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USA Trends in PhilanthropyUSA Trends in Philanthropy
$241 billion in philanthropic support in 2003$241 billion in philanthropic support in 2003

83.5% from individuals including 9% from 83.5% from individuals including 9% from 
bequestsbequests
5.6% from corporations5.6% from corporations
10.9% from foundations10.9% from foundations
Top 60 donors gave $10 billion in 2004, up Top 60 donors gave $10 billion in 2004, up 
from $5.9 billion in 2003, primarily to from $5.9 billion in 2003, primarily to 
education education 

Marts & Lundy Presentation, AFP International Conference, April Marts & Lundy Presentation, AFP International Conference, April 20052005



Canadian Trends in PhilanthropyCanadian Trends in Philanthropy
$5 billion in philanthropic support$5 billion in philanthropic support
By 91% of CanadiansBy 91% of Canadians
6.5 million volunteers6.5 million volunteers

Source: Imagine Canada Source: Imagine Canada –– 2004 National Survey2004 National Survey

9% of not9% of not--forfor--profit & voluntary organization profit & voluntary organization 
revenue from philanthropy versus 51% from revenue from philanthropy versus 51% from 
governments & 39% from feesgovernments & 39% from fees

Source: Johns Hopkins CNP 2004Source: Johns Hopkins CNP 2004

Marts & Lundy Presentation, AFP International Conference, April Marts & Lundy Presentation, AFP International Conference, April 20052005



Individual Major GiftsIndividual Major Gifts

In Canada 75In Canada 75--80% of gifts come from           80% of gifts come from           
20 20 –– 25% of donors25% of donors

In USA 90 In USA 90 –– 95% of gifts come from                95% of gifts come from                
5 5 –– 10% of donors10% of donors

Therefore it is essential to identifyTherefore it is essential to identify
individuals who have the capacity to give atindividuals who have the capacity to give at
the highest levels the highest levels 

Marts & Lundy Presentation, AFP International Conference, April Marts & Lundy Presentation, AFP International Conference, April 20052005



What is donor management?What is donor management?

StewardshipStewardship
Moves ManagementMoves Management
Donor developmentDonor development
Upgrading donorsUpgrading donors
Etc.Etc.



Donor or Donor or Moves ManagementMoves Management, is a, is a
disciplineddisciplined and and systematicsystematic trackingtracking
method method to to build relationshipsbuild relationships withwith

youryour major gift major gift donorsdonors andand
prospectsprospects that results in that results in impactimpact oror
transformationaltransformational givinggiving

What is donor management?



NonNon--manipulative donor management manipulative donor management 

In a transaction where one party benefitsIn a transaction where one party benefits
the outcome could be consideredthe outcome could be considered
manipulativemanipulative……

when both parties benefit a relationship iswhen both parties benefit a relationship is
established   established   
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1.Identification
(Research) 2. Information

• Research
• Prospect Screening 
• Discovery Calls

3. Interest
(in the Cause)
•Cultivation Calls

4. Invitation (Technique)
•Solicitation

5. Investment
•Closure

6. Interaction
•Stewardship

7. Renewal
(Evaluation)



Who are the best
Major Gift Prospects?
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Who are the best Prospects 
for a Planned Gift?
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The The IInterest nterest PPotential otential 
RatingRating

IPIP ScoreScore
(is based on involvement)(is based on involvement)



The Involvement/Planning CycleThe Involvement/Planning Cycle

1.Identification

2. Information

3. Interest 4. Invitation

5. Investment



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

55



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

55

11



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

55

11 91



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

55

11 91

19



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

55

11 91

19 99



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 2 Quad 1

Quad 3Quad 4



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 4
Not Ready

Little Potential



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 3
Love You & Ready

Low Potential

Quad 4
Not Ready

Little Potential



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 3
Love You & Ready

Low Potential
Ask/Steward

Quad 4
Not Ready

Little Potential



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 2
Low Interest

High Potential

Quad 3
Love You & Ready

Low Potential
Ask/Steward

Quad 4
Not Ready

Little Potential



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 2
Low Interest

High Potential

Cultivate

Quad 3
Love You & Ready

Low Potential
Ask/Steward

Quad 4
Not Ready

Little Potential



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 2
Low Interest

High Potential
Move to 

Cultivate

Quad 1
High Interest

High Potential

Quad 3
Love You & Ready

Low Potential
Ask/Steward

Quad 4
Not Ready

Little Potential



Prospect EvaluationProspect Evaluation
9

8

7

6

5

4

3

2

1

F
i
n
a
n
c
i
a
l

P
o
t
e
n
t
i
a
l

Identification/Information          Interest   Invitation    Investment   

9

8

7

6

5

4

3

2

1

P

High

High

Low

Low
1             2          3           4           5            6          7       8         9 

Involvement

Quad 2
Low Interest

High Potential
Move to 

Cultivate

Quad 1
High Interest

High Potential

Ask/Steward

Quad 3
Love You & Ready

Low Potential
Ask/Steward

Quad 4
Not Ready

Little Potential



Planned giftsPlanned gifts

In Canada 91% of all planned gifts are       In Canada 91% of all planned gifts are       
bequestsbequests

If a donor has been giving to your If a donor has been giving to your 
organization at least five years continuously, organization at least five years continuously, 
if askedif asked to consider making a bequest, they to consider making a bequest, they 
will do this 80% of the time.will do this 80% of the time.

Creating an onCreating an on--going relationship is the keygoing relationship is the key



The Value of Research The Value of Research 



Sampling of Donors that Responded Sampling of Donors that Responded --
Donor Source & UpgradesDonor Source & Upgrades

$4,000$4,000$4,500$4,500$500$500DecDec--0000Door Door 

$2,500$2,500$4,500$4,500$2,000$2,000OctOct--0202EventsEvents

$3,500$3,500$4,500$4,500$1,000$1,000AprApr--0202MailMail

$4,500$4,500$5,000$5,000$500$500
PriorPrior
19951995LapsedLapsed

Upgraded      Upgraded      
by:by:

Deposit          Deposit          
AmountAmount

Last Gift Last Gift 
$$

Last Gift Last Gift 
DateDate

Last Gift Last Gift 
SourceSource



Sick Kids Program
PURPOSE:PURPOSE:

To act on the findings from data mining projectTo act on the findings from data mining project

OBJECTIVES :OBJECTIVES :
To upgrade donorsTo upgrade donors giving <$1,000 with propensity to giving <$1,000 with propensity to 
become Major Gift donors to 'Middle Gift' donors ($1kbecome Major Gift donors to 'Middle Gift' donors ($1k--
$10k)$10k)
To generate Major Giving leads for HSCF Dev To generate Major Giving leads for HSCF Dev 
OfficersOfficers
To understand this important group of donors better To understand this important group of donors better 
by capturing attitudinal and demographic informationby capturing attitudinal and demographic information



Sick Kids Program

SIGNIFICANT FINDINGS:SIGNIFICANT FINDINGS:
Low cost, high return program (6.35 ROI) Low cost, high return program (6.35 ROI) 
–– 2 tests both beat goals by +500% 2 tests both beat goals by +500% 
–– Raised ~$100,000 from just ~100 donorsRaised ~$100,000 from just ~100 donors

24% upgraded from last gift, average upgrade = 24% upgraded from last gift, average upgrade = 
$1721.00$1721.00
52% lapsed and inactive donors reactivated (from 52% lapsed and inactive donors reactivated (from 
1987!)1987!)
Identified donors that would otherwise not have been Identified donors that would otherwise not have been 
solicited solicited –– Lottery, Events, Tribute, Herbie donorsLottery, Events, Tribute, Herbie donors
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