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Welcome!!
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People Want 
Choices
According to 
Starbucks CEO, 
"there are over 
70,000 different 
ways that our 
customers can, and 
do, order a 
Starbucks coffee" 
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Value of Multi-Channel Donors* 
*Cumulative Revenue per Donor
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Donors Chose
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On and Offline Agenda

ÅThe Role of Great Story 

ÅPower of Engagement 

ÅMust have Stewardship 

ÅThings to consider as 
you jump in and/or 
expand

ÅPulling it all together 
andaction planning
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Start Planning Now!
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Donors Are Our
Super Heroes!
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Story Telling

ÅVision and big ideas

ÅDuring engagement 
opportunities

ÅPromise of impact

ÅAlumni programs

ÅSolicitations

ÅStewardship
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Powerful Offline Story
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Re-purposing
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aŜǎǎŀƎŜǎ ǘƘŀǘ ά{ǘƛŎƪέϝ
*Made to Stick, by Chip Heath & Dan Heath

ÅSimple

ÅUnexpected

ÅConcrete

ÅCredible

ÅEmotional

ÅStories



The 10 Immutable Laws of Great 
Storytelling*
ά{ǘƻǊȅ ¢ŜƭƭƛƴƎ ŀǎ .Ŝǎǘ tǊŀŎǘƛŎŜέ ōȅ !ƴŘȅ DƻƻŘƳŀƴΦ

How effective is your 
storytelling?

How will you find out 
more?

What will you do about 
it?
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Polling Question #1

ÅHow would you rate 
ȅƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴΩǎ 
storytelling on your 
website, in your videos, 
during personal visits?

1. We do well in all three 
areas, focused on 
compelling outcome 
stories

2. We do well in some of 
the areas and/or 
sometimes

3. This is something we 
need to work on

(c) The Osborne Group, Inc. 16



© The Osborne Group, Inc.

Questions?

17



The Powerof On and Off Line 
Engagement
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The Tarnside Curve of Involvement
*Developed by Patrick Boggen, Tarnside Consulting, UK
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Think, Feel, Do!
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One Engagement Strategy Doesnôt Fit All
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Suite of Engagement Opportunities

High TouchLong Term

Offline
Stewardship is included

High TouchShort Term

Offline
Online
Stewardship is included

Low Touch Short Term

Offline
Online
Stewardship is included
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Polling Question #2
How Robust is Your Suite of Engagement 
Opportunities?

1. Very robust ςwe offer a wide variety of on 
ŀƴŘ ƻŦŦƭƛƴŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƘŀǘ ƘŀǾŜ άǘƘƛƴƪΣ 
ŦŜŜƭΣ ŀƴŘ Řƻέ ŎƻƳǇƻƴŜƴǘǎ

2. Somewhat robust ςwe have some successful 
opportunities but not as many as we would 
like

3. Not very robust ςwe have work to do
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The Power of Strategic 
Questioning and Listening

Offline Online
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Survey by Buddymedia.com 



Strategic Questions and Listening

Online

ÅWhere

ÅWhen

ÅWould

ÅShould

ÅNever ask why

ÅIƻǿΣ ǿƘƻΣ ŀƴŘ ǿƘŀǘ ŘƛŘƴΩǘ 
work as well

ÅKeep it simple
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Offline Questions

ÅListening for INTENT ÅAttitude and values

ÅImpact

ÅCommitment

ÅAlways ask why

ÅProbe for 
understanding
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Just the Facts

ÅThere are over 750 
million Facebookusers 
worldwide

ÅFastest growing group ς
women over 55

ÅRemember Twitter is 
one way
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Donor Satisfaction (or Alumni) Surveys 
ςOn and Offline Engagement!

ÅOnline

ÅOn the phone

ÅIn-person 

ÅBenchmark every year 
or other year

ÅUse for planning

ÅUse for donor 
engagement
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Questions, 
Comments, 

Observations
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Stewardship and Donor Care!
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What Do You Promise Your Donors?
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http://www.amazon.com/gp/reader/074329730X/ref=sib_dp_pt


Trusted versus 
Trustworthy
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Stewardship = Delivering On Our 
Promise

ÅThat we need the money to do what we said

ÅTo manage the money prudently

ÅTo spend it as agreed

ÅTo document accurately

ÅTo thank and recognize in a timely manner (24 to 
72 hours)

ÅTo deliver on the promise of change and impact

ÅReport back

ÅConnect donor to mission
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Stewardship = Being Donor Centric

ÅKnow our donors based 
on visits, conversations, 
listening

ÅKnow the other 
decision makers

ÅSeamlessness

ÅRespecting and 
delivering on 
preferences

ÅProviding JOY!
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{ǘŜǿŀǊŘǎƘƛǇ Ґ ά²h²έ
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Donors Chose
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WOW Components

1. Surprise

2. Exceeding expectations

3. Making it personal

4. Solving a problem

Å²Ŝ ǎǇǊŜŀŘ ǘƘŜ ǿƻǊŘ ŀōƻǳǘ άǿƻǿέ ŜȄǇŜǊƛŜƴŎŜǎ

ÅWe can ask our donors to spread the word on 
Facebook, Twitter, at school events, one-on-one

(c) The Osborne Group, Inc. 40



Polling Question #4

How robust is your on and offline stewardship 
program?

1. We have a very strong on and offline 
stewardship program that goes beyond thank 
you and shares impact!

2. We have a strong offline but not online

3. We have a strong online but not offline

4. Neither our offline or online programs are 
strong
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Questions?
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What Would a Culture of Philanthropy  and 
Stewardship Look Like?

ÅEvery constituency understands, embraces, believes in, 
and acts on their collective and/or individual roles and 
responsibilities in philanthropy and stewardship in a 
collaborative and donor centric manner
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Mission Staff Communications 
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Generous, Inspired, Joyous, Giving

(c) The Osborne Group, Inc. 45



Maximize Your 
Efforts

1. Have a plan

2. Be strategic
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Specific

Measurable

Achievable

Results-oriented

Time-specific

Specific - Clearly identifies         
WHAT you will do

Measurable- Contains 
elements which are 
verifiable (quantity)

Achievable- Realistic, but 
challenging

Results-oriented- Describes 
the results or outcomes you 
expect  to achieve

Time-specific- States 
specifically when the 
objective will be achieved

Be Strategic

SMART Objectives



Measure, Follow-Up, 
Respond, 
Adjust
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