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The Value of Case Studies in Training:

Adults tend to be more interested in learning styles that actively engage them and allow them to bring their experiences and perspectives into the learning environment.  With this in mind, lecture-style training and providing large quantities of reading material are far less effective than creating a discussion-based atmosphere.

Case studies allow volunteers to “see” how things can be done well or done poorly while also providing a chance for discussion and even debate.  This makes the learned points more memorable and more easily contextualized into the actual solicitation environment.

Tips for Using the Case Studies:

· The cases should be part of the overall training experience, not the entirety of it.

· The following cases have been drafted to fit a generic YMCA environment.  We encourage you to modify the cases (or even create entirely new cases studies) to include language specific to your YMCA – your program names, case priorities or anything else that would make the case studies more relevant and personal for your volunteers.

· In presenting the case studies to the volunteers, the goal is to encourage participation.  Ask volunteers to read the case studies aloud or even act them out if appropriate.  Then ask the questions we have proposed or create your own questions.  The answer options we have provided are there simply to help you stimulate discussion if necessary.  It’s best, however, to just ask the questions and let the volunteers answer as they see fit.

· When volunteers offer solutions or ways of doing things, a good way to stimulate discussion is to ask the same volunteer or someone else to come up with a completely different workable solution if they can.

· While there is never a single correct approach or answer to theoretical fundraising case studies like these, the goal of the training is to provide the volunteers with one or two preferred or recommended ways of dealing with challenges and situations.  You can use the Learning Points section to help summarize the key points of the case study, though you may arrive at others through your discussion.
CASE STUDY #1: And Then There Were Crickets
Lorelai Gilmore, who owns a local inn, is a long-time YMCA volunteer.  She is known within the Y family for rarely letting her donors lapse in their support. Lorelai has her solicitation conversations down to a science.  She does a few minutes of small talk in which she always remembers personal details about the donor, follows that with a moving story about the impact of the YMCA, then talks about the Y’s plans for the coming year before wrapping things up with her patented closing line: “So I’ll just put you down for a $200 gift then.  Thank you so much.”
Lorelai has had sales training and she finds that this kind of “presumptive close” works extremely well for her.

As one of the volunteers participating in the Pilot Project, Lorelai goes on her first donor visit of 2017, does her standard presentation and then, because she’s a dedicated volunteer, she tries something different for her close.  She says, “So, would you be willing to make a $400 gift in support of our youth mentoring program?”  Luke, the donor, just stares at her. Lorelai can actually hear crickets in the background.
QUESTIONS FOR DISCUSSION:

1.   How would you react to someone asking you to give a gift that was significantly larger than

your previous donation?
2. 
What would make you give significantly more to a charitable cause you already support?

3. 
What should Lorelai do now?

a) Wait until Luke says something.

b) Quickly move to a smaller gift amount.

c) Indicate that she knows this a big decision by saying, “I know this is jump in your giving, but we’re part of a test project and we wanted to see how select donors would react.”

d) Reinforce the impact of a gift of that size.

e) Ask if the donor has any questions or needs some more time to think about the gift.

LEARNING POINTS:

· Different donors will react to being asked for larger gifts in different ways.  Don’t project your anxieties or concerns onto the donor before you know how the donor will react.  Allow the donor to process, ask questions, test ideas or continue the conversation if that’s what he/she wants.

· Take opportunities like this training session or your own pre-meeting rehearsal to envision how you will ask for the gift and how your donors may respond so that you are more comfortable when the time comes.

· Not every ask, especially for larger gifts, will be successful.  A widely used guideline for major gifts, for example, is that it takes three prospects to get one gift.  Be prepared to not get the gift.  Be confident, however, that in aggregate, the double-the-ask policy will likely bring in much more money in total (even from fewer donors) and your experience in this project will inform the implementation of more effective fundraising strategies at YMCAs across the continent.

· When in doubt, focus on the case for support and the marginal benefit of a larger gift.  These are the factors proven to be most likely to influence your donor’s response.

CASE STUDY #2: And Then There Was One
Josh Lyman has a high-pressure job, but he is also a long-time YMCA campaign volunteer, mostly because a friend of his father asked him to volunteer and Josh is the kind of person who does what friends of his father ask.  While Josh is a reliable volunteer, he doesn’t have a lot of time to prepare for his donor conversations.  He is, however, vaguely familiar with the concept of donor-centered fundraising, so he thinks the best way to ask for money is to put a full list of YMCA programs in front of the donor and ask him or her to give to the program he or she likes most.
This year, Josh has agreed to be part of the Pilot Project, so he knows he is only supposed to ask for one of two or three high-priority cases for support.  When he sits down with his friend and colleague Toby Ziegler this year, Josh does his best and pitches the selected case that he feels will resonate best with Toby.  It’s a great case, one that Toby is passionate about and Josh feels like this could be the key to getting Toby excited about giving even more to the YMCA.

When Josh is finished talking about the case, however, Toby says, “This thing with the one thing to give to … This is the thing you want to talk about?  There’s no list, Josh.  Where’s the list?!”

QUESTIONS FOR DISCUSSION:

1. 
What are some of the reasons YMCA solicitors might like to discuss the full list of YMCA programs with donors?

a) To allow the donor to have choice.

b) To make sure that people understand the full scope of YMCA programming, a scope that we have learned through experience, people tend not to understand.

c) With a repeat donor, it might reflect a lack of preparation because – in the absence of a specific YMCA-mandated case priority – the solicitor should have started with the case the donor chose the previous year.

2.   What should Josh say now?

a) Break out the full menu of YMCA programs, listing everything that the Y does so that Toby has his traditional choice.
b) List the full menu of YMCA programs, but indicate which priorities seem to be the best fit with Toby’s philanthropic interests.
c) Describe the way the YMCA selected its strategic campaign priority based on factors like community need, the Y’s ability to meet that need, the ability of the applicable program to use donations to the maximum impact, and the ability of the program to produce measurable results that the Y can use to show its donors how effective and accountable it has been with their donations.

d) Ask Toby if he has a different program he would like to support.

e) Take the hint and simply ask Toby to give to what he supported last year.
LEARNING POINTS:

· The job of campaigners is to communicate the case in a compelling way.  If a donor is still fixated on a past priority, be happy to accept that gift gratefully.  If a donor wants to support the Y generally without restrictions, that is always welcome as well, but work through the priority case first.
· In an earlier Cygnus project with the YMCA, almost 60% of YMCA fundraising volunteers surveyed indicated that they felt the most effective type of case for support is a case focused on a particular priority.  The recent Cygnus-YMCA survey of donors showed that specific and compelling cases for support are the most compelling ways to inspire greater generosity.
· It is important to know the case for support well and in your own words so you can adapt the way you present it to the donor/prospect.
