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Campaign Phases

ViSionaRY

Planning and Preparation
Leadership Gift Phase
Campaign Kick Off
Public Phase

Celebration and Stewardship
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Sample Timeline

12/31/2020
Campaign Kick Off
12/1/2019 - 12/31/2019 \ 1/1/2021 - 10/1/2021
Campaign Plan Public Phase
1/1/2020 - 12/31/2020
9/1/2019 - 11/30/2019 Leadership Phase

Feasibilty Study

10/1/2019 1/1/2020 4/1/2020 7/1/2020 10/1/2020 1/1/2021 4/1/2021 7/1/2021
9/1/2019 9/30/2021
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Phase 1. Planning & Preparation

Case Statement
Feasibility Study
Gift Chart

DN NI NN

Campaign Plan
v' Budget

v' Timeline

AN

Campaign Committee

AN

Policies

v" Education and Cultivation
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Campaign Plan

ViSionaRY

Task Summary TimeLine

Straight Line Projection & KPI Dashboard
Campaign Engagement-Cultivation Activity / Events
Campaign Budget

Campaign Leadership and Organization

Leadership Gift Engagement Schedule

Quite Phase Prospect Solicitation Schedule

Staff / Volunteer Resource Alignment

Campaign Counsel
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Campaign Gift Chart

Gift Level E sgggsd P,:loesep;ec(’jts Projected Gifts Cumulative Gifts Peorfc .T_g:]?e gg:ggﬁg;i
$5,000,000 1 4 $5,000,000 $5,000,000 25.0% 25.0%
$2,500,000 2 8 $5,000,000 $10,000,000 15.0% 50.0%
$1,000,000 2 8 $2,000,000 $12,000,000 10.0% 60.0%

$500,000 4 20 $2,000,000 $14,000,000 10.0% 70.0%
$250,000 8 40 $2,000,000 $16,000,000 10.0% 80.0%
$100,000 20 100 $2,000,000 $18,000,000 10.0% 90.0%

$50,000 20 100 $1,000,000 $19,000,000 5.0% 95.0%

$25,000 40 200 $1,000,000 $20,000,000 5.0% 100.0%

Less Than $25,000 MANY MANY $250,000 $20,250,000 1.0% 101.0%

* 5 donors contributing 60% of the total

ViSionaRY
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Phase 2: Quiet Phase- Secure 55-60%

o Secure Leadership Gifts

o Secure and confirm Campaign Chair (co-chairs)

o Secure and confirm Campaign Committee

o Initiate Campaign Information/Cultivation Events
o Plan & Rehearse Solicitation presentations

o Present Gift Opportunities

o Engage and Solicit leadership gift prospects
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Prospect Road Map

Gift Level ﬁggg; P,:l‘fepcfecés Qu:; g Defta Projected Gifts Cumulative Gifts ;/‘; toaf| C“m},jc"aﬁ"e
$5,000,000 1 4 7 3 $5,000,000 $5,000,000  25.0% 25.0%
$2,500,000 2 8 3 (5)  $5,000,000  $10,000,000  15.0% 50.0%
$1,000,000 2 8 14 6  $2,000,000  $12,000,000  10.0% 60.0%
$500,000 4 20 58 38 $2,000,000  $14,000,000  10.0% 70.0%
$250,000 8 40 53 13 $2,000,000  $16,000,000  10.0% 80.0%
$100,000 20 100 476 376  $2,000,000  $18,000,000  10.0% 90.0%
$50,000 20 100 76 (24)  $1,000,000  $19,000,000  5.0% 95.0%
$25,000 40 200 176 (24)  $1,000,000  $20,000,000  5.0%  100.0%
<$25000  MANY MANY 842 42 $250,000  $20,250,000 10%  101.0%
Total 1,698 422 $20,250,000 101.0%

Need to work the upper end of the chart and create unique, engagement

and solicitation plans for each identified and rated prospective donor.

ViSionaRY
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Phase 2: Campaign Kick-off

o Reach §5-60% Campaign Threshold

o Educate & Train volunteer solicitors

o Assign prospective donors to volunteers
o Invite prospects to Kick-off Event

o Reinforce the mission & vision

o Recognize Leadership Gifts

o Inform attendees they will receive an invitation to a meeting with a
campaign volunteer or staff member within the next two weeks....
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Phase 3: Public Phase - Remaining 40%

o Community Relations Program

o Convene tours of the construction site

o  Schedule meetings with prospective donors
o Develop donor-specific proposals

o Solicit donors

o Broad-base Community “Paver” initiative
o Acknowledge and steward gifts

o Exceed the Campaign Goal
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Phase 4. Celebration and Stewardship

o Celebration event inside the new building
o Honor Lead donors

o Honor Every donor

o Unveil signage, donor recognition

o Guided Tours

o Thank for generosity

o Identify opportunities to introduce planned giving

Visionary D oonorsearcH
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Constituencies
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Constituencies

Higher Education
* Board

* Faculty/Staff
e Alumni
* Parents
* Friends

* Corporations & Foundation

Visionary

Healthcare
e Board

e Clinicians
e Grateful Patients & Guarantors
* Vendors

* Population within Census Area
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14



Higher Ed Market

Corporations / Foundations

Parents

Alumni

VisionAry P ponorseareH
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The Healthcare Philanthropy Market

Influential
Community
Members

Committed
Clinicians

Grateful
Patients

Board
Members

We Start at the Center
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Charity Hospitals

ViSionaRY

Board

Clinicians
Community Leaders
Vendors

Community Foundations

D oonorsearc
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ldentify the Audience

Education
* Board Members

* Advisory Board Members

* Major Donors

* Qualified Gift Prospects

* Recent Donors, (last five years)
* Alumni

* Parents

* Friends

Visionary

Healthcare
* System/Hospital Board Members

* Advisory / Foundation Board

* Major Donors

* Qualified Gift Prospects

* Recent Donors, (last five years)
* Patients

* Guarantors

* Vendors & Supporters

|DDUF\'_‘?'-}SEARGH
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ViSIONARY

What donors want



Vision

ViSionaRY

* Higher Education:
* Changing Lives
* Preparing for the future
* Education and Research
* Health Care
* Saving Lives
* Ending Human Suffering and Disease

* Improving the quality of live

|DD[]I\_:"'J-ISEARGH
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Impact of Gift Motivates Donors

Q. Knowing the Impact of your Gift in Deciding Whether to Give:

Response............ Count Percent Cumulative |
High (8-10) 539 48.0% 48.0%
Medium (5-7) 290 25.8% 73.8%
Low (0-4) | 294 26.2% 100%
Total 0% 10% 20% 30% 40% 50% 1:123 100%
Response......... -~ $100k+ — © $25kto $99.9k = $1k to $24.9k Less than $1k
vigh 1o ERIEE s as.2%
Medium (5-7) 6.3% 30.8% 27.1% 25.5%
Low (0-4) 6.3% 15.4% 28.7% 26.1%
Total 100.0% 100.0% 100.0% 100.0%

887% of the major gift donors make a philanthropic investment based on the
IMPACT of their donation

ViSIONARY -1DDC]NDRSEARBH 2


Presenter
Presentation Notes
While 48% of all respondents thought that knowing the impact of their gift affected their decision to give,
The impact of the gift influenced 88% of the $100,000 donors about their gift.
Outcomes and impact matters


Source of Giving

1 8 %

Foundations
$75.86 billion

______,_.—-—1

Bequest
“whx\f911mmOn
Qo Corporations
68{.--){} $ .
.. 20.05 billion
Individuals
$292.09 billion

Visionary D oonorsearcH
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Presenter
Presentation Notes
Most of the money comes from Individuals, even ½ of the foundation money is from family foundations

40 Million unemployed, white collar, service industry and lower income

Ultra wealthy relatively unaffected

May yield a decline in the number of donors, but the larger gifts may make up for it in dollars


Ultra Wealthy may continue to Step UP

Other, $372,814,3%

Art, $161,322, 1%

Limited Partnerships,

$239,927, 2% Residence,
\ $916,240,
Private Equity & Hedge 6% Other Real Estate,

Funds, $519,813, 4% % $1,237,612, 8%

Farm Assets,
0,
$680,315, 5% Closely Held Stock,

" $1,777.375, 12%

Business Assets,
$1,476,032, 10% —

Life Insurance, $75,167,1% -

Mortages & Notes, Cash,

478,023, 3% o, i
? $1,215,105, 8% "~ PublicallyTraded Stock,
$2,696,601, 18%

Unallocated Investments, $81, 871
1%
Diversified Funds, $150,691, 1%

Bond Fu
$72,114, 0% Foreign Bonds, $223 400, 2%

FederaIBonds $200,934, 1%

Source: US Treasury, IRS Statistics
\/iSiONAE)/ https:// V\ibﬁﬁ&%‘@/ stafistics/ soi-tax-stats-all-top-wealthholders-by-size-of-net-worth »3


Presenter
Presentation Notes
Ultra Wealthy are very divested, more so than in 2009

Less affected by the decline in the stock market

Percentage invested in business: 47.12%


ViSIONARY

Case Development

Mission Vision and Impact
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Presenter
Presentation Notes
We launched during the recession and finished in 2014 with $150 Million


Presenting the Case for Support

J
m

C

ViSioNARY D oonorsearch
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Presenter
Presentation Notes
Bright shiny object that attracts people

Strategic and consistent cohesion between fundraising office and executive leadership of the organization
Key leader/coordinator between fundraising office and executive staff
Key task force of top system finance and operations leadership and fundraising leadership
Key linkage to ultimate decision-makers
Develop key metrics around specific case components, projected  decision timeframe and projected construction/implementation schedule (capital, program, endowment)
Develop #5 into campaign if feasible
Rinse and repeat (1-4 above)
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Nature of Prospect Engagement
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Higher Education

* 4 year undergraduate experience
e Academic
* Inter Collegiate Athletics
* Social Clubs
* Student government

* 2-6 year graduate / post graduate experience
* Alumni Relations programming

* Advisory Council engagement

* Regional activity

ViSIONARY D oonarsearc
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Healthcare

* Episodic Experience
* Positive or negative

* Golden window 90 days

ViSionaRY
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Grateful Patient Encounter

Patient
Hospital Visit

Patient / Physician Patient Expresses
Interaction Interest / Gratitude,

Note “GP” on
Web Form or App

NO Match Process HIPAA
or DO NOT CONTACT Remove from Solicitation
. #1 CONTACT
Silent FILE

IF NOT

Match Process PRESENT
#2

Patient / Development Officer
Wealth Screening Philanthropy Consult w Referring
Profile Physician Champion

Engagement Strategy
Confirmed

DonorScape
Ratings Applied

Philanth Client s ted Patient Solicitation
e " SN, Letter from CMO

Direct Acquisition Development Quar;itr'leermt Patient (+90 Days)

Program DBMS Mail Merge

Visionary D oonorsearch
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Monthly Case Review with Clinician

Client Physician

Each month the referral sources are integrated into
filtered tracking/status reports for review with each

Patient
Referrals

Development
DBMS

$1,000+
Patient
Donations

Quarterly
Patient
Survey Results

Nightly
Screening

Monthly
Patient / Physician
Status Report

Combined
Prospect
Tracking Report

Wealth Screening

Major Gift
Prospects

ViSionaRY
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Clinician Champion to update individual

Patient Engagement Plans

Physician /
Development
Prospect Review
Meeting

Updated Patient
Engagement Plans

31
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Solicitation Metrics

Education
* 18-24 months

* 7-8 personal meetings

* Often Direct to Prospect

Visionary

Healthcare
* 6-9 months

* 4-5 meetings

* Introduction by Clinician

D oonorsearc
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The New Model- E-visits

D PP

Trustee Multiple
Phone Call to : . i : In-Person
Request for Discussions Phone Calls, Email Chains .
Introduce . . ) Signing of
. Meeting Regarding Many, Many Regarding .
New Major . . ) Gift
. . Denied Naming Phone Calls Gift
Gift Officer : Agreement
Opportunity Agreement

VISiONARY D oonorsearcH 34



New Model Activity Report

Major Gifts Prospects by Status

B Cutivation 15 31.3%
B Cualificaton 18 37.5%
B Soliciabon 5 10.4%
B Stewardship 10 20.8%

Total: 48 100.0°%

Chck for Dietail

Face-to-face visit & foreground activity summary

m Physician Meetings W Facelo-Face Visits W Foreground Actions

\/IS IONARY Mount Sinai / Successful E-Techniques / 05/01/2020
—————


Presenter
Presentation Notes
Sample of an officers’ activity, we now consider any two-way conversation: web, phone, or email chain as “face-to-face”


Value of Pipeline

Proposals Face Value Funded DIt Pl
Value Value

Funded 10 $257,000 $148,000 95% $140,600

Asked/Pending 36 $24,819,074 50% $12,409,537

Planned 102 $16,290,000 10% $1,629,000

Declined 6 $1,929,448 0% $0

$43,295,522 $148,000 $14,179,137
$30,000,000 120 $16,000,000

BN Face Value W Pipeline Proposals

Value $14,000,000

$25,000,000 A 100
/ \ $12,000,000 :
$20,000,000 80
/ \ 510,000,000 - ® Planned
$15,000,000 60

\ $8,000,000
$10,000,000 40 $6,000,000 -
\ $4,000,000
$5,000,000 20
29,000 $2,000,000
$140,600 $0
S0 w : 0 :
0
O & > >
F S ¥ S Pipeline
N S \'bo Q/é
- 3 t)\Q ] . Value
Visionary & D oonorsearcH 36
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Evidence of Success
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Johns Hopkins University Campaign

$6.015B Raised

120% of $5B Goal

GIFTS OF S1M+

885

DONORS GIFTS

279,293 878,843

established $3.87B
raised for research and program support
$231.4M
total committed for undergraduate financial aid
$380M
267 professorships established,  total committed for graduate student and other
including 50 Bloomberg financial aid
Distinguished Professors, with
40 named to date $368.3M

raised for buildings and facilities

ViSIONARY D oonorsearc *


Presenter
Presentation Notes
The board chair must remind the board (and other constituents) of the essential role of philanthropy in medicine - research, medical education, and important capital projects all rely on contributors, especially as society puts pressure on government and patient revenues.��Also, health has become the largest sector of the economy, an area of extraordinary innovation, a prerequisite for all societal and economic progress - by contributing to improving health outcomes, we advance many other societal goals.  And millennials are showing that health and climate change are their issues for the future, urging us to “pay it forward”.�


RisiNGg  FJHM Campaign Highlights:

TO THE CHALLENGE 2010-2018

$2.8 Billion Raised
v. Goal of $2.65B

Gf; d, =i
- {wv’f \\f_«.jg
\ @ &7 | DONATE |
% &
Steve Rum 189,417 83 542,500
Donors Professorships Gifts

39
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RISING

TO THE CHALLENGE
$900M
$800M
$700M
$600M
$500M
$400M
$300M

$200M

$100M $42.2M
502,033 Gifts

sov I

Visionary

FJHM Campaign Results:
Gifts and Pledges by Commitment Size

$807.0M
3,044 Gifts

$704.7M
356 Gifts $670.0M
29 Gifts

$344.5M
37,055 Gifts

$244.0M
36 Gifts

$1M-%4.9M

NORSEARCH 40



FJHM CampaignResults:

RI SING Gifts & Pledges by Purpose and Use
TO THE CHALLENGE
Purpose Use
Undesignated & Unrestricted
$192.0M Capital
SRR 6.8% $271.0M (10%)

Faculty Support
$230.8M
8.2%
Current
$1,939.5M (69%)
Program Support
$794.1M

28.3%

Endowment
$599.6M (21%)

VisSionary T oonorsearcH 41



Thank you!

For more information contact
scott@visionaryphilanthropy.com
Visit the web site: www.visionaryphilanthropy.com/resources
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