


HOW TO BUILD A MAJOR GIFT 
PORTFOLIO
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Superpowers:  

Fundraising, 

mom of twins 

Weakness: 

Chips & Queso

@rachelmuir
rachel@rachelmuir.com 



Free webinars: 
rachelmuir.com

Today’s handouts: rachelmuir.com/resources “go”



Let’s talk about your portfolio…
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Prioritize 
and tier 

major gift 
prospects

How to 
build a 

portfolio

Free portfolio 

tools & MGO 

metrics
How to survey 

donors and 
what to ask

Bonus: 

video tools

Today’s handouts: rachelmuir.com/resources “go”



Epic Fails in Fundraising



General Fund

Mid-Level Gifts

Major Gifts

Prospect Identificaton

Image credit: 

Network for Good 



ABC’s of 
Prospect 
Identification

Access 
Belief 
Capacity 



A is for access.
Most people start with capacity, not access



Capacity does not equal interest



General Fund

Mid-Level Gifts

Major Gifts

The Myth of the Donor Pyramid



General Fund

Major Gifts

What it really looks like 



Major Gift 
Fundraising 
boosts 
highest ROI

Cost per Dollar Raised 

Activity Cost 

Acquisition Mail $1.50

Events $0.50

Renewal Mail $0.25

Major Gifts $0.12

Souce: Fundraising Resource Group & Supporting advancement.com 



Acquisition is 

like 

cupcake THIS 



Retention is like 

this up a hill Pushing  
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RETENTION

IS KING



It can cost 10X to acquire a new donor
than to communicate with an existing one.
“

Adrian Sargeant, Building Donor Loyalty

@rachelmuir www.rachelmuir.com
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HOW TO FIND YOUR

HIDDEN GEMS



Build your 
portfolio



FREE DATA/TOOLS YOU 

ALREADY HAVE

• Reports from your 

CRM 

• Google

• Event attendance  

• Social following 

• NOZAsearch.com

• Zillow.com

• Politicalmoneyline.com

• Guidestar

DATA YOU CAN 

PURCHASE

• Analysis of giving data  

• Marketplace data 

(donor wealth & 

demographic 

information) 

• Wealth overlay 

(gleamed from public 

giving data) 

What data do you have/want?



Examine their behavioral data.

Screen for capacity.

Look at cumulative amounts.

Analyze past giving: largest, loyal, upgrading?



All donors are equal as human beings.  

They are not equal as revenue sources.  

Treating them as such will cost you in 

wasted spending at the low end and missed 
opportunities at the high end.”

“

@rachelmuir

Jeff Brooks, The Money Raising Nonprofit Brand  



3rd YEAR DONOR RETENTION INCREASES 

35% to 75%



Examine 
retention

Gifts from donors giving in 
one calendar year

÷
Gifts from same donors 

making a donation in year 
two
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Online 
donor 

surveys

Pre-call 
letters &  

visits 

Video
Thought 
circles 

Donor 

cultivation 

events 

Prioritizing a Portfolio



New donors

Donors who you 
don’t know well

Donors you think 
you can upgrade 

Donors you think 
you should 
downgrade 

Who to qualify



Pre-call letter 

7-10 tries

Call &  email

Non-responder letter/survey

Final note 

Donor Prioritization for Small Shops



Example of pre-call letter   



Pre-call sample letter



That’s a lot of letters and calls!



Use video to qualify portfolio



Reveal donor’s interests/preferences

Help you segment 

Allow you to honor donor’s wishes 

Move you from intrusion to invitation

6 benefits of a donor survey

Boost gift revenue 

@rachelmuir

Give donors choice 



71% of donors feel more engaged when
they receive content that’s personalized.“

Abila Donor Loyalty Study, 2016 



Epic failure at personalization.



Building relationships is not optional in 
fundraising.  Relationship building is not 

the same as information sharing.  

“
Adrian Sargeant

@rachelmuir



Was it saving lives at sea that 
inspired RNLI donors to give?  

Source: The Zen of Fundraising, Ken Burnett 



They gave because they 
love heroes.  



Donors give for 

reasons, not oursTHEIR 



What can a McDonald’s milkshake 

teach us about donor’s interests?   
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READ LESS MINDS

ASK MORE 

QUESTIONS



Survey donors on what they care about



Communication preferences 

Why’d they join/give?  

What do they most want to 

support? 

What to survey

Beneficiary preferences 

@rachelmuir

Satisfaction levels



DO YOU OFFER AN EXIT

POLL?



Optional comment box

Optional comment box



@rachelmuir Facebook.com/RachelMuirFundraising



Short and simple 

6th grade reading level

Don’t ask what you ALREADY 

know (i.e. how much they gave)

Pro tips for surveying

Subject line is EVERYTHING

www.rachelmuir.com

Subjectline.com



What NOT to ask 

1. When they gave

2. How much they gave

3. ANYTHING you already know

@rachelmuir



The best time to fix a broken experience, 

or build on a great one, 

is in the moment that it happens.”

“

Charlie Hulme, Donor Voice

@rachelmuir Facebook.com/RachelMuirFundraising
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HOW OFTEN DO YOU INVITE

FEEDBACK?





There’s a reason why you can’t buy 

anything without being asked for 

feedback about the experience.”

“

Charlie Hume, Donor Voice 

@rachelmuir Facebook.com/RachelMuirFundraising



Satisfaction = #1 driver of donor loyalty   



Truth bomb   



Ever had a bad haircut?



Who did you tell about it?



Donors who are ‘very 
satisfied’ with the quality 
of service they receive are 
twice as likely to make a 
second gift as donors who 
are merely ‘satisfied’ 



Service Recovery Paradox

Get more loyalty 

even if you 

can’t fix it!  



Donor Thought Circles 



Recipe for a donor thought circle

2

Intimate 
group in 

controlled 
social setting Light 

meal, 
coffee or 
cocktails

Read 5 

questions; 

take notes

Passing 

allowed. 

Source:  Robbe Healey, Aurora Philanthropic Consulting

Identify 
“dominators” 
Go around 

circle.  



5 questions for a thought circle

1  What connected you to us?  

2 What made you decide to become a donor?  

3 How could we encourage others to give to us?

4
How could we make you feel more special and 
appreciated?

5
What things would make people feel more special 
and appreciated?

Source:  Robbe Healey, Aurora Philanthropic Consulting
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INVEST IN IMMERSIVE

EXPERIENCES



The more immersive the experience, 
the more likely the impression can 

result in a donor relationship.  

“
Adrian Sargeant

@rachelmuir



#Bridge16

Here’s how Girlstart crushes it   

Donor Cultivation Events



Lunch with ED Ground Breaking

Send Donor Packet Card, anniv of 1st gift Birthday Card

Board Member Call Program Graduation Invite to Gala

News Clippings Mail Annual Report Donor Reception

Program Performance
Meet the Candidates Community Meal

Facility Tour

The invitation is the cultivation. 



Portfolio metrics

Today’s handouts: rachelmuir.com/resources “go”



2-3 Visits before ask 

50-70% Close ratio

2-3 Face to Face solicitations monthly

12-15 Face to Face visits each month 

125-150 People in portfolio   



Major 
Gift 

Portfolio



Apply Cultivation Plan & Ask Goal to Calendar
Source: Veritus Group 



Innovative Stewardship

Today’s handouts: rachelmuir.com/resources “go”



Important ongoing activities that add 

real and lasting value (proper thank-yous

and welcome programs, donor-centric 

newsletters, extraordinary donor service) 
are discounted or ignored.”

“

Roger Craver, Retention Fundraising  

@rachelmuir Facebook.com/RachelMuirFundraising



Reflect on an organization 
you care about.

Select a high and low gift 
amount.

What 3 things would make 
you give at the higher 
amount?

Source: Train Your Board to Raise Money by Andrea Kihlstedt and Andy Robinson

Activity: 
How high 

will you go? 



Source:  The Millennial Impact Report 



“Being asked to give again before 

learning my first gift had an impact.”

-Penelope Burk, author

How donors define oversolicitation:



Those who celebrate gratitude as an 

organizational trait raise more money, keep 

donors longer, and create more innovation.  
They’re also better places to work.”

“

Jeff Brooks, The Money Raising Nonprofit Brand  



IS GRATITUDE YOUR CORE VALUE?  



Donors don’t give because you’re excellent.  

They give because they are excellent and 
you help them realize their awesome selves.

“

Jeff Brooks, 
How to Turn Your Words into Money  

@rachelmuir Facebook.com/RachelMuirFundraising



It’s only been __ and ALREADY you…”

“You made your gift just one (week, month) 
ago and already you’ve… (insert 
amazing accomplishment here)



Make it meaningful 
Take them to the action
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When & how 
they’ll be 
contacted

Annual, 
mid, major, 

planned, 
lapsed and 

new

How much 

you can 

spend on 

them

The messages 
and offers 
they’ll get 

Plan for 

donors who 

upgrade/

downgrade

Craft a plan for every donor group 
Source:  Jeff Brooks, The Money Raising Nonprofit Brand  



Download at 

RachelMuir.com/

Guides



Fake a handwritten card

Check out 
Feltapp.com



Sample personalized stationary Feltapp.com

Feltapp.com for iphone and ipad



Android user?  Try Inkly.com



Stewardship doesn’t have to be costly



Sample video email Tool spotlight: video email 

Watch the video at http://bit.do/careshare

Tool spotlight: Video email  

http://bit.do/careshare
http://bit.do/careshare


Notification each time they watch! 



Questions?



THANK YOU!

Slides:

rachelmuir.com/handouts

“go” 

Free webinars: 

rachelmuir.com

rachel@rachelmuir.com

@rachelmuir



15 min break


