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Stuff you were probably going to ask us about anyway…

o 140 Development Officers

o 22 Prospect Dev Staff
⊲ 10 Research
⊲ 6 Prospect Mgmt
⊲ 6 Hybrid or Admin

o 14 Reporting & Analytics Staff
⊲ 1 Admin
⊲ 5 Op Reporting Analysts
⊲ 6 Data Analysts
⊲ 1 Data Scientist
⊲ 1 Market Research

o 37 Fundraising Units
⊲ University
⊲ Academic Medical Center
⊲ Central Services

o Database: Blackbaud CRM
⊲ 2M+ constituent records

o 5,900+ qualified prospects
⊲ Householded/Grouped

o $3B+ raised in previous  
campaign







Real-world Donor Behavior
oTony Stark

• Rating band: $2.5 million - $4.9 million
• Total Campaign Giving: $4 million

• Year 1: $0
• Year 2: $0
• Year 3: $0
• Year 4: $0
• Year 5: $0
• Year 6: $4 million
• Year 7: $0

• Single gift
• Giving within 

known capacity 
range



Real-world Donor Behavior
oJanet Van Dyne

• Rating band: $2.5 million - $4.9 million
• Total Campaign Giving: $5.2 million

• Year 1: $100,000
• Year 2: $2 million
• Year 3: $2.5 million
• Year 4: $100,000
• Year 5: $150,000
• Year 6: $250,000
• Year 7: $100,000

• Multiple gifts
• Giving within 

known capacity 
range



Real-world Donor Behavior
oEmma Frost

• Rating band: $1 million - $2.49 million
• Total Campaign Giving: $5.1 million

• Year 1: $0
• Year 2: $5 million
• Year 3: $0
• Year 4: $0
• Year 5: $0
• Year 6: $0
• Year 7: $0
• (Distributed across multiple years: many additional annual gifts totaling $100K)

• Single large gift
• Giving above

known capacity 
range



Real-world Donor Behavior
oT’Challa

• Rating band: $1 million - $2.49 million
• Total Campaign Giving: $7.5 million

• Year 1: $0
• Year 2: $0
• Year 3: $0
• Year 4: $0
• Year 5: $1 million
• Year 6: $0
• Year 7: $6.5 million

• Multiple gifts
• Giving above

known capacity 
range



Real-world Donor Behavior
oBruce Wayne

• Rating band: $2.5 million - $4.9 million
• Total Campaign Giving: $275,000

• Year 1: $61,000
• Year 2: $61,000
• Year 3: $45,000
• Year 4: $62,000
• Year 5: $46,000
• Year 6: $0
• Year 7: $0

• Multiple gifts
• Giving below

known capacity 
range



Real-world Donor Behavior
oOliver Queen

• Rating band: $1 million - $2.49 million
• Total Campaign Giving: $0

• Year 1: $0
• Year 2: $0
• Year 3: $0
• Year 4: $0
• Year 5: $0
• Year 6: $0
• Year 7: $0

• No gift
• (lol)





Campaign Pyramid Project Background
oCreate Campaign planning tool for leadership

• Interactivity to allow for different scenarios/assumptions
oCross functional team

• Prospect Development
• Reporting & Analytics
• Leadership representatives

o3 Phases
• Analysis of historical revenue growth over multiple campaign pyramids
• Determination and application of prospect ratios

• Historical analysis of prospects managed and their giving
• Creation of interactive tool



Campaign Pyramid Project Background
oHesitant to use a blanket “industry standard” prospect to donor ratio

• Is it right for our organization?
• Are they consistent across rating bands?

oTasked to look at historical data to evaluate actual ratios 
• Specific to our organization
• Per rating band

oCurious about behavior where giving is outside of their given rating
• Is a traditional pyramid leaving “money on the table”



Campaign Pyramid Project Background
oQuestioning of Traditional Pyramid
oKept coming back to these questions…

• “Tell me again what a traditional pyramid is supposed to show us?”
• “Does it really?”
• “But, is it really telling us anything?”
• “Why should we use it if it doesn’t tell really tell us anything?“



Digging into the Historical Data

$1M Rated Prospects
o943 Prospects
o19.3% of Total Revenue
o$327M Revenue
o$347K Average



Digging into the Historical Data

o943 $1M 
prospects

o~10% gave “in 
band”



Digging into the Historical Data



Digging into the Historical Data

o Most $1M Prospects don’t give $1M
o Most $1M Campaign contributions don’t come from $1M rated Prospects.



Digging into the Historical Data
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Clarifying the Task
oNeed a clear idea of what it is we want to measure

• Q:  What is it that we really want to know? 
• A:  Number and type of prospects needed to raise a specific amount of money

(And by extension what staffing/resources are needed)



Thoughtful Consideration of Terminology
oGoal

• For purposes here…
• Total amount of money we want to raise from our prospects.  
• Not the overall campaign goal

• Significant amounts will be raised from other sources (e.g. grants, annual giving)

oProspects
• Qualified prospects assigned to a fundraiser 
• Prospect pool is dynamic
• Total prospects “touched” during campaign period

oRevenue Activity
• Booked revenue and commitment transactions (not “asks accepted”)
• More specifics later



A New Approach
oNumber and type of prospects needed 
oOver the course of the campaign
oTo raise a specific amount of money
oSpecific to our institution
oSpecific to each rating band
oBased on historical giving averages 



A New Approach
o% of total expected from 

specific rating bands



A New Approach
o% of total expected from 

specific rating bands



A New Approach
oAverage 

giving by 
rating



A New Approach
o556 

prospects 
needed to 
raise 
$193M



Campaign Prospect Revenue Tool



Implementation
oDoes your database support this approach?
oTerminology issues
oGetting Understanding and Buy-in
oBuilding the tool



Does your system support?
oHistorical Prospects

• Who was a prospect when and for how long

oHistorical Capacity / Rating
• What was your prospect’s capacity or rating during the past period?

oHistorical Giving Data
• Do you have historical gift data?
• Which type to use – hard or soft, new gifts or payments?



Terminology challenge
o Don’t talk about “Gifts” but rather “Prospect Activity”

• “Prospect Activity” is the cumulative activity by a constituent / household during 
the campaign.

oProspects and their new giving are the focal point of the table
• “Prospect” the key major gift entity of focus
• “Activity” from our counting methodology name

oTrain yourself to never say “gift” (it is really hard, at first)



Understanding and Buy-in
oUnderstanding and Buy-in

• Start small and slowly expand
• First focus on understanding 
• Next focus on buy-in



Building the tool
o At same time developing the Prospect Activity concept had dedicated 

another team member to designing the ultimate Excel tool
oFinal layout almost nothing like initial attempts, but learned what not to 

do
oPrincipal Gift Prospect Approach for $10M+
oProspect Activity Approach for $100K+
oOther Revenue Estimates



Demonstration (link)



Benefits and What’s Next



Contact Information

o Chris Brakenbury – Director, Prospect Development 
Brakenbury.1@osu.edu, 614-292-8083

oJon Gerckens – Asst. Director, Reporting and Analytics 
Gerckens.3@osu.edu, 614-388-3853

oDoug Plummer – Director, Reporting and Analytics
Plummer.2@osu.edu,  614-247-7097

mailto:Brakenbury.1@osu.edu
mailto:Gerckens.3@osu.edu
mailto:Plummer.2@osu.edu


Thank You!
Please complete your session evaluations.


	Rethinking Gift Tables
	Stuff you were probably going to ask us about anyway…
	Slide Number 3
	Slide Number 4
	Real-world Donor Behavior
	Real-world Donor Behavior
	Real-world Donor Behavior
	Real-world Donor Behavior
	Real-world Donor Behavior
	Real-world Donor Behavior
	Slide Number 11
	Campaign Pyramid Project Background
	Campaign Pyramid Project Background
	Campaign Pyramid Project Background
	Digging into the Historical Data
	Digging into the Historical Data
	Digging into the Historical Data
	Digging into the Historical Data
	Digging into the Historical Data
	Clarifying the Task
	Thoughtful Consideration of Terminology
	A New Approach
	A New Approach
	A New Approach
	A New Approach
	A New Approach
	Campaign Prospect Revenue Tool
	Implementation
	Does your system support?
	Terminology challenge
	Understanding and Buy-in
	Building the tool
	Demonstration (link)
	Benefits and What’s Next
	Contact Information
	Thank You!

