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95%+ of our partners return to us year after year 

because of results we achieve, together.

We partner with 2,500+ institutions to 

accelerate progress and enable lasting change. 

Data and analytics 

solutions built for 

higher education to 

guide decisions and 

accelerate innovation

Embrace 
Digital 
Transformation 

DATA AND ANALYTICS

Technology, research, 

and bold initiatives to 

strengthen your DEI 

strategy and eliminate 

equity gaps

Advance DEI on  
Campus and in 
Your Community

DIVERSITY, EQUITY, AND INCLUSION

Technology trusted

by 850 schools to

retain, graduate, 

and empower 

more students

Build a 
Student-Centric 
Campus

STUDENT SUCCESS

Tailored partnerships 

powered by a recruitment 

ecosystem with unrivaled 

reach to enroll your 

future classes

Achieve Your  
Enrollment and 
Growth Goals

MARKETING AND ENROLLMENT

Executive guidance 

rooted in research 

to support your 

strategic priorities

Prepare Your 
Institution for 
the Future

INSTITUTIONAL STRATEGY

Your Imperatives Determine Ours

Education’s Trusted Partner to 

Help Schools and Students Thrive
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Today’s Donor Investor,
Big Ideas, and the
Idea-Submission Process
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Source: Lederman, Doug, “Pandemic-Fueled Confidence for College Presidents,” Inside 
Higher Ed, Mar. 2021; Fundraising Archive, Inside Higher Ed; EAB interviews and analysis.

Top of Mind for Many 

Advancement Making a Post-Vaccine Comeback 

91%

81%

64%

51%

39%

6%

Presidents’ Hearts Set on Fundraising  

% of Presidents Likely to Take Each Action 
to Manage Budget Shortfall, 2021

Cultivate New 
Donor Bases

Increase Grant 
Procurement

Start or Expand a 
Capital Campaign

Increase Tuition 
Rates

Reduce Academic 
Program Portfolio

Decrease 
Financial Aid

A Flood of Campaign Launches

Campaigns Launched Sept.-Oct. 2022

https://www.insidehighered.com/news/survey/survey-shows-college-presidents-emerging-covid-19-more-confident-their-institutions-can
https://www.insidehighered.com/editorial-tags/fund-raising
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1) High net worth
Source: “The 2021 Bank of America Study of Philanthropy: Charitable Giving by Affluent 
Households,” Bank of America and Indiana University Lilly Family School of Philanthropy, Sept. 
2021; “Overcoming Barriers to Giving,” Fidelity Charitable, 2017; EAB interviews and analysis.

15% 11%

54%

45%

31%

44%

2017 2020

Issues

Organizations

Other

13% points 
more HNW1 
donors say 
issues drove 
giving in 2020

Top Donors Want Impact

Bank of America Study of Affluent 
Household Giving, 2021

Donors Don’t Give to Meet Campaign Dollar Goals

Current Efforts Fail to Convince  
Donors of True Impact 

65%

81%

Of HNW donors do not 
know if their giving has 
intended impact 

55%

Of donors are concerned 
about transparency and 
understanding gift impact

Of donors would give 
more if they better 
understood gift impact

https://scholarworks.iupui.edu/bitstream/handle/1805/26654/bank-america-sept21.pdf
https://scholarworks.iupui.edu/bitstream/handle/1805/26654/bank-america-sept21.pdf
https://www.fidelitycharitable.org/content/dam/fc-public/docs/insights/overcoming-barriers-to-giving.pdf
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Engaging With People Doing the Work

Source: Morgridge C, Every Gift Matters: How Your Passion Can Change the World, Austin: Greenleaf Book Group, 
2015, 85; Johnson Center for Philanthropy, 21/64, “#NextGenDonors: Respecting Legacy, Revolutionizing 
Philanthropy,” 2013, 5, www.nextgendonors.org/wp-nextgendonors/wp-content/uploads/next-gen-donor-
reportupdated.pdf; Advancement Forum interviews and analysis.

Donors Want to Be a Part of Problem Solving

• Move projects forward or 
increase impact

• Hands-on, individualized 
engagements

• Value-add for both the 
donor and the institution

Occasions to Lend Personal 
or Professional Talents

Carrie Morgridge 
Vice President, Morgridge Family Foundation

Author, Every Gift Matters: How Your 
Passion Can Change the World

Giving without significant, hands-on 
engagement feels to them like a 
hollow investment with little 
assurance of impact”

Sharna Goldseker and Michael Moody
Editors, “#NextGenDonors: Respecting 
Legacy, Revolutionizing Philanthropy”

• Better understanding of 
the cause or institution

• Knowledge of what is 
missing from the 
current landscape

• Stories of impact

Opportunities to Listen 
and Learn

Nothing is more exciting—or more 
informative—than sitting down face-
to-face with the people in charge.”

• Trust in leadership across 
the institution

• Longstanding interest in a 
specific cause

• Multiple relationships to 
maintain stability over time

Close Relationships with 
Institutions or Causes

http://www.nextgendonors.org/wp-nextgendonors/wp-content/uploads/next-gen-donor-reportupdated.pdf
http://www.nextgendonors.org/wp-nextgendonors/wp-content/uploads/next-gen-donor-reportupdated.pdf
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Where Academic Partners are Most Important

Source: Stepno M, “The Race Is On For Transformational Donors,” Blackbaud, June 2012, 
https://www.blackbaud.com/files/resources/downloads/06.12.TA.TheRaceIsOnForTransfor
mationalDonors.whitepaper.pdf; Advancement Forum interviews and analysis. 

Extraordinary Resources, Extraordinary Impact

Focus on Top of the Giving Pyramid

Principal Gift
/ˈprinsəpəl gift/

noun

1. Giving starting at $250,000, 
$1 million, $5 million, or even 
$10 million. 

2. No clear rule—if your organization 
considers $1,000 to be a major gift, 
your organization may define 
principal gifts starting at the 
$100,000 level

“An organization whose major giving 
level starts at $100,000 may consider 
$5 million to be a principal gift.”

Critical Partners With Advancement

President Provost

Vice Presidents

Department Chairs

Faculty Champions

Academic Deans

https://www.blackbaud.com/files/resources/downloads/06.12.TA.TheRaceIsOnForTransformationalDonors.whitepaper.pdf
https://www.blackbaud.com/files/resources/downloads/06.12.TA.TheRaceIsOnForTransformationalDonors.whitepaper.pdf
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Three Main Pain Points Keep Us from Realizing Principal Gift Success

Source: Advancement Forum interviews and analysis.

Emerging Challenges Impeding Progress

• Institutional 
uniqueness lost in 
favor of broad 
thematic areas

• Many priorities merit 
internal funding

• Statement of 
priorities too broad 
for advancement

A New Breed 
of Donor

Strategic Plan 
Inadequate

Lack of Ideas on 
a Grand Scale

• Immediate needs 
prioritized over long-
term vision

• Research in silos, yet 
global problems 
cross disciplines

• Emphasis on scholarly 
publications over 
universal impact

• Donor investors 
seek long-term 
sustainable impact

• Expectation of deep 
relationship with 
project leaders

• Desire for hands-on 
engagement 
and influence

• Institutional 
uniqueness lost in 
favor of broad 
thematic areas

• Many priorities merit 
internal funding

• Statement of 
priorities too broad 
for advancement
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Institutional Campaign Priorities Are Dull and Repetitive  

Source: EAB interviews and analysis.

Lost Among the Flock

59%

78%

88%

94%

94%

97%

Generic Strategic Plans

EAB Analysis of Strategic Plans

Academic 
Excellence

Student 
Satisfaction

Student 
Success

Community 
Impact

Increasing 
Research

Financial 
Stability

Our president wants to stick 
with the traditional 
fundraising priorities. But 
alumni are tired of the 
same old initiatives. We 
surveyed our alumni to figure 
out if our campaign marketing 
of the priorities had been 
successful. Not even 40% of 
our alumni had a clue we 
were in a campaign.

Vice Chancellor for 

Advancement
Private Research University

Challenge #1
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Why So Many Higher Education Campaigns Sound the Same

Brokering Compromise Is Hard

• Presidential vision

• Departmental needs

• Budget constraints

• Trustee opinions

• Donor interests

Conflicting Opinions

• Leadership transitions

• New strategic plan

• Political turmoil

• Economic uncertainty

• Student activism

Intervening Forces

• Academic excellence

• Student success

• Faculty support

• Capital projects

• Growing the endowment

Catchall Campaign Priorities 

Campaigns Getting More Similar by the Day

“If you think about a seven-year campaign today, you’re not going to have the same 
chancellor at the beginning and the end. Whenever you get a new leader, they want to have 
input on the priorities. You’re going to see more vanilla goals, so that anything new can 
fall into one of the buckets you already have.”

Associate Vice Chancellor for University Advancement,
Public Research University

Source: EAB interviews and analysis.
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Source: “Millennial Alumni Report,” Achieve and The Chronicle of 
Philanthropy, 2014; EAB Advancement Investment and Performance 
Initiative dataset, 2016-2021; EAB interviews and analysis. 

Campaigns of Yesterday Campaign Concerns of Today 

Alumni loyalty 
brought in donations 
from many 

54%
Of total funds raised was from 
27 gifts (average, 2021) 

➢ Dependent on top gifts

Fewer non-profits 
were competing for 
donor dollars

75%
Of millennials would give to 
charity over their alma mater

➢ Competition for support 

Infrequent use  
made campaigns 
stand out as distinct

68%
Of higher education institutions 
were in campaign in 2020 

➢ Campaign ubiquity 

Institutions had 
unique strategic 
priorities to support 

85%
Of institutions have three of the 
same strategic plan priorities

➢ Repetitive priorities 

https://irp-cdn.multiscreensite.com/9b732bbb/files/uploaded/Achieve_Millennial-Alumni-Report%20%281%29.pdf
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Advancement Doesn’t Have All of the Ideas

Challenge #2 

A Lack of Ideas on a Grand Scale

What I’m not finding at our institution are enough big 

ideas that will take the $1M gift and make that next 

gift $5M. The ideas are very operational. Faculty are 

not thinking longer-term or coming to me and saying 

“if I had a $20M gift, I could do X, Y, and Z.” We’re 

just not seeing those conversations emerge.”

Vice President, Development
Public Research Institution

Source: Advancement Forum interviews and analysis.



©2021 by EAB. All Rights Reserved. eab.com

33

Factors Contributing to Inability to Think Big

Internal Obstacles Impede Progress

• Day-to-day operational needs more 
urgent than long-term vision 

• Few incentives for academic partners to 
think outside of their department, 
college, or school

• Scarcity of resources means today’s 
needs take precedence

Academic Culture

• Advancement often unaware of 
interdisciplinary faculty collaboration

• Limited understanding of 
advancement’s role on campus

• Faculty asked to work with fundraisers 
without prior training or preparation

Advancement-Faculty Disconnect

Source: Advancement Forum interviews and analysis.

Faculty have willingly come along on 
enrollment because they know that 
tuition is connected to their success. I 
wish they understood how their 
stability is contingent on our ability 
to raise funds from alumni.”

Vice President, Advancement
Private Baccalaureate Institution

I don’t like when deans come to me 
with every idea they have, even 
though they’re not all good for 
donors. I feel like the campus 
ATM, and the line forms
every morning.” 

Vice President, Institutional Advancement
Public Master’s Institution
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With Heightened Expectations for the Organizations They Support

Challenge #3

Source: Advancement Forum interviews and analysis. 

A New Breed of Donor

An Emerging Donor on 
Advancement’s Mind

The Donor-Investor Seeks

Compelling  
Ideas

Innovative, large-
scale solutions to 
local, national, or 
global problems

Credible 
Connections

Investment in 
people who can link 
big ideas to impact

Transformative 
Impact

Evidence that their 
gift has led to change 

that would not 
otherwise be possible

Strategic Philanthropy: The Shift 
in Donor Behavior That’s Shaking 
Up the Nonprofit Sector

Philanthropy: How to Give Away $1B

Treat Donors Like Investors, 
a Top Philanthropist Urges

Donors everywhere are much more 
strategic and thoughtful about their 
giving. They want to see data and 
outcomes. They constantly ask ‘Can 
you show me the numbers?’”

Heidi McCrory
VP, College Relations – Kenyon College

(now at Furman University)
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Primary Affinity to Issues, Not Institutions

Source: Burk P, “The Burk Donor Survey: Where Philanthropy Is Headed in 2013,” Cygnus Applied Research, 
Inc., Sept. 2013; Johnson J, “Including the Young and the Rich,” New York Times, Apr. 18, 2014, 
www.nytimes.com/2014/04/20/fashion/white-househosts-next-generation-young-and-rich.html?_r=2; 
Johnson Center for Philanthropy, 21/64, “#NextGenDonors: Respecting Legacy, Revolutionizing 
Philanthropy,” 2013, www.nextgendonors.org/wp-nextgendonors/wp-content/uploads/next-gen-donor-
reportupdated.pdf; Fulfilling the Donor Investor Mandate, Philanthropy Leadership Council, The Advisory 
Board Company 2014, 11; Advancement Forum interviews and analysis.

1) Survey participants were individuals aged 21 to 40 years-
old who were “currently or potentially active in their 
families’ significant philanthropic processes and/or who 
are wealth creators themselves and currently or 
potentially active in their own philanthropy.” 

Donors Seek Transformative Impact

4 Analyzing Results
Prefer information on proven 
effectiveness or measureable impact

Evaluating Organizations
Conduct research and due diligence 
before deciding what to support

2

1 Setting Goals
First decide philanthropic goals, then 
search for potential recipients

3 Solving Problems
Fund efforts that address root causes 
and attempt systematic solutions

How Next Generation Donors Consider 
Philanthropic Investments1

62%
Want information on how the 
organization plans to use the gift

Donors Are Impact-Centric

64%
Want stories about people who 
were helped

75%
Want information on results 
achieved with their gift

http://www.nytimes.com/2014/04/20/fashion/white-househosts-next-generation-young-and-rich.html?_r=2
http://www.nextgendonors.org/wp-nextgendonors/wp-content/uploads/next-gen-donor-reportupdated.pdf
http://www.nextgendonors.org/wp-nextgendonors/wp-content/uploads/next-gen-donor-reportupdated.pdf
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Source: “100&Change,” MacArthur Foundation, https://www.macfound.org/programs/100change/strategy; 
“Big Charitable Gifts: Where Donors Have Given $1 Million or More,” Chronicle of Philanthropy, 
https://philanthropy.com/factfile/gifts/1?DonorDisplayName_cu=lang&Category=any&GiftRecipients_Reci
pOrgDateline_c=&GiftRecipients_RecipStateFull=any&GiftDonors_SourceWealth_cu=&GiftDonors_aStateF
ull=any&GiftYear=any; “Campaign Nets $50 Million Gift,” University of Oregon, 
http://giving.uoregon.edu/s/1540/development/index.aspx?sid=1540&gid=2&pgid=3341&cid=7128&ecid
=7128&crid=0&calpgid=2113&calcid=4773; Advancement Forum interviews and analysis.

Donors Seek Compelling Ideas

MacArthur Foundation Sets the Bar

Goal of solving “a 
critical problem 
affecting people, 
places, or 
the planet.”

Impact must be 
“meaningful, 
verifiable, durable, 
and feasible.”

Transparent 
selection process

$100M grant 
competition open to 
anyone in any 
field anywhere

Donors are interested in 
substance. They are trying to 
achieve something in the world, 
and they can use universities to 
do that. What we have to do is 
convince them that a 
university is a good 
investment for how they 
want to change the world. 
That information is only going 
to come from the 
academic leaders.”

Provost
Canadian Research Institution

Higher Stakes for 
Higher Education

https://www.macfound.org/programs/100change/strategy/
https://philanthropy.com/factfile/gifts/1?DonorDisplayName_cu=lang&Category=any&GiftRecipients_RecipOrgDateline_c=&GiftRecipients_RecipStateFull=any&GiftDonors_SourceWealth_cu=&GiftDonors_aStateFull=any&GiftYear=any
https://philanthropy.com/factfile/gifts/1?DonorDisplayName_cu=lang&Category=any&GiftRecipients_RecipOrgDateline_c=&GiftRecipients_RecipStateFull=any&GiftDonors_SourceWealth_cu=&GiftDonors_aStateFull=any&GiftYear=any
https://philanthropy.com/factfile/gifts/1?DonorDisplayName_cu=lang&Category=any&GiftRecipients_RecipOrgDateline_c=&GiftRecipients_RecipStateFull=any&GiftDonors_SourceWealth_cu=&GiftDonors_aStateFull=any&GiftYear=any
http://giving.uoregon.edu/s/1540/development/index.aspx?sid=1540&gid=2&pgid=3341&cid=7128&ecid=7128&crid=0&calpgid=2113&calcid=4773
http://giving.uoregon.edu/s/1540/development/index.aspx?sid=1540&gid=2&pgid=3341&cid=7128&ecid=7128&crid=0&calpgid=2113&calcid=4773
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Donors Engage with Leaders to Evaluate the Impact of Their Gifts

Donors Seek Credible Connections

Alumni Invest in Faculty

Of alumni consider relationships with their 
professors to be a primary source of affinity 
for their college, university, or school

Source: “The 2014 U.S. Trust Study of High Net Worth Philanthropy,” US Trust, Oct. 2014; 
Morgridge C, Every Gift Matters: How Your Passion Can Change the World, Austin: Greenleaf 
Book Group, 2015, 38; “Alumni Attitude Study,” Performance Enhancement Group, in 
Henderson N, “It’s Academic,” Council for Advancement and Support of Education, Jan. 2014, 
http://www.case.org/Publications_and_Products/2014/January_2014/It%E2%80%99s_Acade
mic.html; Advancement Forum interviews and analysis.  

Any nonprofit is only as good as the 
people who run it. At the end of the 
day, you’re investing in people… 
It’s a lot more informative to have a 
conversation with whoever is carrying 
out the group’s mission than to read 
about them online.

Carrie Morgridge
Vice President, Morgridge Family Foundation

Author, Every Gift Matters: How Your 
Passion Can Change the World

Donors Invest in People

55%

79.7%

45.5% 43.7%

6.2%

Direct
Engagement

with
Nonprofit

Nonprofit
Reports

(e.g., Charity
Navigator,
GuideStar)

Annual
Reports

Other

Direct Engagement Favored as an 
Evaluation Tool

How High Net Worth Philanthropists Evaluate 
Organizations

http://www.case.org/Publications_and_Products/2014/January_2014/It%E2%80%99s_Academic.html
http://www.case.org/Publications_and_Products/2014/January_2014/It%E2%80%99s_Academic.html
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‘Big Ideas’ Fundraising Turns Donors’ Sights to the Frontiers of the Possible

Source: EAB interviews and analysis.

Ask faculty for 
mega-gift level 
funding 
proposals

Rank, select 
the most 
impactful 
submissions

Set those 
priorities as 
campaign 
pillars

Engage 
academic 
partners in 
cultivation

What Constitutes a ‘Big Idea’?

Tied to preeminence 
in select disciplines

Requires philanthropy 
to achieve excellence

Increases national 
acclaim

Aligned with the 
strategic plan

Transforms campus, 
community, world

Elicits cross-campus 
collaboration

1 2 3 4

The ‘Big Ideas’ Fundraising Initiative

Advancement sources transformative, eight-plus-figure proposals from the academy and 
engages academic partners in fundraising for them
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Donor Expectations Require Advancement-Faculty Partnership

Source: Advancement Forum interviews and analysis.

What Only You Can Do

Current Challenges

Compelling Ideas

• Scarcity mindset on campus

• Lack of communication between 
faculty and advancement

Credible Connections

• Advancement not viewed as  
trustworthy partner

• Lack of faculty confidence in 
donor-facing skills

Transformative Impact

• Few incentives to share results 
with Advancement

• Misunderstanding of impact 
donors want to see

Integral Opportunities for 
Academic Partners

Sourcing Big Ideas

Communicating the 
Impact of Big Ideas

Perfecting the Pitch
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Developing a Process to Capture Big Ideas

Source: Advancement Forum interviews and analysis.

Bringing Order to Chaos

Six Steps to Sustainably Source Big Ideas   

Define what is (and 
is not) a big idea

1 3 52 4 6

Choose the best big 
ideas transparently 

Create your RFP 
to solicit ideas 

Get the right 
people to buy into 
the process

Promote the 
process to ensure 
participation 

Clarify outcomes 
and next steps for 
top big idea(s)
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Setting Criteria

Source: University of California, Davis, CA; Advancement Forum interviews and analysis.

What Is a Big Idea?

Ensuring Success By Clarifying What is Expected

A Big Idea Should:

Focus on where the 
University is good but 
could become better

Include areas where 
the University is 
emerging as a leader

Make the University 
unique in the 
marketplace

Transform the 
University and 
the world

A Big Idea Should Not:

Bundle together 
smaller ideas

Lead to slow, 
incremental improvement

Solely feature a 
naming opportunity

Be defined solely by a 
capital project



©2021 by EAB. All Rights Reserved. eab.com

55

Substantiating Your Idea

Source: University of Oregon, Eugene, OR; Advancement Forum interviews and analysis.

Providing Additional Details to Advancement

Ensuring Faculty Provide 
Necessary Information

Faculty should explain:

• Alignment with mission and 
academic plan goals

• Building on existing 
academic strengths

• Fostering interdisciplinary 
collaboration

• Links to fundamental 
societal challenges or 
opportunities

• Viable funding model, 
including philanthropy and 
institutional funding

• Sustainability beyond three 
to five years

Other Questions to Support Your Idea Proposal

• How does this take 
advantage of our 
existing strengths?

• How does this make us 
unique, or differentiate us 
in the marketplace?

• How will this make a 
difference on campus in 
the long-term?

• Which regional or global 
problems does this 
initiative solve?

Institutional Niche

• How much is this 
idea worth?

• Could this idea be funded 
through philanthropy or 
other outside sources?

• How will funding be 
sustained over time?

• How will the project use 
both existing and new 
resources on campus?

Implementation Thresholds
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Lewis & Clark College

Selecting Ideas – a Team Effort
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Lewis & Clark College

Selecting Ideas – a Team Effort

Developing and Refining Proposals
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Lewis & Clark College

Selecting Ideas – a Team Effort

Campus-Wide 
Participation
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Preparing to Share Ideas, 
Pitches, and Impact Stories 
with Potential Donors
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Emphasizing Where You Can Shine

Source: Advancement Forum interviews and analysis.

Clarifying the Role of Campus Partners

Where Campus Partners Should Be Involved in the Donor Life Cycle

Identification Cultivation Solicitation Stewardship

• Assessing donor 
capacity

• Conducting donor 
discovery visits

• Meeting donors 
without informing 
advancement

• Presenting current 
research

• Sharing big ideas 
for future research

• Building donor 
enthusiasm

• Drafting the 
proposal

• Planning the visit

• Making the ask

• Reporting 
outcomes data

• Communicating at 
key milestones

• Documenting 
impact over time

Deans don’t need to make the ask. That is the role of their development 
officer, and that’s why it has to be a partnership. Deans need to speak with 
passion about an area that is important to them and the donor. Then, when 
it’s time to make the ask, turn to the fundraiser.”

Heather Engel
Associate Vice President for Campaigns and Constituent Development

Rochester Institute of Technology
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The Thought Leaders With Whom Donors Want to Interact

Source: Advancement Forum interviews and analysis.

Faculty Uniquely Positioned to Meet This Need

Key Skills Already Part of Faculty Responsibilities

Driving Impact

Telling Stories
Explaining

Complex Ideas

Generating
Data

Teaching

Research

Building Rapport 
With Students

Solving Problems

Faculty do their research 
behind-the-scenes, and big-
thinking donors like engaging 
with people like that. Yes, it 
often results in awkward 
conversations over cocktails, 
but they like talking about 
that kind of stuff. With 
faculty, quirky is cool.”

Brad Bundy
Senior Associate Vice 

President, Advancement
Miami University

Donors Want to Engage 
With High-Level Thinkers
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Olive University1 Scales High-Value Networking Salons

Source: EAB interviews and analysis. 

10-12 Prospects

• Drawn from a single 
industry or set of 
industries

• “People to know”

Academic Leader

• Dean, chair, or 
faculty member

• Expertise in high-
interest topic

Major Gift Officer

• Relationship manager 
for invited prospects

Get the Right People in the Room…

…And Add Compelling Discussion Agendas

Inside look at bio-engineering program

Real-world research in economics  

Expert take on current political events

“I don’t think we can blanket say ‘people 
are tired of Zoom.’ People are not tired of 
small engaging group discussions. It’s our 
role to curate that.”

AVP Strategic Initiatives
Olive University1 

1) Pseudonym 
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Successful Academic Engagement Focuses on Faculty Skills and Interests

Source: Advancement Forum interviews and analysis.

Putting Faculty Innovation Front and Center

Carnegie Mellon Makes Participation a Light Lift for Faculty

Touchscreen displays

Interactive activities

Faculty presentations

Student performances

• Identifying and qualifying 
prospects

• Compiling gift proposals

• Developing cultivation strategy

• Negotiating gift agreements

… And Avoid Worries About 
Learning New Skills 

• Brainstorming display

• Bringing materials to exhibition

• Interacting with visitors

• Explaining research

Advancement Asks Fit Easily 
Into Current Schedule
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No Standard Definition or Expectation

Source: “Research-Informed Philanthropy: Donor Behavior in Seeding and Using 
Information,” http://www.rootcause.org/docs/Blog/Informed_Giving_Full_Report.pdf; 
Advancement Forum interviews and analysis.

The Impact Donors Are Looking For

Donors Accept Many Indicators of Impact

Issue-Specific Impact Organization-Specific Impact

Overall issue size and scope

All populations affected

Innovative solutions developed

Specific issue subset addressed

Geographic area and
population served

Projects to be funded 
through philanthropy

78%
Of donors seek information about long-
term benefits to society from addressing 
or resolving issues

Of donors seek information about 
the impact of an organization

75%

http://www.rootcause.org/docs/Blog/Informed_Giving_Full_Report.pdf
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Exciting, Meaningful
New Ideas

to Put in Front of 
Donors

Mission-Based Giving Opportunities

From Lycoming College’s Vision Statement:
“…cultivate the individual student
in service to careers of significance
and lives of meaning.” 

An Academic Strategy:
“Build on existing strengths in the sciences and utilize 
enhanced marketing, mentoring, and pathway development 
to position [us] as an institution that launches students into 
careers in the health sciences.”

A Student Life Strategy:
“Position [outdoor education]…as a 
signature institutional program 
by expanding and diversifying its 
offerings while also strengthening 
marketing of the program to 
prospective students.”

Academic Facilities:
“Construct a new music center 
that provides teaching, practice, 
and rehearsal spaces and serves 
as the home of the
Department of Music.”

Student Life Facilities:
“Construct a stadium at the
…Athletic Complex to support
the new intercollegiate field hockey program as well as 
the existing programs in soccer and lacrosse.”
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‘Aging Gracefully with the Use of Assistive Technology’ –
UC Davis is looking to partner with donors, corporations, and foundations
to accomplish the following:

• Support a world-class center that advances independence for older adults
and health knowledge for their providers

• Establish three endowed faculty positions to recruit experts in nursing, medicine, 
public health, engineering, data science, informatics, and social sciences

• Utilize a simulation home environment for research, clinical training,
and caregiver education

‘Accelerate Climate Change Solutions for the World’ –
UC Davis is looking to partner with donors, corporations, and foundations
to accomplish the following:

• Create training programs to support the next generation of climate leaders
• Develop community engagement projects to inform social change
• Fund faculty and staff to produce cutting-edge decarbonization research
• Develop design summits and exchange programs to disseminate ideas

and state-of-the-art technology

‘Big Ideas’ from UC Davis
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Conversations Enable Advancement to Prepare Proposals

Source: Simmons A, Whoever Tells the Best Story Wins: How to Use Your Own Stories to Communicate 
with Power and Impact, New York: AMACOM, 2007; Philanthropy Leadership Council, “Story Building 
Framework for Prospect Conversations,” Philanthropy-Physician Partnership Toolkit, Washington, DC: 
The Advisory Board Company, 2013, 71; Advancement Forum interviews and analysis.

Sharing Details to Show Donors

1 Who are you?

2 What do you do?

3 What are your passions?

4
How does it impact the 
campus, region, or world?

5
Why does it matter in this time 
and place?

Getting to know who you 
are and what drives you

Providing information for 
advancement to create a 
compelling case for donors

Key Questions Construct Project Narrative

Being Mindful of Your Time

Lasts 30-45 
minutes

Occurs in your 
office or lab

Conducted by a gift officer 
or communications staff
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Boise State Turns Visioning into Time-Limited, Achievable Task

Source: Advancement Forum interviews and analysis.

Talking Through Your Vision

Deans’ Task: Answer Four Questions

What is your 3-5 year 
vision for the unit? 1

Compelling 
story

What gift opportunities 
are related to these needs?3

Fundraising 
viability

What resources are 
necessary to realize 
this vision?

2
Potential 
scope

How would you prioritize 
the gift opportunities?4 Prioritization 

guide

Visioning Questionnaire

Advancement Takes It from There

Development Strategy

Fundraising plans focused on 
clear priorities

Prospect Identification

Vision and opportunities linked 
to potential supporters

9 White papers created

$70M Raised to support priorities

Turning Visions into Gifts

Internal and External Collateral

Consistent messaging for gift 
proposals and marketing materials
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Source: Advancement Forum interviews and analysis.

Talking Through Your Vision
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Source: Advancement Forum interviews and analysis.

Fleshing Out Your Proposal Ideas
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Source: Advancement Forum interviews and analysis.

Fleshing Out Your Proposal Ideas
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The purposes of this planning process are to 
improve upon and leverage existing engagement 
programs, to identify opportunities for additional 
engagement on campus and to develop a long-term 
plan for supporting and sustaining such efforts. 
This project would leverage the knowledge and skills 
of faculty and staff currently implementing 
engagement programs to work with campus 
leaders on a campus-wide engagement plan.”

Creating Compelling Narratives

Source: Simmons A, Whoever Tells the Best Story Wins, New York: AMACOM, 2007; Slovic S, Slovic P, 
Numbers and Nerves: Information, Emotion, and Meaning in a World of Data, Corvallis: Oregon State 
University Press, 2015, 4; Advancement Forum interviews and analysis. 

“Whoever Tells the Best Story Wins”

Helping Numbers and Narratives Work Together

“In the past two decades, cognitive science has increasingly come to support the claim that 
we, as a species, think best when we allow numbers and narratives, abstract information 
and experiential discourse, to interact, to work together.”

Scott Slovic, Ph.D. and Paul Slovic, Ph.D.
Editors, Numbers and Nerves: Information, Emotion, and Meaning in a World of Data 

Where Faculty Go Wrong

Provides a sense of time 
and place

Adds meaning to data

Authentic voice, including 
imperfections

Elements of a Winning Story

Lacks specific details, unique features, and 
meaning for non-academic audiences
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Practicing Stories and Pitches
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Consider Your Audience when Describing Your Work

Source: Philanthropy Leadership Council, Fulfilling the Donor 
Investor Mandate, Washington, DC: The Advisory Board Company, 
2014, 28; Advancement Forum interviews and analysis.

Translating for the Donor Investor

Original “Program Overview”

“The program will successfully link concerns over access, 

diversity, and equity in the United States with a hemispheric 

model of internationalization. We will champion new 

paradigms to offer responses to this challenge that 

understand U.S. socio-economic and political processes within 

larger global and hemispheric contexts. This proposal includes 

new classes and research agendas, multi-lingual 

classrooms, a strategic cluster hire, and an 

endowed chair.”

Revised “Value Statement”

“We will take the lead in studying the impact of 

internationalization and respond to the challenges it presents 

on a local, regional, and global scale. We will answer 

questions about access, diversity, and equity through 

innovative teaching and research, fostering collaboration 

among experts and building a dialogue that is unique to 

our institution.

Key Language Elements

Minimize academic 
jargon

Clearly focus on short-
term outcomes and 
long-term impact

Highlight how you are 
uniquely positioned to 
have an impact
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Start Thinking Outside-of-the-Lab

Source: Advancement Forum interviews and analysis.

Linking Academic Work to Societal Issues

From Your Lab to the Global Stage

Anybody with significant means 
anywhere in the country will have a 
national, if not a global mindset 
of how they think the world is 
moving, and what the innovations 
are. They will appreciate 
innovation anywhere and 
investments for their own 
communities or the world to 
continue to thrive.”

Amir Pasic, Ph.D. 
Dean, Lilly Family School of Philanthropy

Indiana University-Purdue University 
Indianapolis 

Individual and Team Research

Behavior, senescence, parasitology, 
predation, and conservation of 
Malagasy lemurs

Local Area Affected

Ranomafana National Park, 
Madagascar

Societal Issue Set

Climate change, public health, 
conservation

Impact to Scale

Local, regional, and global spheres of 
impact over time  

Appreciating Innovation Anywhere
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“Ideas Are the Currency of the 21st Century”

Source: Gallo C, Talk Like TED: The 9 Public-Speaking Secrets of the World’s Top Minds, 
New York: St. Martin's Press, 2014; Advancement Forum interviews and analysis.

Helping You “Talk Like TED”

Be Emotional Be Novel Be Memorable

You can’t inspire others 
without being inspired

An enthusiastic, meaningful 
connection to the topic is 
transmitted to the audience

Teach the listener 
something new

Include unexpected elements 
or give the audience a new 
way of looking at the world

Set a Time Limit

Keep the presentation short for 
successful transmission 
of ideas

Tell stories that engage 
hearts and minds

Stories help the speaker 
connect with listeners and 
make a new idea 
more convincing

Have a conversation

Practice so that delivering the 
presentation is as comfortable 
as speaking with a friend

Deliver a jaw-dropping 
moment

Elicit a strong emotional 
response to grab the listener’s 
attention and make the 
presentation memorable

Lighten-up

Don’t take yourself or your 
topic too seriously

Paint a mental picture

Allow the audience to envisage 
concepts that are foreign, 
complex, or otherwise hard-to-
understand

Stay genuine

Openness, authenticity, and 
vulnerability are strengths to 
be cultivated, not weaknesses 
to erase
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Source: Philanthropy Leadership Council, Fulfilling the Donor 
Investor Mandate, Washington, DC: The Advisory Board 
Company, 2014, 28; Advancement Forum interviews and analysis.

Communicating in Donor Investor Terms

Value Category Sample Terms and Phrases for Donor Investors

Innovation Academic and translational research leader, innovation incubator, technology 
pioneer, entrepreneurship center

Competitive 
Advantage

Attract and retain top talent, improve access to higher education, become the 
leader in the field, maintain a tradition of excellence

Research Outcomes Solve global problems, answer societal questions, translate data into impact

Impact Improvement over time, catalyst for change, local community, regional 
development, global shift

Financial 
Performance

Sustainable initiatives, efficient management, seed funding, institutional 
investments

Recognition National rankings, faculty awards, public reputation, competitive research 
grants and fellowships

Progress Time to reach goal, key milestones, new or additional investment, 
seed funding

Community Value Impact on the local community, reach underserved populations, student 
engagement
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Providing Answers for Predictable Questions

Source: Philanthropy Leadership Council, Fulfilling the Donor Investor Mandate, Washington, 
DC: The Advisory Board Company, 2014, 25-42; “Case for Support,” University Advancement, 
University of Washington, http://depts.washington.edu/uwadv/central-resources/comm/case-
for-support/; Advancement Forum interviews and analysis.

Preparing for Donors’ Questions

Proposal Elements Anticipate Donor Questions

Impact

• What will be the 
benefits of your action?

• Why is this now a 
pressing need?

Goals

• What action will you take?

• How will you measure 
success?

Fundraising Plan

• What will the gift fund?

• How will the donor’s gift 
shape the outcome?

Mission and Purpose

• What problem are you 
trying to solve?

• How is your unit uniquely 
qualified to tackle 
this problem?

http://depts.washington.edu/uwadv/central-resources/comm/case-for-support/
http://depts.washington.edu/uwadv/central-resources/comm/case-for-support/
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Select a current or potential project or fundraising priority and describe how you 

would frame and communicate it through the lens of a group that cares most 

about impact on…

• the institution (current students, future students, alumni,

  faculty, staff, and overall institutional brand);

• the region (community, state, employers, workforce, and other local

  stakeholders or constituencies);

• society or the world (people, places, or populations affected by

  a certain societal issue or cause).

A good “big idea” has multiple layers of appeal for

different constituents

and can be framed differently based on the stakeholder.

It also lends itself to effective impact communication

through both stories and statistics.
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How will you demonstrate the impact of your project

to current donors and future supporters?

• Live experiences or demonstrations;

• Stories or testimonials;

• Statistics or evaluation?

Brainstorming and Communicating Big Ideas

Why is your institution

uniquely deserving of this gift

and capable of (or the “best investment” for)

solving this particular problem?
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Assuaging Faculty Concerns Before the Visit

Source: Philanthropy Leadership Council, “Ally Storytelling Guide,” Resources 
for Charting Philanthropy’s Path to 2020, Washington, DC: The Advisory Board 
Company, 2015, 4; Advancement Forum interviews and analysis.

Preparing One Visit at a Time

I am best used by getting me in front of 
the right people with the right 
preparation, the right understanding 
of why we are meeting, and what we 
hope to accomplish. For recent big 
gifts in the $10M range, it was all about 
the relationship and not at all about a 
transaction.”

Larry Pulley, Ph.D.
Dean, Raymond A. Mason School of Business

College of William & Mary

If we hire a secretary, that person will 
have to go through dozens of university 
trainings for their job responsibilities. I 
have never been trained for 95% of 
what I do, especially the 30-40% 
that is fundraising.”

David Perlmutter, Ph.D.
Dean, College of Media and Communication 

Texas Tech University

Clarifying Roles, Goals, 
and Messages

The goal for the meeting

Who will do what during the meeting

How the conversation will flow

How to answer difficult questions

Donor background information

Before meeting with a donor, brief 
academic partners on:
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Example:  University of Helsinki
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Advancement Begins to Help

Sources: EAB interviews and analysis; George Mason University;  
Occidental College; Colorado State University. 

Advancement’s Process at Oxy to Jumpstart Differentiation   

Alums and parents join 
a differentiation task 
force to brainstorm 
ideas and funding needs 

1
President approves 
suggested funding 
initiatives and 
fundraising begins

2
Relevant differentiator 
topics from task force 
are included in 
strategic plan 

3

Institution Location Industry Differentiator 

George Mason 
University 

DC Metro Area Technology Cybersecurity 

Occidental College LA Metro Area Entertainment Music and Media

Colorado State 
University 

Fort Collins, CO Sustainability  Climate Research  
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Institutions of All Types Find Principal-Gift Success with Big Ideas

$550M to Western 
Michigan University to 
improve access for 
underrepresented students

$100M to Northeastern 
University to turn southern 
Maine into a tech hub

$58M to UC-Irvine for 
pioneering, multidisciplinary 
research into depression

$24M to the University of 
Montana to advance water 
conservation research

$750M to Caltech to 
discover breakthrough 
solutions to climate change

$34M to Morehouse 
College to eliminate Class 
of 2019 students’ debt

Transformational ‘Big Idea’ Gifts
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