No Pain LiKe a Campaign

Removing some of the mystery of how capital
campaigns work

David K. Williams
Vice President for University Advancement

What does a campaign look
like?

GOAL: $50,000,000

Prospects Gifts Gift Size Totals Cumulative A S‘gmflcant
lead gift.
3 1 $ 7,500,000 $ 7,500,000 $ 7,500,000 )
9 3§ 4000000 $ 12,000,000 $ 19,500000| " TOp 10gifts
18 6 $ 1,000,000 $ 6,000,000 $ 25,500,000 equal 50% of
goal.
36 12 $ 500000 $ 6,000,000 $ 31,500,000
60 20§ 250,000 $ 5000000 $ 36,500,000 = 10 seven-figure
120 40 $ 100,000 $ 4,000,000 $ 40,500,000 gifts.
180 60 3 50,000 $ 3,000,000 $ 43,500,000
300 100 $ 25000 $ 2,500,000 $ 46,000,000| 75 six-figures
525 175 $ 10,000 $ 1,750,000 $ 47,750,000 gifts
750 250 $ 5000 $ 1,250,000 $ 49,000,000 L
many many  $1000andless § 1,000,000 $ 50,000,000| " 335 five-figures
2001 667 $ 50,000,000 gifts.
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Giving Trends 1n Higher
Education
$24.2 billion in 2001
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The Trend:
Publicly Supported Masters-
Level Institutions
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2004 Contributions:
$248.52 Billion By Source Of

Contributions
Corporations Foundations
$28.80 Bequests
$12.00 11.6% $19.80

4.8%

8.0%

Individuals

$187.92
75.6%

Source: Giving USA Foundation™ — AAFRC Trust for Philanthropy/Giving USA 2005

The distribution of wealth dictates
the focus for effective fundraising.

The Unequal Dow

Richest 1%
51%

Other 90%
12% Next
Richest 9%
3%

Source: Edward N. Wolff, New York University




Why do Donors Give?

0% 20% 40% 60% 80%
{79% \
Desire to create value; make an impact, do something with lasting meaning.
69%
Responsibility to share good fortune and build a better, more livable community.
163% |
To meet community’s critical needs and improve the world.
150% |
Give back. Help organization that benefited you or a friend.
46% |
Set example for children.
129%
Fill gaps left by government cutbacks.
111%
Tax benefits.
4%
Respect and recognition.
2%

Pressure from acquaintances.

Source: U.S. Trust Survey of Affluent Americans

In 2004, education received $34
billion.

Environment/

Public-society animals
benefit $7.61
$12.96 3.1%

5.2%

International
affairs
$5.34
2.1%

Foundations
$24.00
9.7%

Arts, culture,
and humanities
$13.99
5.6%
Unallocated
giving
$21.36
8.6%

Religion
$88.30
35.5%

Human
services
$19.17 Health ]
7.7% $21.95 Education
3.8% $33.84
13.6%

Source: Giving USA Foundation™ — AAFRC Trust for Philanthropy/Giving USA 2005

Campaign Preparations

Visionary institutional planning, leaders
Robust fundraising infrastructure

Strong volunteer engagement

A deep prospect pool, good prospecting
A compelling case

Effective, persistent communications




