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Why this?
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Five steps to transition donors

(1)Share your learning about

family-based care
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Five steps to transition donors

@ (2)Segment and map donors

with.empathy
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Five steps to transition donors

(2) (3)!dentify and share your

most potent stories
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Five steps to transition donors

© (4)Build your doror

communication plan
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Five steps to transition donors

@Change your fundraising

ask and calls to action
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Transitioning Donors
Bringing your supporters on
the journey to a new mode/
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http://bit.ly/2YinFhU

(1)Share your learning about
family-based care



., It'sabout
-(®)- changing
mindsets
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Prepare
vourself to

talk about
transition

@brianjcarroll

Learn how other organizations changed their model

Gather research, articles, videos, about family-based

Collect positive stories about other organizations

Talk with leaders who have already transitioned

Visit a site that has already transitioned
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Prepare donors for change

Answer donor
qguestions about
transition

Tell your donors what
you are
doing/thinking

Educate with one-on-
one meetings

Provide access to
research

Share family
reunification stories
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When talking with donors

Explain
Share
Talk

Practice

Update

@brianjcarroll

e Explain why kids go to the orphanage

e Share stories about kids want to be in families

e Talk about “what's the best thing for the child?”

e Practice saying, “I don’t know how this will work yet.”

e Update emails/social media with family-based care stories

markempa



Change the stories you highlight

it L

Celebrate Highlight Share
Celebrate children going back to Highlight a child going to live with a Share how your work might help
their families or family reunification loving relative (kinship care) keep more families together
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Defend the Cause of the Orphan and Widow

TONY’S STORY

October 26, 2016

This week, our precious Tony went to live with his aunt and uncle in a rural area of Kenya — it is about 2.5-3
hours away from our home. Tony's mom will also be able to move to live with her family, very close to Tony.
She loves him very much, so we are praying his move home will also produce positive change in her life. She
had not been to see her family in nearly 10 years. The family was overjoyed to meet Tony and to see her after
such a long time.

\ &
Tony has been very excited to go and stay with his uncle and aunt. We have visited and talked about it a lot to
prepare him. It took a long time to find them, but we are so thankful that a couple of months ago it came to
our attention that they existed and were eager to have Tony come and live with them. It is a very different way
of life than what he has known with us for the past two years, but we know he will adjust quickly!

We are thankful for their willingness to welcome him and with the help of his sponsors, we will be able to
ensure he attends school and gets some nutritional and medical support so he can continue to thrive while he
is home with family. We have enjoyed the 2 years we have had with him — he is such a genuinely sweet and
kind little boy. He went with his Jesus Storybook Bible, two toys he picked to take with him, and his clothes.
From the first day Tony was content with his family and cousins. That is a huge answer to prayers as Neema

| : n y , S S t O r y House is what he has known for the past two years.

Tony’s aunt and uncle were eager to have
him live them with help from sponsors.

We had a party yesterday for him and he was very happy to have his own “goodbye"” cake. God writes the very
best stories and we are so privileged to watch Him work, At Neema House, we take every opportunity to
celebrate! | am thanking God for the way he has made a way for Tony to be in a family. God surprised us with
this reunification being a possibility and it reminds us to keep trying even for the cases which seem impossible
to solve.

@brianjcarroll

Annie, Missionary







Steps to segment donors

@brianjcarroll

Review your donor list and recent giving

Identify champions in your donor base

List the donors to target first

Give special consideration to major donors

Group donors based on their comfort level
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“We are not thinking machines thatfeel;
rather, we are feeling machines that think.”

Antonio Damasio, Neuroscientist
University of Southern California



Connect with donor emotions

- . oatisfaction

Excitéement..

Anxiety_oadness

Entrancement OUTPrISE
Confusion
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Brian, isn’t
empathy obvious?

Hattula, Johannes,. Et al. “Managerial Empathy Facilitates Egocentric Predictions
of Consumer Preferences.” Journal of Marketing Research, 2015, 18.



JOHANNES D. HATTULA, WALTER HERZOG, DARREN W, DAHL,
and SVEN REINECKE"

il managenal 6T (Le., B menial
pamgeclig] heips anscylives
feom ihoss ol

s and shaw Bhal Incausiously i@king the
picipacties of oM clmed well-relerndal decitlang In four

We use our own bias and preference
(thinking itis donor empathy)

2 briring Assciarion o
ERTN, DB 342 i), 90190 pmcimeai " Vel LA [aged 301, E95-293

| o"
.

Hattula, Johannes,. Et al. “Managerial Empathy Facilitates Egocentric Predictions
of Consumer Preferences.” Journal of Marketing Research, 2015, 18.




How to build an empathy map for your donors

@brianjcarroll

Jobs to be done
Fundraising
Strategic why change?
5 Children

Managing change

i Meetings

3 Strategy

4 Team/Staff

Fundraising/Funding
Problem salving

Operational Tasks

Director Empathy Map

¢J Feeling

Myself g
Children
Facility/Buildings 3
Transition —(0

Making difference/lmpact

Fundraising/Donors

Exhausted —6
Anxiety/Worry 4
Fear —2

Pride —1
Frustration/Anger —2
Excited b
Interested | i
Grateful | i
Surprised i

Shame
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How to build an empathy map for your donors

Principles in action:

Understand how they thmk/feel to know

,_,: e

" what stories matter
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How to
identify and

tell your most
potent stories

@brianjcarroll

@

STEP 1: BRAINSTORM
(PEOPLE, PLACES, THINGS)

y.

STEP 3: CATALOG YOUR
STORIES

L

STEP 2: SUMMARIZE
YOUR STORIES

STEP 4: CHOOSE STORIES
BASED ON YOUR
AUDIENCE
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Story themes
used to help
transition
donors

wprianjcarro

Family reunification stories

Child has family

Keeping families together story

Foster care stories
Why kids went orphanage

Specific project stories




PR O\J ECTBZ “ ,’ connect hear our rescue sponsor empower
KENYA“, WITH US STORIES INFANTS A CHILD FAMILIES

Defend the Cause of the Orphan and Widow

PETER IS HOME

May 14, 2016

Family

reunification
story

We had a party last night for Peter and then he left early this AM with a group of our staff who
were headed to a training class in Nairobi. Yesterday he was so happy about his own cake,
shouting “birthday of Peter! birthday of Peter!” because the kids associate cakes with birthdays.
He didn't stay with us long enough to celebrate a birthday, but we are happy about that. So
thankful for the time we got with this sweet and unique little soul.

Yesterday Peter packed up his new “piki piki,” a couple of his favorite toys, and some clothes and
he was on his way this morning. Our staff dropped him off with his auntie. Peter will be living
with his aunt and uncle, and two older cousins. They are all very excited to welcome Peter into
their family. This is what we pray for every one of our kids and we are so thankful that Peter is
now knit back into a family that will be his for life! God is great!

Annie, Missionary
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Keep 3
Family

Together
story
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What iS 0 dOnOr It provides the who, what, where, when, and

why for donor communications and fundraising
campaigns

communication
plan?




i Why is your model is changing?

Why is this better for kids?

Step 1 Begin
X 5 M

with the why

@/‘ How will this model continue to
fulfill your core purpose?
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Step 2 Focus

on who with
segments

@brianjcarroll

\ 4

MAJOR
DONORS

ONLINE
DONORS

LAPSED
DONORS

o

POTENTIAL
DONORS

MONTHLY
DONORS

m

VOLUNTEERS
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O o

What will you say? Where will you
communicate?

Step 3 Craft

messaging for
each segment E

When will you say it?

@brianjcarroll markempa



@ Decide what you want to say

* Write down ideas and stories you will communicate
* How might you engage donors differently?

* Organize content

@brianjcarroll markempa



& Determine where you will communicate

Website
Landing pages
Microsites
Surveys

Quizzes

Postcards
Dimensional mail
Personal letters
Appeal letters

- Online

Direct mail

Live seminars

Webinars

Executive briefings -

Galas

Vision Dinners

@brianjcarroll

Channels & Content to use

Events

Phone

Email

Video Calls/Meetings
Develop relationships
Personal invitations

Re-engage opportunities

Newsletters
Articles

Links to 3rd party articles
Event invitations
Research reports
Podcasts

Blogs

E-books

Video
Infographics
Guides

Interviews

markempa



ﬁ Schedule when you will say it in your calendar

Month Segment Channel Purpose Message/Format
Direct Social |Fundraising Thank Impact
Major Monthly Online Prospects Lapsed |Mail Email Online Event Phone Media |Ask/CTA you Update Invite
January X X X X Personal email with p
January X X X X Newsletter update
January X X X Phone call and a folloy
January X X Direct mail letter and

Get the calendar template here:

bit.ly/2H91Zn

@brianjcarroll

markempa


http://bit.ly/2H91fZn

Help supporters feel part of the story

15

@brianjcarroll markempa

From the standpoint of success
* This is working
* This is taking off
* We have seen this child flourishing
* We helped reunify this child




Impact Perspective: “How do we
reach a lot more children?”

Messaging Is

Emotional Perspective: what
would you want for your child?

not a cookie
cutter thing

Economic Perspective: Make the
business case.

@brianjcarroll markempa




(5)Change your ask and calls
to action



What,S a Ca// to A CTA is the request you want the recipient to do as a
result, such as “give today,” “call now,” “click here”
action?




Help donors understand need for more support

e Securing appropriate transition coaching

* Hiring specialized staff

 Social worker training

e Retraining current staff to fill new roles

* Doing case management

* Travel costs for family retracing / locating biological families
* Developing new handbooks, manuals, and policies
 Remodeling facilities for new use

@brianjcarroll markempa



Focus on messaging and use words they say
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Focus on messaging and use words they say

Control

Maximize with our Match

Honor Levi with your donation to CaringBridge today, which will be matched up to
$15,000, thanks to a generous donor.

TN

~~

Hope. Healing. You. §

- &

Double My Gift Close

Source: https://www.nextafter.com/research/2015/05/how-donor-centric-language-increased-conversion-rate-by-36-7/
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Focus on messaging and use words they say

Control Treatment
Maximize with our Match Make a Tribute and We’ll Double Your Gift
Honor Levi with your donation to CaringBridge today, which will be matched up to Honor Levi with your donation to CaringBridge today, which will be matched up to
$15,000, thanks to a generous donor. $15,000, thanks to a generous donor.

TN

~~

=N

\ 4

Hope. Healing. You. §

- &

Hope. Healing. You.

- A

Double My Gift Close Double My Gift Close

Source: https://www.nextafter.com/research/2015/05/how-donor-centric-language-increased-conversion-rate-by-36-7/
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Focus on messaging and use words they say

Control

Maximize with our Match

Honor Levi with your donation to CaringBridge today, which will be matched up to
$15,000, thanks to a generous donor.

7N

~~

Hope. Healing. You.

i

Treatment

Make a Tribute and We’ll Double Your Gift

Honor Levi with your donation to CaringBridge today, which will be matched up to
$15,000, thanks to a generous donor.

36.7/% Increase in conversion
rate

Double My Gift Close

Double My Gift Close

Source: https://www.nextafter.com/research/2015/05/how-donor-centric-language-increased-conversion-rate-by-36-7/

@brianjcarroll
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Create new
calls to action

for family-
based care

@brianjcarroll

e

Ask donors to redirect their
gift to family-based work

M

Help this child and support
this family

Please help us reach more
children

Help sustain this family

markempa



Help children

be in families

@brianjcarroll

S BUCKNER B e Q

Hope shines here

Vihoro e Work Cotimvoived Blog & Storles

Calvin is an orphan. leaming to sew  himseif and hi
siblings. Geraldine s unab
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Domestic adoption
For the first time in the history of the country. Buckner is helping educate
and facilitate adoptions of Kenyan children to Kenyan families. Buckner

2 staff has taken the lead
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ting and

officials. &
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Family Hope Centers
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Do you want to make an eternal impact in the lives of people like Calvin,
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visit our trip calendar to see when you can go.

Shoes For Orphan Souls?
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CHILDREN'S
MINISTRY

Agape WHY REUNIFICATION?  OUR WORK  GET INVOLVED  ABOUT US DONATE

From child
sponsorship

For as little as $1 a day, help reunite a vulnerable
child with their family and join a community
passionate about a world where every child finds
love, belonging and community.

Your regular donation enables us to rescue an at-

[ ]
m risk child from the dangers of street life, and bring
O a I y them through an individualized reunification plan so
R E U N I T E they can be successfully reunited with their family.

° f. t ° a

As a Reunite A Family member, you'll receive

F A M I L Y monthly success stories about the street children
you've helped rescue, as well as regular family and

ministry updates so you can experience the

essential impact of your regular giving.

JOIN TODAY -~

@brianjcarroll Source: https://agapechildren.org/reunite/ markem pa



Family

sponsorship

@brianjcarroll

SPONSOR A
FAMILY?

Source: https://www.bethany.org/global/family-sponsorship
markempa



Five steps to transition donors Summary
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Five steps to transition donors Summary

(1)Share your learning about

family-based care
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Five steps to transition donors Summary

@ (2)Segment and map donors

with.empathy
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Five steps to transition donors Summary

(2) (3)!dentify and share your

most potent stories
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Five steps to transition donors Summary

© (4)Build your doror

communication plan
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Five steps to transition donors Summary

@ @f @ @ @Change your fundraising

CC ask and calls to action
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mailto:brian@markempa.com

Please complete a
brief evaluation form
by visiting:

www.CAFO2019.org/SURVEY

CATO2019
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