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Pivot - Shutdown Impact

The new, 2020 revenue model
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Healthcare Revenue

1. Reimbursements:
« Co-pay
« Private Insurance
« Medicare
« Medicaid
2. Covid-19
* Reimbursed by government
3. Elective Surgery
4. Outpatient visits
5. Grants and Contracts
« Clinical trials
6. Philanthropy
« Endowment.
« Charitable Gifts
« Events
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Academic based medical centers are forecasting significant revenue declines for FY 21.  The following example from John Hopkins University details their forecasted loss of minimally -$375M (from the Chronicle of Higher Education):

-$200M forecasted loss in clinical procedures/services revenue through the medical center.  Services provided by Johns Hopkins faculty and physicians.
-$150 M forecasted revenue loss in tuition and student-related expenses.  Includes reduced revenue for non-returning international and domestic students (graduate and undergraduate).
-$60M loss in unrestricted contributions and gifts plus increased endowment payout from reduced principal
Projected costs savings from faculty and staff reductions and hiring freeze
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Membership Revenue (Theaters/Museums)

1. Revenue:
* Ticket sales
«  Membership payments
« Gift shop
2. Covid-19
* Small business loan
3. Philanthropy
1. Endowment Revenue
2. Charitable Gifts
3. Events
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Museums, Theaters and other Membership based organizations were the hardest hit in 2009 as families reduced discretionary spending


Education Revenue Model

* Tuition:

« Current forecasts anticipate approximately a decline of a 15%

in new and returning students this fall.
* Room and Board
* Impact of social distancing turns doubles into singles
* Student Fees

 Fewer students, fewer amenities, fewer dollars

ViSIONARY


Presenter
Presentation Notes
Tuition: 
Current forecasts anticipate approximately a decline of a 15% in new and returning students this fall.  
The decline is anticipated to be in the 15% to 20% range (some higher) for many smaller private liberal arts colleges and universities.  
Fair to anticipated higher declines for new and returning international students for both public and private institutions.
Anticipate declining tuition revenue for in-person credit hour pricing vs, on-line pricing
Entering freshman class
Recurring upper class
Room and Board
Dorm space (Challenges of transitioning double rooms to singles and suite housing to single room occupancy resulting in significantly reduced on-campus housing capacity. 
Meal plan (anticipate assigned dinning times for cohorts of students to dine to maintain social distancing requirements)


Regional questions:
To Open or not to open
To provide On line education or go back to class, or combination of the two

Some students are evaluating: What is the best school that I can get into?
One student was initially wait listed, and just notice of acceptance and received full scholarship, swinging the decision to go further away to school


Non-Student H.E. Revenue Model

Student Fees

Ancillary Income
Bookstore & Parking

Grants and Contracts

Endowment

Current losses have average -15%; similar to the
2008/09 financial crisis

Philanthropy

40 Million unemployed, = fewer donors

Investments of Ultra Wealthy diversified, = more dollars
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Student Fees
Clubs
Social Activities
Ancillary Income
Book Store
Parking
Grants and Contracts
Philanthropy
Endowment Revenue Current losses have average -15%; similar to the 2008/09 financial crisis
Charitable Gifts (unemployment rate is pushing north of 20%.)
Events (the challenge of moving established fall events such as homecoming, reunion, parents’ weekend to a virtual format)




Options and Impact

* Reduced dorm space and residential student
head count

* Right sizing the academy

* Division and Department student: faculty
ratio to evaluate longevity
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Pivot - The Budget

The new, 2020 revenue model

Ava Willis-Barksdale
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Regional Impact and Differentiation

* Open States
* Georgia, Wisconsin, South Dakota, Montana,
* Mississippi, Alabama, Texas, Florida
* Slow Opening
* Ohio, Pennsylvania
* Harvard will do Medicine and Law On-Line
* Closed States
* New York, New Jersey, Illinois, Michigan, California

* California State Universities on-line through the fall
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This changes daily and I will tell you what I think we know

the degree to which a state is open varies by community and county, i.e. the difference between Philadelphia and western PA

Small residential colleges, may be the hardest hit based on physical distancing and dorm space; 


Post Covid-19 Budgets Must Be.....

A. Mission Critical

B. Based on Best Estimates of Revenue Projections
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Identify those items that are central, critical to the fulfillment of your mission
i.e. don’t just fund things because “we have always done that”

Based on the best estimate of what may happen


For Staffing, Budgets Must:

A. Focus on the Key, Mission Central, Areas of Distinction
for the Organization

i. Consider cutting ExtraneousDepartments or
Activities

B. Adequately, but not Overly staff those Key
Departments, Procedures, and Operations

\_z”u SIONARY 11



Specific to Advancement, Budgets must....

A. Support Relationship-building and Engagement

B. Finance Fundraising Efforts

i.  Personal Solicitation

ii.  Direct Solicitation

C. Outsource some Services

D. Create Efficiency

E. Opportunity to Re-Engineer

Jl SIONARY
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Support Relationship-building and Engagement
Finance Fundraising Efforts
Personal Solicitation – 
Front-Line Gift Officers
Direct Solicitation, 
Web, Email, Phone, Mail, Peer-to-Peer
Outsource some Services 
Once managed in-house with expensive staff
Create Efficiency
By Encourage teams to work across areas that were once very separate
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Budgeting Summary

Year 10
A. Start-up Assets Pledged 30
Capacity Building Gifts $785,259 S0
Interest on Gifts 2% S0 $79,228 $179,655 $290,446 $409,748 $533,155 $577,333 $600,312 $490,783 $3,160,661
Assets Allocated per Year $723,773 S0 $79,228 $179,655 $290,446 $409,748 $533,155 $577,333 $600,312 $490,783 $3,884,434
B. | Projected Campaign Gift R
New Major Gifts Received® S0 $4,753,666 $6,025,664 $6,647,455 $7,158,114 $7,404,382 $2,650,715 $1,378,718 $841,030 $273,631 $37,133,374
Planned Gifts / Bequestsz $528,185 $669,518 $738,606 $795,346 $822,709 $294,524 $153,191 $84,103 $27,363 $4,113,545
Total Campaign Contributions S0 $5,281,851 $6,695,182 $7,386,061 $7,953,460 $8,227,091 $2,945,239 $1,531,909 $925,133 $300,994 $41,246,920
C. Total Revenue $723,773 $5,281,851 $6,774,410 $7,565,717 $8,243,907 $8,636,839 $3,478,394 $2,109,242 $1,525,445 $791,776 $45,131,354

D. Projected Salary Expense

Salaries [Including Benefits] $568,000 $830,700 $1,034,115 $1,083,105 $1,085,785 $1,095,406 $1,124,285 $1,137,420 $1,147,591 $1,175,405 $10,281,812
E. Projected Operating Expense
Counsel
Strategic Communications $57,300 $0 $0 $0 $0 $0 S0 S0 $0 $0 $57,300
Campaign Counsel $85,500 $48,000 $48,000 $48,000 $48,000 $48,000 $48,000 $48,000 $48,000 $48,000 $517,500
Collateral $26,898 $6,305 $33,837 $31,398 $46,425 $31,453 $46,801 $31,829 $46,857 $27,218 $329,019
Travel $6,902 $20,478 $37,835 $60,584 $107,430 $100,678 $86,952 $69,595 $46,846 $43,538 $580,839
Events $35,667 $35,667 $35,667 $35,667 $35,667 $35,667 $35,667 $35,667 $35,667 $35,667 $356,670
Cell Phone $840 $1,680 $3,660 $3,756 $3,856 $3,960 $4,068 $4,180 $4,297 $4,418 $34,714
Software $48 $120 $168 $168 $168 $168 $168 $168 $168 $168 $1,512
Supplies $500 $500 $17,400 $17,400 $17,400 $17,400 $17,400 $17,400 $17,400 $17,400 $140,197
Total Operating Expense $213,654 $112,750 $176,567 $196,972 $258,946 $237,325 $239,055 $206,838 $199,234 $176,409 $2,017,751
F. Equipment Expense
Laptop Computers $2,339 $3,508 $2,339 $2,339 $3,508 $2,339 $2,339 $3,508 $2,339 $2,339 $26,894
Cell Phones $770 $1,925 $2,695 $2,695 $2,695 $2,695 $2,695 $2,695 $2,695 $2,695 $24,252
Furniture $496 $744 $496 S0 S0 S0 S0 S0 S0 S0 $1,736
Total Equipment Expense $3,605 $6,177 $5,529 $5,033 $6,203 $5,033 $5,033 $6,203 $5,033 $5,033 $52,882
H. Total Expense $785,259 $949,626 $1,216,212 $1,285,110 $1,350,934 $1,337,764 $1,368,374 $1,350,461 $1,351,858 $1,356,847 $12,352,445
I Deficit / Surplus -$61,486 $4,380,240 $5,630,124 $6,343,351 $6,971,326 $7,378,360 $2,177,210 $843,538 $259,345 -$492,148  [|$28,894,474.86
Deficit / Surplus - Cumulative S0 $4,380,240 $10,010,364 $16,353,715 $23,325,041 $30,703,401 $32,880,611 $24,168,578 $30,962,746 $32,388,463
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This may be difficult to read, but the concept is to build a budget, or series of budget that take into consideration:

Plan A
Ten percent reduction
Plan B
Twenty percent reduction
Plan C
Thirty percent reduction


Revisiting The Numbers

What can we learn about our
constituents and their capacity?

Michael Shippam, Senior Consultant
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The good news:
Prior to the March shut down, the US was at or near full employment
Unlike the 2008/09 financial crisis the housing market was and remains strong
The portfolios of donors and prospects of capacity (who have good financial advice) are remarkably in good shape. Their advisors took the lessons learned from 2008/09 and diversified their client's portfolio holdings.  These donors of capacity have been driving most of the significant philanthropy over the past two months.
 Planned Giving remains strong
Current use giving is up (to pandemic specific projects); endowment and capital giving is down.

The bad news:
More than 38M (20%) Americans are now unemployed. Unfortunately, it is anticipated that the percentage of unemployed Americans will go north of 20% by mid June(WSJ 05/26/20)
While the stock market continues to rebound, the bond market took a significant hit in March.  Endowment losses average -15%, the Bond market will take longer (2-3 years) to recover.
More then 40% of higher education fundraisers do not expect to hit their FY 20 goals (EducationDive.com)
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Transitioning Engagement Activity

VIiSIONARY
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Fall is a busy time for engagement events with a fundraising focus: Homecoming, Reunion, Parent’s weekend, home football games to name a few.
Fall is also a busy time for President’s Council recognition events and Presidential travel to high priority donors and prospects.  While most donors  and prospects have become accustomed to Zoom meetings vs. in-person (and there are well documented cases of fundraisers closing 7 figure or higher gifts in a virtual settings) transitioning large audience-based events to a virtual setting will be a challenge.
An upside to Zoom is that as more people are now familiar with the platform, more opportunities exist for Alumni to gather in virtual Zoom meetings for engagement. The old rules for gatherings by class year range or regionally are gone, now alumni may engage with other alumni across the country mixing young alumni with more senior ones.
Many of these groups have started grassroots, launched by engaged alumni independent of Advancement staff activities.  It will be important for Advancement staff to have sidebar conversations with group leaders and “softly” enable faculty and administration to be guest on these calls. 
With learning moving on-line an excellent opportunity exists for permitting donors and prospect access to the content for cultivation and engagement needs.



Response to Outbound E-mail & Phone
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Direct mail is still an effective medium for solicitation (its effectiveness is only outpaced by phone and personal solicitation).  An added benefit is that personalized direct mail is viewed as unique by millennials and therefore is opened and read at a much higher rate then other cohorts.
Phone programs are still highly effective, many outbound calling services exist if your paid student caller program is closed. 
Software now exist that allows you to have you student caller's work from their own smartphones and have access to the calling database.
Email outreach is now critically important; now is a good time to conduct surveys of alumni, parents and friends on their thoughts regarding online education, transitioning existing events to a virtual format and for surveys on their philanthropic priorities.
If your institution has not conducted one in a few years, now is a great time to utilize third party services for cell phone and email address lookups to append your file.  While a bit pricey, having cell phone numbers and updated email addresses are  well worth the investment.



Re-Evaluation of Wealth Screening

100

IMPACT
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If your institution has not conducted a wealth screening in two or three years now would be a good time to do so.  Better yet, work with a consulting service who will assist you in analyzing the data and triage the results.
Its important to remember that while some donors and prospects in the middle ranges have lost capacity due to the financial impact of the pandemic those in the upper tier have experienced significantly less capital loss due to better wealth advising.  
Given reduced institutional cash flows, the priority needs to be on identifying the prospects of higher capacity and placing them into cultivation and engagement strategies that will help to confirm capacity, confirm inclination and start the cultivation or discovery process as soon as possible. 
One comment; if you do choose to work with a wealth identification service chose one that does not value real estate as a liquid asset (as some do).  This may inflate a prospects capacity and place that individual in higher rating then they really are.



Donor Survey

The value of asking questions

Scott R. Lange, Founder



ldentify the Audience

Education
* Board Members

* Advisory Board Members

* Major Donors

* Qualified Gift Prospects

* Recent Donors, (last five years)
* Alumni

* Parents

* Friends

ViSionaRYy

Healthcare
* System/Hospital Board Members

* Advisory / Foundation Board

* Major Donors

* Qualified Gift Prospects

* Recent Donors, (last five years)
* Patients

* Guarantors

* Vendors & Supporters
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Cross Reference the Constituents

RESPONSE....cccovveeerccvererienee . Checked Percent - + Checked Count ~
23 Al — o7.4% 1,549
b) Faculty or staff | 1.1% 17 |
¢) Board member . e.9% 15
d) A volunteer 1.3% 28
e) A parent of current or p... 3.8% 3]
f) A fan athletics 6.9% 189
g) Other 1.3% 20
LE ,.;- Tied Lqﬁ Bk Likps .
Total Gh'ir!g I‘-inn_g& = 3_ Count Percent '-_ l:umulative.-_
S100k+ 24 1.5% 1.5%
325k to 399.9% 1 3.1% 4.7%
ik to £24.9k als 26, 8% 31.4%
Less than $1k — 1,891 6d.6% 168%
Tatatl i i s B 1,591 100%
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Craft the Questions

1. What do you want to discover?

2. Areyou willing to hear what others
say?

3. What will you do with the
information?

4. Make the survey easy to complete

5. Ask the question several different
ways to ensure you receive valid
responses on key issues.

VISIONARY
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Sample Survey Questions
Organizational Questions:
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d. VisH the museum shop

B, Yisil the ¢ phefedgrani

I, Takm atlvantape ol g frew shmesion clay

B knjoy a spiriingl [ Lol

h: Conduct rewearchido a schoal assignment

Speerd lime with frierds

§ Spered Jime with Bamily

k, Frbariam aplpl-lpar visiors
I n_r'l,.wl.g pasi wsii

m, CHher lgpecifyl
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estended hows, disooone, eic]

Dl anything ineerfene with voir ability bo enjoy vour wisi focknd s ]
IF YES, plogse specify

TCA Tool-iit D
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Drill down on the responses

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

RESDONSE. asesrsss | Count Percent _ Cumu{at_ive
High (8-10) 539 48 . 8% 48 .9%
Medium (5-7) 299 25.8% 73.8%
Low (0-4) 294 26.2% 100%
Total Lo 1 2 an 1,123 180%
Response......... =% $100k+ -+ $25k to $99.9k - %1k to $24.9k - Less than 51k

High (8-10) 8% 44.2%

Medium (5-7) 6.3% 30.8%

Low (0-4) 6.3% 15.4% 28.7% 26.1%
Total 180.8% 188.8% 188 .8% 1688.8%

Cross referencing the answer given with the capacity to give:

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


Insight on the
Corporate and Foundation
Market

Understand the Marketplace and the Margin
Jason Blumenthal, Senior Consultant



ViISIONARY

25


Presenter
Presentation Notes
This Page Left Intentionally Blank


Do your research

* Follow the business activity and the money
* Some companies are doing well in this economy
* Other companies are facing bankruptcy

e Others are somewhere in between

a_z”l SIONARY
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In Short, the Message from You is

* We Have Been Here
* We Are Still Here

e We Will Be Here

Jl SIONARY



Differentiation of Foundations

* Community Foundations
* Current focus on Covid-19
* Likely shift to original mission charters
* Including community emergency

* Family Foundations
* Continued support of top 3 charities

* Corporate Foundations
e Research, and/or
* Community, social responsibility focus

a_z”l SIONARY
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Community Foundations, most active in saying we will make transformative changes going forward (700)
	may shift focus to emergency needs and healthcare

Term: Second responders

Target: best quarter ever, most money goes to the twin cities, 
Said they would stop supporting arts and switch to social equity



Source of Giving

g,

“18%

Foundations
$75.86 billion

Bequest
T $39.71 billion

.-”" y
20 Corporations
08% $20.05 billion

Individuals
$292.09 billion

VIiSIONARY
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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


Recession Giving

Total giving: 1969-2009 * Giving declined in 2009
(billions of dollars) for the first time
350

EE |nflation-adjusted Dollars
—&— Current dollars

300 — Inflation-Adjusted

. Dollars in Recessions
recessions

69-70
73-74

250 80-82

90-91

2001
2007-2009
200
150
100
el

1969 1974 1979 1984 1989 1994 1999 2004 2009

1 | Giving
(1| Usa™®
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Historically, giving grew or was steady during a recession, with the one exception of 2009


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
VISION ARY https://www.irs.gov/statistics/soi-tax-stats-all-top-wealthholders-by-size-of-net-worth 3;
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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%


Impact of Leadership

Donations by example

Alicia Phillips, President Redwood Campaign Adws | .
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Required Commitment from the C-Suite

Vis

e Craft a Clear Articulation of Mission & Vision

* Demonstrate Resolve and Optimism while Acknowledging a
Realistic Landscape

* Decisiveness

* Willingness to participate in messaging and fundraising
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1. Clear articulation of Mission & Vision
	a. Crystalize your messaging so that you can bodily and simply express your mission and vision.  
	b. Ideally this would be elevated – and inspiring.  
2. Demonstrate Resolve and Optimism while Acknowledging a realistic landscape
	a. We understand that things are hard now, and that people are living in uncertain times.  
	b. It’s critical to have a hopeful tone.  
3. Decisiveness:
	Robert K. Greenleaf pronounced that leadership is demonstrated by someone willing to step out front and say, “I am going, follow me.”
3. Willingness to participate in messaging and fundraising.  
	a. Message cohesion and simplification can’t be that thing we never get to or someone else's task to deal with.  
	b. As a team, we must, participate in this message development.  I am not talking about going in a room, doing group think and turning a horse into a giraffe.  What we mean 	by this is….
	the culture of philanthropy permeates through the entire organization. 


Ask the Board to Step Up

* Demonstrate that we are one of your top 3 priorities
* Including a significant gift to current operating support

* Recognizing that the companies some board members lead may be
adversely impacted by the current economy

a_z”l SIONARY
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Demonstrate that we are one of your top 3 priorities
	The board is asked and expected to make a pledge to the organization now.  
	Makes a meaningful gift worthy of their interest and ability, setting an example for others to follow.
	Who asks them to make this gift?  Another board member.  The Executive Director can ask a board member to recruit a small team of board members who will each approach 		and ask a sub-set of board members to give.
	As we know, effective fundraising is peer-to-peer and this applies at the Board level.
With a significant, gift to current operating support
	By definition, there are no other people more committed, involved and knowledgeable about the current state of affairs than the members of your board.
	As such, others in your community will index their gift to that of your boards, and act based on the behavior they see demonstrated.
	Put another way, if the board does not care, why should anyone else step into the breach?
	Keeping the organization going right now is critical to sustaining your mission



Ask the Board to Solicit

Ask each board member to participate in the solicitation of S people

* As part of attracting new donors, each member of the board,
whether new or existing, should take on the goal of bringing five

new supporters of high net worth to the organization's donor list
in 2020.

* Conceivably, these donors could become potential board
members

* This cultivation and solicitation must begin now.

Visionary
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As part of attracting new donors, each member of the board, whether new or existing, should take on the goal of bringing five new supporters of high net worth to the organization's donor list in 2020. 

Conceivably, these donors could become potential board members

This cultivation and solicitation must begin now.  

They will identify, cultivate and solicit potential donors.  They make the best financial commitment they are able and help influence volunteers and key potential donors to support the organization.

We want board members to approach people that they are comfortable reaching out to and have personal relationships with.  Fundraising is radically relational.  More depends on who ask, then the gift you ask for.  

You are approaching prospects and donors whose values align with the organization's.  Fundraising is never about money.  It’s about the prospect:  their interests, dreams and aspirations. 

If board members are uncomfortable asking for money, help them, coach them, and go along on the visit to ensure that someone asks!


Ask the Board to Walk thru New Doors

B L 3 \ E - B
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This is an opportunity for your board members to serve as ambassadors for your institution,

And make introductions to influential people within their network, at corporations, foundations, professional or civic organizations.

Leverage their contacts to maximize the “six degrees of separation” between your institution and the people you need to engage to fulfill your mission


Impact of Leadership

Long term strategies that endure




Who alwayg thought,

outeide the Lox.
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Are you in a bottomless pit?
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We launched during the recession and finished in 2014 with $150 Million


Leadership Components for Fundraising

Vis

SIONARY

1.

3.

4.

Case development
Board development
Staff development

Infrastructure development
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Presenting the Case for Support

42

| OMARY

—

.ﬂ._


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)




Board Development

1. Determine key board committees

2. Determine where primary board authority for fundraising
resides (a “development committee,” executive committee?)

3. Determine role of potential campaign committee as to its
alignment with the Board

4. Determine requisite individual board responsibilities for
giving, for fundraising and for prospect discovery and
relationship initiatives
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Create a Governance Committee
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* Create a governance committee to initiate an evaluation of board role and

responsibility
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Presentation Notes
Do you need to Conduct a governance assessment?:
The Chair of the Board appoints a Governance Task Force;
The Chief Executive develops a checklist of current Board practices and shares with the Governance Task Force;
Board members each complete the assessment tool online;
The Governance Task Force then addresses its assignment:
Interviews representatives from among the best hospital foundations;
Compares Foundation board information and demographics against the Governance Index Benchmark (Boardsource Nonprofit Governance Index 2007);
Reviews and evaluates the responses of board members to the assessment tool;
Brings a comprehensive recommendation to the full board, the first of which is the formation of a permanent governance committee of the board.
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Staff Development
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Presentation Notes
Determine optimal division of staff responsibilities ( e.g., 	operations, finance, fundraising)
Project annual fundraising goals (ideally determined by case development)
Determine fundraising metrics (ROI, CTRD, individual goals for fundraisers: planned gifts, major gifts, annual gifts, events)
Build and “weed” staff via periodic evaluation and coaching



Infrastructure Development

Key issue: what is the “investment appetite” for the organization for fundraising?

1. Test the organizational appetite as to revenue/expense
expectations,

2. Use industry-standard metrics as examples;
3. Suggest looking at 3-year-rolling average of ROI/CTRD,

4. Present these numbers clearly on a monthly basis at board and

committee meetings

5. Be aware that the most difficult experiences will be expectations
of strong fundraising in absence of substantial institutional case
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Presenter
Presentation Notes
Test the organizational appetite as to revenue/expense expectations, 
Use industry-standard metrics as  examples; (board members’ opinions will vary and there will varying levels of intensity of opinion)
Suggest looking at 3-year-rolling average of ROI/CTRD, realizing that fundraising effectiveness varies over time
Work with your finance and fundraising staff to make sure these issues are clearly articulated on a monthly basis and in board and committee meetings
Be aware that the most difficult experiences will be expectations of strong fundraising in absence of substantial institutional case (capital, program, endowment)




Presenter
Presentation Notes
This is an example of what Parkland has done recently: received a gift for masks, that could then be distributed to others.
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Discussion


Presenter
Presentation Notes
When we reopen how to re apply the tried and true to the new world



Thank you!

For more information contact
info@visionaryphilanthropy.com
Visit the web site: www.visionaryphilanthropy.com/resources
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Case Development Check List

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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2. Board Development

Do you need to Conduct a Governance Assessment?

* The Chair of the Board appoints a Governance Task Force;

* The Chief Executive develops a checklist of current Board practices and shares
with the Governance Task Force;

* Board members each complete the assessment tool online;
* The Governance Task Force then addresses its assignment:
* Interviews representatives from among the best hospital foundations;

* Compares Foundation board information and demographics against the
Governance Index Benchmark (Boardsource Nonprofit Governance Index 2007);

* Reviews and evaluates the responses of board members to the assessment tool;

* Brings a comprehensive recommendation to the full board, the first of which is the
formation of a permanent governance committee of the board.
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