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Are Big Foot and Major Gifts®
Mere Legends?

Three Strategies to Set Up A

Strong Individual Giving
Program

PresentedBy:Bar bara OOReil |l 'y, CFRE
Thursday, February 16, 2023 | 12:00T 1:00 p.m. EST

Type In the chat where you are joining us from!

: Donation Forms | Event Registration
|V® Text Fundraising | Peer-to-Peer | Auctions



Q.
A |little housekeepi

> . WeoOre recording this we
"‘Cfu':j All registrants will receive an email containing a link to the
recorded webinar AND a ton of other resources!

Feel free to ask questions!
Use the Questions chat box to ask your questions.
We will have a Q&A session at the end of the presentation.

Donation Forms | Event Registration
Text Fundraising | Peer-to-Peer | Auctions
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FUNDRAISING TECH

"y @ .......... Ma de for you

DONATION

5.,. .NTe§§3.0Ns % @é nNTeis':‘:TLlONs
/-\ :g‘ Designed with you in mind
EVENT @ - Designed for fundraisers by fundraisers through
MANAGEMENT : .
E = customer-led development input

ORGANIZATION
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GIVI AUCTION
APP EVENTS

Save time, attract and retain donors, and raise
more money with all of your fundraising data in
one place

/ E AN Time saving data tools

ﬁo_é Powerful integrations

s OTHER ....... O Easily integrate with your third-party CRM, email
| | provider, and accounting software




Barbara has thirty years of annual fund, major gifts, and campaign fundraising experience at majosfriamrganizations
iIncluding Harvard University, the National Trust for Historic Preservation, Oxford University in England, and the Anterican Re
Cross. Her consulting firm, Windmill Hill Consulting, helpsproht organizations peel back the layers and develop a prdétab
fundraising strategy to build more effective donor relationships and catapult their revenue.



ARE BIG FOOT AN
MAJOR GIFTS MEF
LEGENDS?

~ Windmill H|II




Nice to Meet You +%. Windmill Hil

/4 CONSULTING

A 30 year career as a fundraiser, earning
my stripes at big shops like Harvard,
American Red Cross, National Trust for
Historic Preservation

A CFRE, AFP Master Trainer, Past President, X
AFP Washington Area Metro Chapter, e
Advisory PanelRogarge The Fundraising )‘%
Think Tank o

A Tailored 1:1 consulting on startups, major
gifts, campaigns, assessments/studies,
CEQO/CDO coaching, and board training.
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What Ok OF @

We 0| | .

i What matters How to build
earn to donors and an individual

T oda VAls how that fundraising

affects their strategy that

giving focuses on
Increasing
donor retention

Windmill Hill



2021 contributions: $484.85 billion by source

4%
9% Corporations
Bequests _ $21.08
$546.01 \ _m | '
19% '
Foundations

$90.88

Yy 67%
— Individuals
$326.87

AL

Source:GivingUSA022 Annual Report



Truth #1:

NOt everyone
will become
your (major) R

donor e e e

mm our quest to find a cure for extinction.”

CartoonStock.com

+%. Windmill Hill

/4 CONSULTING




Why Do Donors Give?

0% 15% 30% 45% 60%

11 Source:2016 U.S. Trus® Study of High Net Worth Philanthropy



Why Do Donors Stop Giving?

0% 13% 25% 38% 50%

mSeriesl mSeries?2 mSeries3

12 Source:2014 Bank of America Study of High Net Worth Philanthropy



The Sclence
Behind Giving

Charitable giving is rewardingike
receiving money)

‘ But uniquely involves oxytochich

soclal attachment brain regiongused
INn maternal and romantic love)

‘Philanthropy s a o

e A the mechanisms of FAMILY

' bondingiwe <cr eate a O
e

IBERRRR 5.0 ) , . Sy
fami Il yo with ot her




The Link Between Charity, Happiness, & Health

i
il
~ R )
\
\

;
| '

APeople who made a ASimilarly, volunteers were ADonors were 25% more likely to
philanthropic gift were 43% 42% more likely to say they say their health w
more likely to say they were felt nvery happy. onwehriyl eg onoodrdononshverdé e
Avery happyo c¢ o mpvaluneears stated they were twice as likely to say their health

those who did not make a gift. Anot happy at all .was Apoor or fair.



Who Knows You?

Volunteers Soclal Media Followers

Newsletter Subscribers

Event Attendees




0 S [s-h\Malues

About our mission What you achieved with

Why we need your my money
money Why | made the right
What we believe Values dec:isior;/ct)cl)J support
Why we think you
. ’ RespeCt That you know why | give

houl rt us
should suppo and what | care about

How you can support Trust
- Leadership

How great we are

That you value me

Youol | ask “how |

Ilnvestment you to communicate

with me
That youove

Wedre in the newE€/Mgmbered what | 0ve
vV e

Facebook/Twitter@oniaida”d what | 0

Our new approach



IF ONLY ShOULD

Taboo Words



Truth #2:

Retention and
UpgradingSet
the Stage for . “

+Z. Windmill Hill
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Limited
Staft
Bandwidth




Constantly Goind3ut Not Making Progress
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FIRST-TIME REPEAT ONTHL

23% 60%
AR\




We Or e
Looking for
Our Unicorn
Donors




You Probably
Already Know Who
Your Major Donors

Are or Can Be
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At least 4 to 6 solicitations/year

AND throughout the year, create meaning for your donors through communications that
show they made a difference

Per sonal Athank youod6so with
stories of impact and results In-person visits by

staff/executive Invitation

Share video updates leadership to events

about your programs

. n e +
+
L

=) (&) a) By REY A=) @

.

Celebrate your donorso feature Research reports Invitation to
profiles in your e-newsletters | volunteer,
Offer periodic Donor Surveys

webinars with CEO

/ :
wf BOReillyWHC \\/\\ WI!)‘I



Regular MultChannel Fundraising Builds Donor

Engagement

Your story from the perspective of yo

to them.
= 0O

Prinh Direct Ecommunications In Person Social Media

Mall Mobile / Online Site visits, 1:1 Facebook, Instagram,
dN | E-newsletters, meetings, cultivation  Google all accept
an ewsletters e-appeals, videos events donations
| 7. Windmill Hill
Y BOReillyWHC //\ namiii A




Create a Ladder for Upgrades

Major Donors

Under the radar but worth
the attention

Annual Donors



Middle Donors are your Major Gift Pipeline

Organizations

WITHa midlevel
Organizations giving program
WITHOUTa miclevel
giving program 3%6-3.5%

39%63.5% of donors In

0 0 the database migrate
0.2%1.2% to major gifts.

of donors In the
database migrate
to major gifts




Hallmarks of a MidLevel Program

A Regular updates through print and -enail

Deep Substance A Thought Leadership events
A Site visits

Consistent Brand'ng _and A Giving Circles or Societies create instant recognition
Messag'ng A Materials reinforce synthetic family

PR ~ Afi Anal og O 0 printephane, n-eeaison
Communication Style Matters g 0 0 prmtepn e

B AlImpact Reports, Updates
SMCEICTNEIRICNEIG ) AThese donors want to knoou



Prioritize Your Donors

Current Donors New Donors Lapsed Donors
ALargest over their lifetime ALargest New donors ALength of giving
as donors Apotentia| Capacity ACumulative G|V|ng o you

ALongest donors

ALowerlevel donors who
have deeper capacity

APassion for organization AScreened capacity



Who Are Your Major Donors?




Your Maj or Donor s A

{ Does this person have a relationship to you or
ACCGSS other board members, staff, donors, others
related to you?

{ Does this person genuinely care about your

Bellef mission?
{Is this person historically philanthropic toward
similar causes?

{ Does this person have the financial ability and/or
networks of those who can support you at a
significant level?

Capacity




