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Having a one-name study gives you a tremendous 
advantage with a DNA Project. As part of your one-name 
study, you may have done one or all of the following: 

constructed family trees, built up a list of contacts of those 
interested in the surname, done some study and/or mapping 
of the surname to know about the likely number of origins, 
and/or determined where the surname is located today.  
The information generated from these activities gives you 
an advantage. For example, you can turn your contacts into 
two lists, such as males with the surname for recruiting 
and females plus males without the surname for raising 
donations. Another example is that knowing how many trees 
exist for the surname gives you an understanding of the 
scope of the project.

Even if you just started your one-name study, it is never too 
early to add DNA. When you are ready to add DNA to your 
one-name study, the DNA Advisor is here to help, including 
providing a step by step guide to vendor selection, as well 
as setting up your project with proven marketing material. 
Simply write to: DNA@one-name.org.

Recruiting is the key to a successful DNA Project. You can’t 
evaluate the DNA results for your family trees until you get 
the males to participate.

The Presentation
The word DNA scares people, and knowing this will enable 
you to tailor your presentation to be non-threatening. 
Phrases like a “harmless genealogy test” are useful towards 
this goal. Avoiding scientific discourse is also helpful.

Whether you are using email, postal mail, or phone to 
contact your prospects, it is helpful to have a one- or two-
paragraph presentation prepared. For the phone, memorizing 
the presentation will enable you to focus on listening to 
the prospect. Your presentation will cover briefly how DNA 
testing works, that it is a harmless genealogy test using the 
latest scientific discoveries, and then focus on the benefits 
– the discoveries the person can make and the contribution 
they will make to the knowledge about the surname and the 
corresponding genealogy.

If you already have a success story from your DNA Project, 
briefly include this in your presentation, focusing on the 
benefits the participants received.

Whether talking or writing to the prospect, their response 
and questions will tell you about what is important to 
them. Some may be fascinated about finding out about 
their distant origins. Others may be interested in finding 
matches, especially if they are interested in genealogy. 
Their questions and response are clues as to which of your 

selling points from your presentation are working for this 
prospect, so you can focus on those points. Questions can 
also signal potential objections, which we will cover later.

Your enthusiasm is an important factor. Using words such as 
interesting, exciting, and fun will encourage the participant. 
It is hard to turn down an experience that is fun, interesting, 
exciting, and about them – they will make discoveries.

Establishing credibility is also important. The DNA Project 
website and your Guild Profile establish credibility. As you 
begin to have results, prospects can visit your website and 
see the results. You will be both establishing credibility as 
well as reducing concerns. The potential participants will 
find out that the result of a DNA test is really just a string of 
numbers, and not something harmful or scary.

Objections
In communicating with prospects for your DNA Project, 
you will encounter concerns, which are also known 
as objections. These concerns can be phrased by the 
prospect as either a question or a statement, and give 
you information as to what actions you need to take so 
the prospect will participate in your DNA Project.

Questions are a sign of interest, and are a positive opportunity 
for you to provide more information. The questions also 
illustrate concerns – which will need to be addressed to turn 
the prospect into a participant.

Questions are the best objection, since they are easier 
to overcome. Usually a question means they are still 
considering participating, and you still have an opportunity 
to influence their decision. Statements are the beginning 
of the prospect taking a position, and will most likely take 
more effort to address. 

As you get experience, you will begin to anticipate your 
typical questions, and then modify your presentation so 
these questions are addressed during the presentation.

The first step when you get an objection is to determine 
if the objection is real, or is a smokescreen for the true 
objection. You achieve this by asking a question. For 
example, cost is often an objection, though it is also 
often a smokescreen. This means that cost is brought up 
as an objection, when it isn’t a true objection, and the 
prospect does not yet feel comfortable in telling you the 
true objection. If presented with a cost objection, ask “If 
I was able to raise donations to fund some or all of the 
cost of your test kit, will you participate?” This question 
will uncover whether cost is the true objection, or there 
is another, hidden, objection.                                       n
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