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Overview: 
Gain information first about their fundraising history 
You are not asking, but offering an opportunity to contribute to something of 
excellent value,  
Bring one page of quotes: “what people are saying about the program” 
 
Be strong: 
It’s a woman’s tendency not to want to ask for what you want 
Part of the value a person with significant personal wealth can add to the 
community is to contribute to charitable organizations 
 
Meeting Reminders: 
Decide beforehand on the desired outcome 
Don’t be late 
In the meeting, mirror (subtly) their physical stance, tone and presence; take 
space, be relaxed, gracious 
If offered coffee or water, take it 
Be direct, quick; be forthright; don’t wander 
Find out what the prospective donor values; what are their major passions 
Don’t use words like troubled, weak, need –Avoid words like help, support. 
Excitement in your voice; no vocal weakness; tone not too serious 
Don’t email materials – bring when you meet. 
 “I want to find out about you and your interests at this meeting.”  
 
The Meeting: 
I do the lead-up; “someone else” does the ask  
 
Rehearse:  

• how you’re going to express the value, to them, of making a gift to 
Creative Trust 

• a few supporting ideas 
• how you’re going to make the ask 

 
Step to their side whenever possible: 

• I totally understand where you’re coming from… 
• As I know you agree… 
• I don’t have to argue the value and importance of the creative arts to 

you… 
• I can see how you might think… 
• So you can see, these are terrific managers…  
• Each answer to an expressed concern bridges to their side 



They want to be told how much is appropriate – ask high 
 
What are we offering? 

• A gift to Creative Trust reflects well on them 
• Two streams: larger companies and emergent 
• Why should they be associated? What is the value to them? 
• We are offering an opportunity to be associated with innovative and 

creative companies  
• Being associated with innovation – the innovators – the leading edge of 

the business 
• Creative sophisticated companies: Where the excitement lies.  
• 55 companies – this could be considered as the whole creative community  
• Producing the majority of new creative work in Toronto 

 
Value of the gift is not only for the arts community: 

• From a business perspective, reaching the diverse audience that is 
Toronto – each show may speak to a separate cultural community  

• Every time anyone opens a theatre programme, they will see that your 
company endorses the vitality of the community 

 
Request 

• Anchor request  
• It’s justifiable – stand by it – don’t talk yourself down. 

 
 


