents teach you about money? When you 

think about money, what comes up for you? For example, “There’s never enough,” “Everyone 

has more,” “I need to hold on to it,” and/or “I want to ignore it.”

If you’re a fundraiser and you’re struggling with fear, write down all the negative thoughts 

that you can think of around asking someone for money. If you’re really good at asking 

for money, but you’re with people who aren’t, then you can give me the reasons that they 

struggle with money. Because I’m sure they’re telling you, “I don’t want to make people feel 

guilty,” “I don’t want to ask out of obligation,” “No one’s interested in my kind of charity right 

now,” and/or “No one’s giving to me.”

All these things that are going through your head, just write them down without thought and 

without judgment. Because once you know what your programming is, you can then replace 

the negative programming with positive ones. You can change your mindset so you can 

actually reprogram your subconscious. Once you understand on a conscious level that it’s 

your subconscious doing the talking, then you can really find ways to program it to work for 

you, instead of against you.

And that’s what you really want. Because when you show up full of hope and opportunity, 

energy and excitement, that’s going to come across. When you show up full of doubt—

even if you think you’re not presenting it; even if you think that you’re being very open and 

excited—that energy is going to come through. You may be sabotaging your efforts without 

even knowing it.

The good news about all this is that if you’ve been struggling to change a habit in your life 

and you’ve been feeling down about it, it’s not because of any weakness in you. It’s just 

because you need to understand how the brain works. And once you know that, you can 

understand how to reprogram it.



Get rid of the negative 
money stories and raise 

more money

05.
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In the last tip, you learned how the brain works and how your subconscious often drives your 

decisions around money, because your money stories were programmed into you a long 

time ago by your parents. Now those money stories play out today in both how you manage 

and think about money and also how you fundraise. Here’s how to shift that limiting negative 

thinking into something way more productive.

16
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For this activity, we’re going to inventory all of our personal money stories and our professional 

fundraising money stories.

Your personal money stories could be things like:

“I just work and never get ahead.”

“Good things don’t happen to me.”

“I’m not good with money.”

Your professional fundraising money stories could be things like:

“Fundraising is really overwhelming for me and I hate it.”

“Phone solicitation is the worst thing that was ever invented.”

“I raise a lot of money, but I know I could raise more, and I don’t know what’s blocking me.”

Now you’re going to wave a magic wand over those negative money mindset thoughts. 

You’re going to use your magic wand to create the vision for how you want things to be.

“I never get ahead” could become, “I’m going to get ahead and I’m going to be very 

successful.”

“I know I could be raising more money, but I don’t know how,” could become, “I raise 

money easily, with grace and service to everyone I need. I know when I ask for what my 

organization needs, it will come to me.”

You’re going to write your personal and professional fundraising money stories down on the 

left side of a piece of paper. On the right side, write down your magic wand versions.

“IN THE PAST” TO “NOW I AM”
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When I say, “magic wand,” I mean it. Give me something big! Think about what could be the 

dream that you would want to happen. I would rather you make some crazy dream and get 

halfway there than give yourself something realistic that you know you can achieve. You can 

be so afraid of not meeting a goal, you often set completely realistic goals when you could 

be pushing yourself so much harder. And the way you do that is to unlock these negative 

mindsets and then dismiss them.

Now that you have your left and your right lists—how it was and how you want it to be—I’m 

going to teach you three little words that go with this activity. In front of your negative money 

stories from your past, you’re going to write, “In the past.” In front of your magic wand 

visions, you’re going to write, “Now I am.”

For example:

And let me tell you, this works for anything. Anything in your life where you’re holding on 

to a limiting belief, you can put “in the past” in front of it. I did it with my handwriting. In the 

past, I had sloppy handwriting. Now I am a neat hand writer; I write deliberately and neatly. 

I hated phone solicitations. It was the worst part of my job.

excited about it, because I know it makes me so grateful to share how valuable our donors 

are to our organization.

I used to think that I was bad with money.

capable of managing my finances effectively.

In the past

Now I am

In the past

Now I am
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In my workshops, we look at money mindsets and money stories, inventory them and create 

a vision for how we want it to be. That vision could be reality, and the only thing that’s 

keeping it from happening is — limiting beliefs in our minds and the negative input that we 

get from other people.

Here’s the trick, when you first start saying these things, you’re not going to believe it. It’s 

going to take a little bit for your mind to reprogram that subconscious. It’s going to take a little 

bit for that subconscious to understand and reprogram itself to where you’re just standing in 

that vision so easily. And those negative thoughts that pop up every once in a while, you’ll 

just pop them like a bubble and they’ll go away because you have these other positive 

thoughts in you now. And yes, it is that simple.

What happens when you try to change things? When you try to change the way you look, 

the way you act, and the way you connect with people, you change the behavior; we don’t 

change your thoughts. Then your subconscious is constantly fighting against that change in 

behavior and you wind up failing, which makes you feel bad. And it’s not a moral failing or 

a weakness. It’s that you don’t understand how the brain works.

It takes consistent effort to really pay attention to your brain, your thoughts, and what’s 

happening to your mindset. When you get in that difficult mindset, now you have the tools 

to get you out.

REPROGRAMMING OUR BRAIN: NEGATIVE TO POSITIVE 



How to help others change 
their money mindset and not 

be a jerk about it 

06.
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I bet you are an awesome fundraiser. And yet, the success of your position is determined by 

how well others around you raise money. 

Say you are leading a capital campaign and you need other people around you to raise 

their game. You’re comfortable with fundraising, and that’s great. But they may not be so 

comfortable. So, what can you do to help other people without seeming self-righteous or 

super bossy?

20
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When someone raises an objection to not being able to raise money, or tells a money story 

like, “Wow that’s a lot of money, would they really give that much?” or, “I don’t know if I 

could ask for that much money,” the first thing you want to say is, “Thank you.”

You say ‘thank you’ instead of objecting to the money stories that you hear. This is your 

opportunity as a leader to be called to higher mastery. This is your opportunity to really listen 

and hear people’s concerns so that you can address them. Because for the people who are 

speaking up, there are so many who aren’t saying anything. Those people who are speaking 

up want to do better. They understand that there’s something wrong, something missing, 

something they could do better. They want to serve your organization to the highest level 

possible, and they’re raising this objection or concern because they know, in the position 

they are right now, that can’t. 

When someone says, “I don’t know if I can do this,” or, “I’m scared,” the first thing we’re 

going to say is “Thank you,” because that allows us to then navigate through that objection.

When people raise a concern, or when they’re sharing a problem with them like, “I feel 

really sad,” or, “I’m afraid,” you can say, “So, what makes you say that?” 

“So, what makes you say that?” is an excellent phrase that you can use when someone 

brings up concern. If I were to say to you, “I feel so sad,” and you say, “Don’t be sad,” that 

completely negates the first statement that I made. Instead, if I say, “I feel so sad,” and then 

you say to me, “So, what makes you say that?” This is opening up a conversation where now 

you’re asking me about my concerns. Also, if you don’t know how to answer a question or 

what to say next, you can buy a little time by asking, “So, what makes you say that?”

STEP ONE: THANK YOU

STEP TWO: “SO, WHAT MAKES YOU SAY THAT?”
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And really, sometimes people just want to be heard. We forget that people don’t always 

expect an answer or a fix it from us—they just want some advice. You ask, “So, what makes 

you say that?”, and then we’re going to hear that person’s concern.

STEP THREE: GIVE FEEDBACK WITH WISDOM

This technique is how you’re going to help them. I use this technique in my workshop for 

giving and receiving feedback. It’s the phrase, “In my experience.”

I was on the phone with someone today who mentors me, and I get a lot of advice from him. 

He said the same thing to me— “if I were you” and “in my experience.” And for me, that 

allows me to receive that input, instead of hearing, “This is what you need to do.” Because 

when someone tells me what to do, what’s my first reaction? “You can’t tell me what to do.” 

All your saying is, “In my experience, here’s what helped me.” You’re just speaking from your 

own experience.

The second two phrases you can say are, “I invite you to consider,” or, “You may want to 

consider.”

In my experience

I invite you to consider
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When you use the word ‘consider,’ it is so powerful. This allows the receiver to relax, because 

you’re not telling them what to do. You’re just asking them to consider something.

Another thing you can do when someone shares a money story is ask if they’re open to 

a conversation to talk about it more. And I want you to actually use the words ‘open to a 

conversation.’

“Are you open to a conversation about talking about this more, so we can really get into this? 

Because I want you to function as effectively as possible, and I know you do, too.”

 They’re probably going to say yes, because you have set the stage for them to feel very 

secure in opening up to you. And also, that you two are going to work on a solution together. 

When you tell me what to do, it shuts it down. When you invite them to consider or learn from 

you and your friends in your experience, you’re going to get a lot farther.

Open to a conversation



How to find interested 
donors at events

07.

COURAGEOUS COMMUNICATION

You look around a crowded ballroom or hall and see so many people. WOW! Look at all 

that support. And indeed, there is. But not all are supported in the same way, and that can 

cause us to waste a lot of time and energy in fundraising efforts. Here’s how to understand 

who is at your events and why, so you can create the best relationship possible.

It’s trivia season in St. Louis and I have something to teach you about how to 

be a better fundraiser when you have big events like this. 

24
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What happens is all those people come to the event, you assume those people love you. 

You add them to your mailing list with high hopes, and then you never hear from them, or 

you email them and they never respond. Why would people come to an event and not care 

about the cause? Because they were compliant and not committed.

Say I get invited to a trivia night by a friend or a family member, and I go because I am 

committed to my friend or family member. I am not committed to that cause. When I go, the 

nonprofit can often say, “Well, she’s here, so she must be interested.” I’m only there because 

somebody invited me. Even though somebody I know, like, love, or respect has invited me, it 

doesn’t mean that I am going to be more committed to your cause.

That doesn’t mean that there’s anything wrong with who you are or what you do. It just 

means that we cannot change what’s in people’s hearts. If we’re not ever going to be able to 

change those who are compliant to be committed, then that’s okay. We understand because 

compliance at an event is amazing. You get people to come and do what you want them to 

do.

For Foster & Adoptive Care Coalition, they have Hope in a Handbag. Hundreds of 

women come to buy handbags. They’re not necessarily repeat donors of the organization 

outside of that event, but they show up strong for that event and they spend a lot of money. 

And that’s okay. The Coalition knows that they are probably not going to get a lot more out of 

them than coming to that event. They’re compliant to that event; they’re not committed to the 

cause. They would probably go to the event even if it supported a different charity. There’s a 

Committed just means that I have a heart relationship with an organization. I have an 

affinity for what they do. We have the same heart and want the same outcomes.

Compliant means that I am compliant to the behavior or norms of society. It’s simply, “Hey, 

I’m going to buckle my seatbelt because that’s just what you do.” I don’t have to love it to be 

committed to it; I’m just compliant.
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three or four percent conversion rate to regular donors. And, there are three or four percent 

of people in that room who are committed, and staff and board make sure those people are 

known and cared for.

This is what you can do at events— deploy your people—committee, board, and staff (those 

who aren’t already running around and getting stuff done for the event) to listen for cues of 

commitment among the compliant. “I couldn’t wait to come here,” or, “I’ve loved you guys 

forever.” They may be there buying a big auction item and you never heard of them before. 

Listen for that commitment. Listen for what people are telling you. A lot of times at these 

events, we have casual conversations and we’re just kind of filling the air. This is your chance 

to really dial in and listen for commitment among the compliant.

This is not to dissuade or dismiss anything about being compliant. Because when my brother 

says, “Come to this event for my granddaughter’s preschool,” I’m going to come to that 

event because I love my brother, I love my nephew, and my niece, and my great niece, and 

I will show up. I love them, but I’m not going to love the institution as much as they do.

Here’s what you can do after the event to help you understand who’s committed. If you’ve 

got a bunch of people that you don’t know, like they’re not on your database currently, and 

they show up, shoot them a special email. That email is going to invite them to something. 

What you’re doing is inviting the people who are committed to stand up, giving them the 

opportunity to get to know you better:

• “Hey, we’re going to have a ‘Lunch and Learn’ at our office.”

• “Hey, thank you so much for coming. We were so glad that this was your first time 

with us. We were so happy to have you. If you want to learn more, we’re doing this 

at our office. We would love for you to come.” 

• “Thank you for coming. So glad to meet you. We’d love to have a conversation with 

you around how you could be more involved.”
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And just leave with that. No solicitation, very open, very friendly. Just allowing those who 

are committed to be like, “Yes, you recognize that I may be more committed and are inviting 

me to communicate that.” And everyone else, you kind of just got to live and let live. You can 

keep them on your mailing list. Just remember that you cannot convert people. You cannot 

convince people of the worth of your organization. Your job is to connect with like-minded 

people.

Having these fantasies of ‘if I just email them one more time, then they’re going be committed 

and they’ll start donating’— that’s probably not true. That’s what clogs up our email and our 

mailing list, and that’s what makes fundraising hard. Think quality, not quantity. The quality 

of people and allowing them to stand up and be committed, and leaving the rest be and 

letting them participate at the level they do participate in, but not really expecting or asking 

for anything more.



Let your fantasies live with 
actors and athletes, not 

your donor relationships

08.

COURAGEOUS COMMUNICATION

Let's talk about fantasies.

Not my fantasy relationship with actor John Cusack or former NFL 

defensive end Chris Long. Let’s talk about the fantasy relationships you 

have with donors and potential donors and what's that really doing to 

hurt our ability to connect with the right kind of donors. 

28
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What is a fantasy relationship? Let me give you an example. A few years ago, I was looking 

for a new school for my daughter.  I started touring schools. Some of them are private schools 

that were fundraising and I got on the mailing list. She was in first grade at the time. She’s 

in sixth grade now and I’m still getting mail. And  what is the point of mailing someone 

something if they’ve never responded, never donated, never been involved?

One more email, one more appeal and they will start to care. You are sure of it. 

And I’m going to tell you it hurts to let the fantasy die. I use these are practices. I’m not perfect 

at this. I am learning as I go that that I’m not going to create fantasy relationships. 

I’m not going to keep courting someone who isn’t really going to participate. We just weren’t 

a great fit. And that’s OK. Some people just aren’t a great fit for your organization. 

What you’re doing is trying to convince people to care and you can’t. You cannot change 

what’s in people’s hearts. What you can do is connect to like-minded people that share 

your organization’s passion. And by spending money, time, energy and resources on these 

fantasy relationships, you’re losing money and you’re wasting time. And you could be 

focusing on finding more like-minded people. 

Stop trying to convince people of the worth of your organization. That’s what makes 

fundraising hard. It is because you’re trying to maintain that fantasy. 

Your fundraising is going to be a lot easier and richer when you let go of fantasy 

or really focus on the people who care. 

We all love these big lists. “My e-mail is this 12,000 people!” Well if it’s 12,000 people who 

don’t really care, what is the point of that? I’d rather you have 500 people with 100 percent 

open rate than 12,000 people and 11,500 don’t care. 

THAT'S THE FANTASY. 
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And I know this is a fantasy because I know how most organizations build their mailing lists. 

They add people without permission. They scrape names or email addresses from LinkedIn 

or go to conferences and add the email of every business card they get.

First of all, that’s illegal. You cannot put people on your email list without their permission. 

Second, you’re just contributing to a fantasy. “If I email them enough they will care.” 

I don’t want you to get discouraged about this because really this is a freeing thing. This is 

going to help you because you’re going to be really focused on connecting with those like-

minded people and just letting everyone else go. 

Until then, I will keep my fantasy relationships with John Cusack and Chris Long alive and 

work on not having fantasy relationships with my potential clients and you can work on not 

fantasy relationships your donors and potential donors.



Why marketing is 
fundraising and 

fundraising is marketing

09.

COURAGEOUS COMMUNICATION
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In the last three weeks, I have been in conversations with nonprofit professionals and have 

heard the same message.

“Our (my) nonprofit does not value marketing. We (they) don’t understand why it is important.”

I have a physical reaction when I hear these words. It HURTS!

Because how can you fundraise if no one knows who you are? How can you find 

money, volunteers, students, followers, foster parents, or whatever you need if you don’t 

have a system for attracting like-minded people to you?

I say that in the Thanksgiving table of our economy, nonprofits are at the kids’ table. And 

in the Thanksgiving table of nonprofits, marketing and communications is often at the kids’ 

table.

Unaware

1st Contact

Loyal Donor

Awareness

2nd Contact

Initiate

Repeat Contact

Doesn’t know about the organization

First try or personal contact

Gives to your organization and no other

Learn about the organization

Second try or personal contact

Feels positive about the organization

Gives to the organization, 
aslo gives to other organizations

Loyalty Index
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Because marketing folks may not be asking for money, they are not seen as important.

As if donors appear magically. They don’t. They appear with a focused, sustained effort to 

communicate your mission and vision to attract like-minded people. 

This graphic is the Loyalty Index to show the pipeline of bringing people into your organization.

 

Audiences need to know who you are and have a positive impression of you, so they have 

a reason to initiate contact. And when they do, they need a reason to not only make that 

first contact, but to make a second contact to become repeat participants. That’s the job of 

marketing and fundraising. Those two disciplines create a system that is mutually supportive.

I see organizations whose marketing and fundraising people are at odds or are working 

in silos. Now you can see from the Loyalty Index that they are serving the same system of 

attraction. Not working together and valuing each other is costing them money.

I teach a methodology to feed that pipeline so people are becoming aware, learning more 

and taking action. And, as a by-product, teaching everyone in your organization the value 

of marketing. 

Marketing effectively is key to raising money. Telling your story effectively is key to raising 

money. 

TRUE STORY. Melanie Scheetz at Foster and Adoptive Care Coalition said to me at their 

30th anniversary luncheon, “We were able to grow so fast because you taught us how to 

tell our story.” Their ability to market themselves effectively was key to finding and keeping 

major donors. 

So if you want to grow, if you want to raise more, do more, create better outcomes…focus 

on your marketing!
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I know you are a giver, but 
are you a receiver?

10.

In the last few days I got two unexpected gifts. One, a Stanley Cup championship T-Shirt from 

my friend Sonja who owns a t-shirt company, and a beautiful necklace from a colleague, 

Jennifer. Jennifer sent me a necklace in the MAIL with a handwritten note! The note said she 

loves my passion for my work and wanted me to know. Sonja brought the t-shirt by my house 

on her way to the championship parade so I would have it to wear for that day (and what a 

day it was!). I told my husband: what joy it is to receive these awesome gifts!

Today I did a meditation and it said, BE - RECEIVE - GIVE THANKS

34
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I immediately thought of the gifts I had been giving just for, well…BE-ing. And I received them 

with grace and gratitude. This is a new skill. In the past, I would maybe have not felt worthy 

of unexpected gifts or the effort it took to give them. I have worked hard to be a receiver. 

In nonprofit, we love to give give give give. We struggle to receive. Does this resonate with 

you?

And you are probably screaming at your phone or laptop right now, “OH heck no, I want 

more money in the door! I am happy to receive!” And I don’t doubt that. Yet sometimes we 

aren’t comfortable with our ability to receive. This shows up in big and small ways. Think 

about how well you receive on an everyday basis.

When you don’t feel worthy of receiving the small things, you are actually pushing away 

even bigger things that may be on their way to you.

Energetically, you are creating resistance. As a fundraiser, the energy in which you make 

the ask will determine the success of the ask. Actually, the energy of anything you do will 

determine its success. (Ever cook while you are angry? The meal is never as good.) You and 

the organization you serve are worthy of receiving. Just for BE-ing. 

Because you want to do the best for those you serve, I know you aren’t intentionally not 

receiving. The idea is first you have to be open to and feel worthy of the abundance you 

seek to ask for it. 

• Last time someone gave you a compliment, what did you say? Did you accept the 

compliment and own it, or did you downplay or brush it off because it made you 

uncomfortable?

• Last time you got a gift, did you say, “You shouldn’t have” or “This is too much!”

• Do you turn down help at home or on the job because you don’t want to seem like 

you need help? You didn’t want to show weakness?

• Do you downplay your accomplishments because you don’t want to appear overly 

confident or think you will hurt others’ feelings?
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HOW CAN YOU BE MORE OPEN TO RECEIVING?

Take the door someone offers you, say thank you to the compliment without immediately 

downgrading yourself in the process, say yes to an offer of help.

Watch your inner monologue for stories that diminish your ability to receive. (I don’t want to 

be a bother. I am sure someone has asked already. I don’t want to ask for too much.)

When you are open to the growth you seek, then you can allow it. This can be personally or 

organizationally because, guess what, our orgs are made up of people. So in order to raise 

more as an organization, you need to explore your individual attitudes toward receiving. 

These are tools I practice every day, and I encourage you to do it too. 

I am not saying don’t be a giving and caring person. The philosophy I live by is to 

always be serving and giving value. I want to serve others. That’s why I do what I do. The 

other part of the equation can be harder to access. It is easy to give because it makes us feel 

so good, the harder part is feeling worthy enough to receive. Feeling as good receiving as 

giving.

So next time you get a compliment, or a gift, or someone says, “Let me get the check,” you 

say: “Thank you!” and feel what it feels like to own that fully and wholly. Don’t fight it off. Just 

receive. Then give thanks.

BE - RECEIVE - GIVE THANKS

It really is that simple.

Practice receiving small gifts without apology. 

Become aware of the resistance you may be putting up to receiving. 

Accept that it starts with you. 
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Say yes to the small gifts so 
you can receive the big gifts 

coming your way

11.

The other day I was on an errand and wound up a quarter mile from my childhood home. 

I grew up in suburban St. Louis when our house was the edge of civilization. We were the 

first owners of a two-story home bounded by older ranch style homes and cornfields. It had 

been years since I was in the area, so I took a slow drive past the house, taking in everything 

that felt new and old at the same time. There was a man doing yard work, and because the 

house is on a court with only seven homes, and because I wanted to dial down my creep 

factor, I rolled down the window and explained why I was taking pictures driving slowly past 

his house.
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“Hi! I am just driving by. I found myself in the neighborhood. This is the house I 

grew up in. I lived here from when I was four until I went to college.”

 

He replied: “Would you like to come in?”

My response: Are you kidding me! Heck yeah!

I came in and made sure he absolutely knew I wasn’t a creeper. I told stories of which 

bedrooms I occupied, what was new to the home and not. He was completely cool with me.

Would you like to see the living room? Yes! 

Would you like to see the backyard? Yes! 

I told him how my BFF Stevie Craddock and I set the grass on fire while my parents were out 

of town, about the patio with the pergola where I would kiss my first boyfriend. 

Do you want to see the upstairs? YES!

The man and now his wife were taking me upstairs. The two teens in the home were remarkably 

unfazed by the babbling lady saying, “This was my room when I grew up!” The back bedroom 

I shared with my sister, the front bedroom I had to myself after two siblings moved out. 

We talked kitchen: my mom hated the western sun in the kitchen window and so did the wife. 

We talked flooring and countertops. I remember linoleum and Formica. Now it’s hardwood 

and granite. 

Then they asked if I wanted to see the basement. 

Yes, I would love to.
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Our basement was legendary. My dad turned half of it into a bar full of Anheuser-Busch 

paraphernalia. There was a full bar with beer on tap, pool table, player piano, shuffleboard 

table and stained-glass lamps. We had parties and family gatherings there. That side was 

stripped of all manner of the rathskeller it once was. It was now a finished family room and 

in-home daycare.

They asked if I wanted to see the other side of the basement. 

Yes, I would love to. This is the side you keep all your junk and I figured they would never 

let me in there. But they did. The door opened and I saw them…the storage cabinets my dad 

built in the early 70s. No one had updated this space since we lived here. 

I moved toward the cabinets and started to cry. I put my hands on the cabinets and I could 

feel my dad. I felt his energy in me, through me. I am a stranger off the street and this family 

lovingly and patiently lets me explore their home. They stepped back and let me have my 

moment.

I had not felt this close to my dad since he would come to me in my dreams after he died 

in 2008. These cabinets once held the best of family memories: the lights and ornaments of 

Christmas and the towels and lawn chairs of Ocean City beach vacations. They held my 

parents’ courtship memories: dance cards and war time letters. They also held the case of 

Jack Daniels my dad got every year for Christmas that I would sell for $10 per bottle until my 

dad got wind of my low-level underage liquor store and put a stop to that. 

The untouched basement still displayed all manner of my Dad’s quirks. His need to paint all 

trim (included the ceiling tile frame!), the red plexiglass fake windows that would light up 

the bar side of the basement with that seedy tavern glow, the brick wallpaper…because of 

course you wallpaper the basement, because you are Lou Dersch. 
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Then I saw the back room that was a band rehearsal space for my brother the drummer then 

my dad’s workshop. 

Can I see that room? Yes. 

There was his workbench. The same gray color. It was still a workbench. More crying as I 

shared stories of when I would sneak down into the band room and pretend that I was Stevie 

Nicks in Fleetwood Mac. I wept for my parents, who were such huge personalities in our 

life and created a hole that will never be filled, only narrowed. I wept for the kindness of 

strangers to give me this gift.

I took pictures of everything. I hugged the family. I texted my siblings from the car, my hands 

shaking because I was so full of emotion. Sometimes I remember the grim times of my life 

and forget the joys. That day, all I felt was the joy of my family and the energy of life that is 

not bound by time or body. I allowed more healing and growth in those 10 minutes than in 

years of therapy.

Here’s what I learned that day. SAY YES. Receive the gifts before you.

I said YES. I said yes to myself to take the time to go see the home. I said yes to myself to take 

a photo. I said yes to myself to yell out my car window. Then I said yes to them. Do you want 

to come in? YES! I could have easily said, “Oh no I couldn’t intrude.” I said yes. I said yes 

to feeling something deep and not turning away from the pain of grief and loss. I said yes to 

reframing my past experiences to serve me better. 

I said yes to receiving all the gifts that came my way that day. 

I said yes to the small gifts of an invitation and then said yes to the big gifts of healing and 

growth. 
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I teach clients how to receive. As nonprofits, we focus on giving. We are givers. We love 

to help. We sometimes can’t receive. When you say yes to the small gifts: a compliment, a 

cup of coffee, an invitation, you can say yes to big gifts coming your way. Say yes. Without 

hesitation or reservation. Yes.

Then say thank you. I sent a thank you note and a gift card to a friend’s restaurant. I sent the 

adopter a text thanking them for giving me the opportunity. I thanked the forces around me 

for bringing this into my life. 

Say yes to the possibility and potential that exists all around you. Then get 

ready to receive.
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What the hot new musical 
can teach you about 

fundraising

12.

One day I was listening to a podcast while working around the house. One of my crime 

shows ended and I was busy and let the next show play. 

It happened to be a show I listen to infrequently called “Tudor! I Hardly Know Her!” about 

the Tudor dynasty. Sometimes the hosts get too chatty for me, so I sort of stopped listening, 

but my app just flipped to that episode. One of the hosts was talking about a new musical, 

SIX, about the six wives of Henry the VIII. And the six queens were all pop stars who 

are competing to be the lead singer of this band and each song was done in a 

style of a current pop star and OH MY GOD…all my loves collided!!!!

42



43

COURAGEOUS COMMUNICATION

I am a Broadway junkie, love Tudor history and have the musical tastes of a perpetual 

teenager. BRING. IT. ON.

That day I downloaded the soundtrack. A week later knew all the songs by heart and within 

two weeks, booked a solo trip to Chicago to see it at the Shakespeare Theatre. I was a SIX 

fan through and through.

It was only because I was busy and let the podcast app go to another show that I learned 

about SIX. SIX was always there for me, I just hadn’t connected to it yet. 

What does this have to do with fundraising? When I say to people, “Money is all around 

you, you can access it at any time,” I get some looks of incredulity. Really! Because it could 

show up at any time! 

It is not that there is not money, it is that you are not connected to the money.

It is not a lack of funds, but a lack of connection. When we embrace abundance, that 

there is enough out there for all of us, and you can access that at any time, the world is full of 

possibility. When you live in scarcity, you feel disconnected and limited.

SIX was there, ready for me to connect.

The money is there, ready for you to connect.

This is why marketing is necessary for fundraising. Marketing makes the connections 

that leads to the relationships that leads to income. INFLUENCE - INCOME - IMPACT. 

Adopting an abundant mindset filled with possibilities allows you to be open to those 

connections.
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Five ways to use social 
media for maximum 

fundraising effectiveness

13.

When I was a kid I had a reputation for being a little…dramatic. I would often oversell 

sickness or injury or just make up illnesses. Until one day, I was skateboarding (oh the 70s 

with its total lack of safety awareness…there were no pads or helmets) and broke my arm. 

My family thought I was faking it and I couldn’t convince them otherwise. I went a whole 

weekend with a broken arm until the teacher on Monday told my mom it was broken.

I guess I used up all my empathy and when a crisis happened, no one believed me.
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Today is Giving Tuesday and my newsfeeds and inbox are flooded with requests asking me 

to care about causes. On more typical days, I get asked to donate to birthday fundraising 

campaigns or spot fundraising (one-time ask for a specific need). 

I am all for using all tools available to attract new donors. However, make sure you are using 

social media to the best of its advantages. And make sure you are strategic and measured 

in how you approach donors so they don’t get crisis fatigue, like my family and that broken 

arm. 

First, check your return on investment. How much time and money did you spend 

on Giving Tuesday and how much did you receive. The average nonprofit raises $4,000…

nothing to sneeze at but would those 5-15 hours have been better spent meeting with top 

donors or prospects?

Second, most people are giving in support of a person, not your organization. 

People give to people. A friend I love has a cause she loves and yes, I want to honor her so 

I donate to the birthday campaign. Note I am honoring a friend, not the cause. Compliance 

(please participate in a campaign, event, run or trivia night) is not commitment. Commitment 

means you have a personal affinity for the mission of the organization. Committed donors 

are harder to find but stay longer. Compliance is awesome and may raise one-time money 

but not long-term money. 

Third, spot fundraise judiciously. If you are spot fundraising continuously, you will 

send the message that you are always in crisis and not managing resources effectively. Spot 

fundraising is great when it is done intentionally like in a capital campaign. (OMG I just 

remembered a quote from the movie The Sure Thing, “Spontaneity has its time and place!” 

Spot fundraising has its time and place!) When you later approach your donors as part of 

your “normal” fundraising efforts, they will feel like they have already given.



46

COURAGEOUS COMMUNICATION

Fourth, get them to the email list. What social media is great for is sharing informative, 

valuable content so people will go to your website and subscribe to your email list. Emails are 

your way of creating reliable reach to those who care about you rather than the unreliable 

reach and clutter of social media. Everything your non-profit does in terms of fundraising 

online should be geared towards getting an e-mail address AND permission to use that 

e-mail address to send updates and news on your work – with, of course, the occasional 

ask. 

Finally, try changing the narrative and sharing gratitude. Using these campaigns 

not to ask but to give thanks is timely and has a fresh message. Share how grateful you 

are for all you receive from your donors and supporters in a way that is authentic to your 

organization.
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How to raise the money 
you want this year

14.

The last few weeks have been a wild ride. Christmas and New Year’s, plus my husband’s 

birthday is New Year’s Day and mine is three days later. That’s a whole lot of celebrating in 

a very short window! So now that the kids are back in school and we are back to the routine 

of days, it is time to take stock in this new year. There are two questions I am asking myself.
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For me, I want to let go of the need to please, which is rooted in self-doubt. I want to claim 

my identity as trailblazer. I am out to disrupt an industry and being at the forefront of change 

is often exhilarating as well as scary. So I am letting go of doubt and owning my trailblazing 

identity. 

The reason I want to do this is because the more I speak, train and coach the more I see that 

I am talking about nonprofit governance, fundraising and marketing in ways no one else is, 

primarily around personal beliefs, alignment and money mindset. 

What do I want to stop doing, thinking, being, saying this year?

Smart Money Mamas has a definition I love: “Money mindset is your unique and 

individual set of core beliefs about money and how money works in the world. Your money 

mindset shapes what you believe you can and cannot do with money, how much money you 

believe you’re allowed, entitled, and able to earn, how much you can and should spend, 

the way you utilize debt, how much money you give away, and your ability to invest with 

confidence and success.”

Our beliefs about money come from our parents and drive the decisions we make daily. A 

mentor of mine when I first started the company told me he made and lost millions and he 

couldn’t figure out why. He then did a deep dive into his personal money mindset and realized 

that his mom taught him rich people were selfish. He grew up very poor but accumulated 

great wealth in his life. His money mindset wasn’t comfortable with the wealth. Once he 

figured out his money story, he could consciously reprogram his brain. 

What do I want to achieve, receive, accept or become in this year?

What do I want to let go of?

What is money mindset?

What do I want to claim?

https://smartmoneymamas.com/understanding-improving-your-money-mindset/
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I worked intensely with a money mindset coach for four months so I could open up my mind. 

As a sole proprietor, I wanted to understand my money stories so I could make my business 

as successful as possible. 

Another example. We get jealous of those lottery winners but most of them go broke within 

three to five years of winning. And you and I will think, well there’s no way I would do that. 

But if you are not comfortable with the money, don’t feel worthy of it or entitled to it, you will 

lose it. 

You are worth exactly as much as you believe yourself to be worth. If money mindset 

affects our ability to earn, spend, save and donate, it also affects our ability to 

RAISE MONEY!

NO ONE IS TALKING ABOUT THIS. I will. Me, the trailblazer. CLAIMING IT! 

What money stories do you want to let go of around fundraising? What do you want to 

claim? Here’s six typical money stories and what to claim instead. 

Oh, this is the granddaddy of our money stories. The cult of scarcity— that there isn’t enough, 

will never be enough, and we must fight, sacrifice and live in chronic uncertainty — is hurting 

the industry overall and straining individual organizations ability to create the change we 

seek in the world.

You tell your clients that they can achieve anything, that there is opportunity all around them, 

that their lives can be better. At the same time, you worry we won’t be able to achieve what 

you need, won’t have enough, and that nothing will get better. 

Let go of the belief that there’s only so much. 

Claim that there’s enough resources out there, it is just a matter of connecting to it. 

There’s only so much money for philanthropy
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If you don’t feel worthy or don’t think your organization is worthy, it will affect your ability 

to raise money. The thoughts and words need to match or the words have no power. People 

are driven by their subconscious and incredibly intuitive. If you don’t think your organization 

is good enough, or are worried someone is doing it better, have doubts because maybe a 

program isn’t going as well as hoped…this will affect your fundraising. 

Let go of self doubt or institutional doubt. Ask questions…Why don’t you feel worthy? 

Where did you learn that? What will it take for us to be good enough? Are we creating 

scarcity and fear because that’s our comfortable place? 

Claim your worth, your mission and that you are, personally and organizationally, 

good enough. 

Judgement and comparison are flow and energy killers. You cannot think of yourself or other 

organizations as more or better while wanting more or better for yourself. You will raise 

money from building trusting relationships, operating in alignment with your beliefs and 

being of service to others. 

Let go of comparing yourself or your organization to anyone else. 

Claim that by being of service and value to others, you will have what you want 

and need.

Our nonprofit is not good enough

Other organizations have it better than we do
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What you believe to be true will become your reality. Your thoughts create your intensions 

and that creates energy. Energy creates action and that becomes your reality. If you think 

fundraising is hard, it will be. Listen to what is being said around you by your board, staff or 

committees around fundraising. Encourage them to explore the beliefs and challenge those 

beliefs so you can move past and raise the money you want and need. As Peter Bregman 

says in his book, Leading with Emotional Courage, “If you can feel anything, you can do 

anything.”

Let go of self-defeating stories. 

Claim your fears to remove barriers. 

Nonprofits are absolutely amazing at giving. We love to give, give, give. It is our happy 

place to help others. We struggle with receiving. Unintentionally, we block receiving because 

we aren’t comfortable asking for or receiving help. Pay attention to how well you receive: 

a compliment, a cup of coffee, an open door. When you open your mind to receiving small 

things, you are creating the openness to receive big things. 

Let go of being uncomfortable with receiving.

Claim accepting gifts, big and small, with grace and ease..

Fundraising is hard

We don’t like to ask for help
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If we assume people with money are the “haves” and we are the “have nots” it creates a 

power dynamic that puts us in a position of lack. Think of the times that you had enough 

— when the check came through or people stepped up when needed. Adopt a model of 

sufficiency. There is enough. There has been and there will be. You cannot simultaneously 

encourage the economic independence of others while focusing on the dependency of your 

own. 

Let go of have and have not thinking.

Claim the thinking of sufficiency…there has been and will be enough, for you and 

those you serve. 

 

We struggle because we don’t have enough money
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Is it okay to be fundraising 
in the age of Corona?

15.

Much of my life has changed over the past few weeks. I now work from home, I play my 

weekly trivia game from a zoom room in my dining room, I go to the grocery store in a mask. 

And yet, so much of my life is the same. There’s school, work, laundry (the laundry never, 

ever ends, even in a global pandemic). Because life goes on. Your organization’s mission 

goes on. Even in the Corona era. 
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That’s where the tension lies. Who cares about what you do in this time? How does anyone 

care about art therapy for children in foster care, or dogs in shelters, or the tulips in the 

park when the world right now is so scary and uncertain? How can you break through the 

constant Corona talk to connect with supporters and even find new ones? 

Ask this question:

I answered this question today. What I do, right now, is more important than ever 

because it is critical for my clients to communicate effectively so they can stay connected 

with supporters and find new ones, What I do, right now, is more important because I teach 

nonprofits to understand, embody and articulate their value and that’s so important when so 

much is uncertain. What I do, right now, is more important than ever because I want you to 

teach people how thoughts shape messages and messages shape our reality and this is a 

critical time to be creating thoughts that support us. 

A crisis draws us close to what is really important to us, and philanthropy is also 

born of what is most important to us: the problems we want to solve and the legacy we 

want to leave. Your ability to communicate to your audiences is a relief to them…you provide 

a distraction from the Corona overwhelm and you give them hope for what’s on the other 

side of this.

I am going to guess on my examples above. Art therapy for kids in foster care is more 

important then ever because all kids are scared right now and kids in foster care, with less 

stability, will be even more traumatized. Shelter dogs? So many of us are at home now, it is 

a perfect time to adopt a new family pet. Tulips in the park? There is no better time to enjoy 

the natural beauty around us, even if we can’t do it in person. 

WHY IS WHAT YOU DO, RIGHT NOW, 
MORE IMPORTANT THAN EVER?
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So, your assignment is to do this. 

Answer the question. Do it for yourself and your organization. Set the time on your phone for 

five minutes and write without stopping or editing. Just keep writing. Write first why what you 

do (marketing, fundraising, leading an organization, serving on the board) is more important 

than ever. Then write why your organization is. Ask your staff and board members to do the 

same. Ask the donors you have close relationships with. If it is easier, have people make a 

voice memo and send it to you. 

Take all the answers, give them an edit, and create a document. 

What you have just created in the personal answers is a reason for everyone in your 

organization to be committed. 

What you have created in your organizational answers is YOUR CASE FOR GIVING in 

the age of Corona. Share this with those who contributed. Review it at the board meeting. 

Then get creative.

What you do is important right now because your leadership is needed in this crisis and 

beyond. Your nonprofit is allowed to thrive in any circumstance, because when you do, we 

all benefit. Shine your light because when you do, it lights up others. 

1. Each reason can be a blog post, article or a series of social media posts.

2. Each reason can be a video you post on your YouTube channel or the subject of your 

next email. 

3. Create a testimonial using a photo of the person in social media posts or have them 

share their own reasons in posts. 

4. The reasons can be use individually or collectively in an appeal letter.

5. You can use the question as a way to engage with other donors, and you can share 

other responses in your conversation.



COURAGEOUS COMMUNICATION

Is your board telling you 
it’s not a good time to 

fundraise?

16.

Over the last few weeks of giving workshops and coaching sessions, a theme is emerging: 

board members are telling staff, “This is not the time to fundraise,” and CEOs and directors 

are often saying the same thing about fundraising and marketing…it is just not the right time, 

there’s more important things in the world. 
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If you are feeling discouraged or troubled over whether or not to fundraise, or frustrated that 

your board or leadership doesn’t think fundraising is the right thing to do right now, here’s 

some help. 

The narrative that fundraising is hard, difficult, uncomfortable and a necessary evil is now 

even more apparent in a crisis. If your board was averse to fundraising before the 

Age of Corona, boy, are they going to be now. So the first step is to change the mindset 

around fundraising. 

Fundraising is a gift, philanthropy is joy. To be needed, and be able to help, is what gives 

our lives meaning. When in a crisis, we get disconnected from two things: our power and our 

purpose. Our power is all the assets we have and our purpose is our life’s mission and legacy. 

Philanthropy supports both these. Not only are you making your organization stronger, you 

are helping your donors become better people and be a solution to a problem. Fundraising 

takes nothing and gives everything. You will want to adjust your messaging to fit the context 

but don’t stop communicating and fundraising.

Use this crisis as an opportunity to reframe the narrative that fundraising is a 

necessary evil to one that allows others to have meaning in their lives. 

Change your belief that fundraising is a burden

Remind leadership that we’ve been through crisis before, and the nonprofits that came out of 

it that survived and even thrived were the ones who kept marketing and fundraising. Some 

nonprofits immediately cut marketing and development staff and stopped fundraising, and 

when the economy started to grow, they had to start all over again. 

The successful organizations doubled-down on fundraising and relationship-

building, proving that they could thrive in any circumstance. 

Learn from the past to do better now
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In 2008, donors were left dejected because they thought they were no longer valued by 

the organizations they supported. Nonprofits were afraid to ask and didn’t want to burden 

donors, but donors saw it as a break in a trusted relationship and many relationships perished 

because of the lack of communication. Respond to your donors needs, not yours. 

Ask for what you need, and let the donor decide if it is good time to give or not. 

Don’t assume you know what donors want

An April 7, 2020 article from the BBB Wise Giving Alliance says that nonprofits are 

considering asking for less money and most donors are prepared to give the same or up 

to 30 percent more. If you are making decisions based on what you think is appropriate 

instead of what actually is, you are missing out. Reframe the negative fundraising mindset 

and look at the truth of what donors are saying they want to do. 

If you stop fundraising, you will stop raising funds, even if your donors will give the 

same or even more. 

This crisis has a now, a next and a later. The now is the next few months. In the first months, we 

made our adjustments, grieved over cancelled events and moved our work to home. Now 

what happens? How do you get into action around fundraising and marketing so that you 

can move into the NEXT phase knowing you can recoup those event funds, keep programs 

and build fiscal health? 

When there are no galas or events for fundraising, then this is an opportunity to move 

through blocks and barriers so your board can build fundraising skills that will serve your 

organization long after this crisis is over. Now is the time to engage with experts that can 

help you grow. Change happens when there is a reason to change and there has never been 

a better reason to change.

What your organization does matters more than ever, and being fiscally sound 

means you will be around now and in the future, whatever repercussions of this 

crisis come your way. 

Listen to the data

Get help to shape your next 90 days

https://www.bbb.org/article/news-releases/22028-hope-for-charities-as-30-intend-to-give-more-in-2020-says-new-survey-from-bbbs-giveorg
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Without events to fundraise, 
you have to know how to 

ask for money

17.

From the beginning of the Age of Corona, way back in March of 2020, about 3 years ago 

in emotional time, I could see two things coming. First, that nonprofits would now use video 

conferencing as standard. Before March AC, I used Zoom all the time, and very few of my 

meeting attendees had cameras on their computer, knew what Zoom was or felt comfortable 

using it. We’ve all gotten over that. 
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The second issue I saw coming was the lack of events and galas as fundraisers would mean 

that organizations would have to ask for money. Events are fundraising without asking for 

money, and this can be a great way to raise funds and also not a replacement for actual 

relationship-building. Here’s why. 

There are two kinds of people at events, the committed and the compliant. The committed are 

like-minded supporters who love you and the cause and are invested heart, mind and wallet. 

The compliant people are there because they either love the event or because they want to 

support someone who is committed to the cause. It is not right or wrong to be either, what 

you do need is to be aware of the difference. 

Now, your board does its due diligence and invites friends and colleagues to your gala, and 

they come and spend money and are generally supportive and wonderful, but they are not 

committed to the cause, they are committed to the person that invited them. They may like 

the fancy dress, love the experience you provide or like an open bar. Now that there are no 

events, and will not be for a while, there is no reason for them to come. They are there for an 

experience, and without that experience, what is there?

If your board is comfortable with inviting people to a fundraising gala, but not asking people 

for money….two very different things, then it will be a struggle for them to fill seats at any 

virtual event. Because they are not coming from a place of value of philanthropy. 

If you are feeling like this, you are not alone. There is a reason why so many organizations 

put on events and galas. You can fundraise without having to directly ask for money. The 

reasoning for galas is that, “Our donors like parties!” Research suggests that donor retention, 

staff tenure and staff training are more important than events in securing donations. 

The two kinds of people at events

Focus on relationships
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The organizations that will move through this crisis at status quo or stronger than ever will be 

the ones who understand that their fiscal health lies not in a party but in the strength of their 

donor relationships, their ability to reframe fundraising not as a necessary evil but a gift to the 

donor, and their ability to have the meaningful conversations needed to ask for and receive 

what they want, need and deserve. 
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Can you imagine donors flocking to your nonprofit instead of you scrambling to find them? To 

end the stress of constantly finding new donors while keeping the ones you have? Maryanne 

Dersch specializes in helping nonprofit organizations increase their influence and connect 

with new donors so they can raise more money. 

She has spent almost thirty years working in the nonprofit world helping organizations 

understand and articulate their value so they can ask for and receive what they want, need 

and deserve. 

She is author of Courageous Communication: How Codependence Is Making Your Nonprofit 

Brand Boring and What to Do About It and founder of Superstar Fundraising Academy. She 

is leading a movement to change “nonprofit” to “human investment company” to accurately 

reflect the contributions of the sector. She’s known for her love of ultrahigh heels, extra-large 

Diet Cokes, and short karaoke rotations.

Get Maryanne’s other e-books, 

Stop Trying to Make People Care and 16 other powerful lessons to excite, engage and 

fundraise for your nonprofit…courageously

Stop Asking for Money and 21 other powerful lessons to master fundraising…courageously

Go to maryannedersch.com for your free copy!

If you enjoyed this book, connect with Maryanne on social media

About Maryanne Dersch

http://maryannedersch.com
https://www.facebook.com/courageouscommunication/
https://twitter.com/maryannedersch
https://www.youtube.com/channel/UCJ-yHxKpN84qFKVXeINch_w?
https://www.linkedin.com/in/maryannedersch/
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Maryanne speaks, trains and coaches 

nonprofit boards and staff on leadership, 

fundraising and marketing. She offers 

online courses, virtual training and onsite 

training.

Superstar Fundraising system will have 

donors flocking to your nonprofit like fans 

flock to superstars. 

Up Level Your Leadership teaches 

board members to embrace your mission, 

lead with confidence and create action 

and implement systems of accountability 

so your board can create the change you 

seek.

Up Level Your Influence teaches CEO’s, 

executive directors and senior leadership 

how to grow in their influence so they can 

lead more effectively and implement the 

changes they seek.

Fearless Fundraising teaches anyone in 

an organization how to move through fears 

around asking for money so they can ask 

for and receive what they want and need.

To book Maryanne to speak at your event, 

bookings@maryannedersch.com

To contact Maryanne about courses,

trainings or coaching, 

training@maryannedersch.com

COURAGEOUS COMMUNICATION
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