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*Best Practices:

Through three distinct lenses


Presenter
Presentation Notes
Good afternoon, everyone!

My name is Jessica and I will be your host for what should be a really interesting and exciting discussion around best practices!


Best Practice:

A procedure that has been shown by research and experience to produce optimal results and
that is established or proposed as a standard suitable for widespread adoption

(Merriam Webster)

One size
does NOT fit all
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Best Practices – A term we all use and all are asked to research and emulate in our own organizations, but that can mean a variety of things to a variety of institutions

Unfortunately, there is no “one size fits all” formula for success
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And because of that, we each find ourselves becoming chameleons; Adapting to the environment that we are in.

The question becomes, how can we approach the best practices in our industry and adapt them to suit our community, its needs, and its limitations?

Today, we are very fortunate to have three diverse perspectives on the evolution and application of some of our industry’s key best practices: Planning and Strategy, Recognition, and Engagement

Each of our speakers is going to give a short presentation on their area of expertise, and then we will discuss a few key themes as a group.

And don’t worry, there will be time for questions at the end. 



Malika McCray
Associate Director of Stewardship

Union of - o
[Concerned Scientists
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So without further ado, first up, we have Malika McCray

Malika is Associate Director of Stewardship at the Union of Concerned Scientists. Prior to her role in Stewardship, Malika served as a UCS Development Officer; first overseeing UCS's mid-level giving program and then as a Major Gift Officer during a key period of organizational growth. Prior to joining UCS, Malika was Director of Development for a social justice organization. Malika has a Master's Degree from Tufts University where she studied twentieth century movements for social change. 

Malika will share how UCS has taken the stewardship matrix from a grid of donor benefits to a mechanism of education, communication and collaboration with your donors and across your organization


=
Union of o .
[Concerned Scientists

The Stewardship Matrix

Meet best practices, streamline projects,
and develop buy-in for your work
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I’m pleased to talk with you today about a tool that we’ve developed at the Union of Concerned Scientists, where I work, called the Stewardship Matrix. We feel it’s helped us ensure that we’re meeting best practices, streamlining projects, and developing buy-in for donor relations work across the org. As our organization grows, we’ve found the matrix particularly helpful. I’ll walk you though the tool and give you a few examples of how it’s helped us…




| C

Union of

oncerned Scientists

$30 Million Budget
100,000 Donors

20,000 Science Network
500,000 Activist Network

170 staff
30 in Development
3 in Stewardship
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…but before I get into specifics, I wanted to say a few quick words about my organization. This is one of my colleagues at a recent march, of which there have of course been many since our election. We’re a national non-profit advocacy group that works on climate change, scaling back nuclear weapons, various agricultural issues and issues of scientific integrity in our government. So we’ve got our work cut out for us. To give you a sense of our operations, we have a $30 million operating budget, 100,000 donors, 20K Science Network members—scientists across the country who engage in our issues, 170 staff, nearly 30 Development staff, and 3 on the stewardship team. 

Now, we’re a membership-based advocacy organization, so stewardship will mean different things to a group like ours than, say, a hospital or university where many of you may work. Still, there are consistencies in the fundamentals of donor relations work no matter the type of institution, and I think the matrix can be rightsized for many different kinds of organizations. 

I’ll briefly cover the basics of how we conceive of stewardship at UCS.



Thanking

 Never miss an opportunity

TO OUR
SUPPORTERS

e Acknowledgement letters
 Phone calls

e Emails

e (Cards

* In person conversations

e Events

the leading science-based a
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Thanking—one of our top three donor relations strategies. If you work in a university or hospital, you may predominantly think of thanking as recognition. But for us, thanking encompasses all the various ways we thank and recognize donors across our broad membership base, from ty letters to events, to personalized touches.



Reporting

* Everyone deserves a report-back

* Annual Report
* Magazine

* |Impact Postcard
* E-Newsletter

Catalyst

Volume 14, Fall 2018

Where Climate
Change Hits
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Reporting back is another key strategy. Again, there are different ways to think about reporting—some might think specifically about restricted gifts or an endowed chair. At UCS, we conceive of reporting as a donor relations tool for all of our members—so whether we’re working on our donor magazine, email newsletter, or the Annual Report for our high-level donors—these are all avenues for reporting back on the impact of donors’ gifts.



Engaging

 Deepening donor loyalty

e Events

e Activism

e High level meetings
e Field trips
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And engagement is the third top tier strategy for deepening donor loyalty. We engage various donor groups though events, high level activism, meetings and field trips, among other avenues.

So we asked ourselves the question: how do we know whether we’re meeting best practices for thanking, reporting and engagement for an organization like ours?  We decided we needed a matrix.
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Basically, we’re complicated, and I’m sure your organization is too. So we sought out to develop a system to organize it all.


-

Constituency

Thanking

Reporting

Engagement

Advisory Board

Major Donors &
Prospects

Personalized Contact

Monthly email

Meetings & Field Trips
Grasstops Engagement

Look-Forward End of Year

Piece

In-person visits

$1000+

Planned Giving

Annual Report Listing

Annual Report
Impact Postcards

Biannual Conference Calls

Members

S250+) Thank You
Postcard

Cultivation Letters
Annual Report Lite

Holiday Card PG Newsletter Events
Monthly Donors
Tax Slip Mailing Magazine
Thank You Call (new & eNewsletter Webinars

Weekly Email Actions
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I’ll give you a quick overview of the tool before giving you a few examples of how it’s helped us specifically. This is the cornerstone piece of our matrix. Along the side you see our different donor groups, including major donors, sustainers and others, and across you see our three channels. These constituencies are stacked, meaning that everyone in the group receives the contact of the group below it.


=

Constituency January |February March April May June July August September October November December
NAB NAB
NAB Email |[NAB Email NAB Email INAB Email |NAB Email Email NAB Email |[NAB Email |[NAB Email |NAB Email |[NAB Email |[NAB Email
Look-
forward
Major piece
Holiday
PG Card
Impact Impact Impact PG Impact Annual ar
Newslett
Postcard Postcard Postcard Newsletter |Postcard  |Report
$1000+ Conference er Impact
Call Invite Postcard
Conference
PG _ eNewsletter Call Invite
Magazine eNewslett eNewsletter
Monthly er Weekly
eNews|etter Weekly Actions Actions
Weekly We.ekly
Actions Actions Thank Y
Tax slip _ . Magazine ank You eNewsletter
Magazine Magazine Postcard
eNewslet eNewsletter
eNewsle ter eNewslette Weekly
eNewsletter eNewsletter eNewslette |Actions
Member tter
Weekly Weekly r
Weekl ) Weekl Acti
Weekly e'e Y Actions e.e Y ctions Weekly
. Actions Actions . Weekly
Actions Actions Actions
ICultlvatlon ICuItlvatlon Annual
etter etter Report Lite
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This will be harder for you to read, but I want to show that we also mapped this by month, so along the side you have those same donor groups, and across the top is the month. I know you can’t see this, what it shows us is that each segment gets at least one contact from UCS a month…this way, it is easy to identify where there might be space to add a new contact or where we can enhance a certain donor group’s experience. 

The value of the matrix is that it allows us to immediately see the whole picture, helping us make the most use of our current stewardship tools, come up with new strategies when needed, and identify how to integrate new priorities and donor groups into our master plan.



THANKING REPORTING ENGAGEMENT
Name Definition Team Name Definition Team Name Definition Team
Monthly
MGO Call |Phone Call Major Gifts NAB email accomplishments Diadsil NAB meetings
Look- ) and field trips [Conference-style meetings |(Stewardship
forward 4 |Forward Looking
Volunteer pager Assessment Major Gifts
Solicitor,
Program/ Annual |25 Page Heavy Stock Grasstops - _
Partner Report [Collateral piece Communications Engagement Opportunities to engage in
Gl ) ) ) Opportunities [primary campaigns Program
touch Note Card or Email [Major Gifts
Impact
Annual Postcard |4 x 6 Postcard Stewardship Program and Development
Report |Preferred Name KGS In-person staff one-on-one meetings
Listing  |[Listingin AR Stewardship Newslette visits with donors Major Gifts
r Tri-fold Brochure style |Planned Giving Biannual
Holiday [Thank You Greeting Conference  |Conference calls with UCS
i Calls leadership and program staff |[Stewardship
=i Gt S D Catalyst |Member Magazine Communications
ucs Program Action-based webinars with
Thank you eNewslett Webinars program staff Program
. er Convio eNewsletter Communications
postcard |4 x 6 Postcard Stewardship
Vendor Weekly Email |Action-based campaign
Thank |3 Minute Phone Cultivation Actions emails Communications
. Letter 1-2 page letter Stewardship
You call |Call Membership
Annual
Report Abbreviated Annual
Lite Report Stewardship



Presenter
Presentation Notes
This is our toolbox—the different kinds of contacts in each category. Again, you can’t see what’s here, but tools from the Annual Report to webinars to our high level donor meetings are included, as well as the team involved in the implementation. Since we’re an advocacy organization, mobilizing our supporters is a key part of our work, so teams engaging donors actually span our Development, Comms and advocacy arms. 

In any case, I wanted to give you a snapshot of how we organized this information.




-

Constituency

Thanking

Reporting

Engagement

Advisory Board

ajor Donors &
ects

Monthly email

Meetings & Field Trips
Grasstops Engagement

Look-Forward End of Year
Piece

In-person visits

lanned Giving

Annual Report Listing

Annual Report
Impact Postcards

Biannual Conference Calls

~—— —— Holiday Card PG Newsletter Events
Monthly Donors
Tax Slip Mailing Magazine
Members Thank You Call (new & eNewsletter Webinars
S250+) Thank You Cultivation Letters Weekly Email Actions
Postcard Annual Report Lite
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So back the first view. I promised to talk with you about how it’s helped us with best practices, streamlining and buy-in. I’ll give you an example through our decision to revamp our acknowledgment program.

My first step was to share the matrix with our (click) – Major Gifts, (click) Annual Fund, and (click) Planned Giving teams to demonstrate how each team’s practices with acknowledgments were part of a larger whole of the UCS donor experience. After sharing the matrix, I let each team know that I’d be completing a best practice assessment and comparing those best practices with the practices of each of our teams. 

After digging deeper, I found that we expected: we can do far better across the board. For instance, in the case of Major Gift acknowledgments, front-line fundraisers were too hands-on with back-end processes; on average, we discovered that letters were taking more than 2 weeks to get out the door—certainly not meeting the best practice of a 48 hour turnaround. So I successfully made the case to our CDO that we add capacity to oversee acknowledgments in a centralized and streamlined way, which will free up our front-line fundraisers to do what they can most effectively do – spend most of their time on high level (click) personal recognition practices.  

The bottom line is that the matrix helped me open the door to a larger conversation in Development. It was just the first step to a much larger project, but it provided a helpful foundation and tool for communication as I made the case that revamping and streamlining this program would benefit everyone involved from a donor relations perspective—especially our donors. 



-

Constituency

Thanking

Reporting

Engagement

Advisory Board

Major Donors &
Prospects

Personalized Contact

Monthly email

Meetings & Field Trips
Grasstops Engagement

Look-Forward End of Year
Piece

In-person visits

$1000+

Planned Giving

Annual Report Listing
Holiday Card

Biannual Conference Calls

Events
Monthly Donors
Tax Slip Mailing Magazine
Thank You Call (new & eNewsletter Webinars
Members = . :
S250+) Thank You Cultivation Letters Weekly Email Actions
Postcard Annual Report Lite
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Back to the first view again. Now I’ll give you an example now of how I’ve used the Matrix to develop greater buy-in for donor relations work with others in the organization, in this case with our Communications team. Now I’m not sure how it is at your organization, but it’s not always easy for Dev and Comms shops to see eye to eye. And yet it’s so critical that we work well together – for example at our organization, Communications historically had oversight over our (click) member magazine and e-newsletter and the (click) Annual Report.
So I used my handy tool again…




THANKING REPORTING ENGAGEMENT
Name Definition Team Name Definition Team Name Definition Team
Monthly
MGO Call |Phone Call Major Gifts NAB email accomplishments Diadsil NAB meetings
Look- ) and field trips [Conference-style meetings |(Stewardship
forward 4 |Forward Looking
Volunteer pager Assessment Major Gifts
Solicitor,
Program/ Annual |25 Page Heavy Stoc Grasstops - _
Partner Report [Collateral piece Communications Engagement Opportunities to engage in
artne . . . \\/ Opportunities |primary campaigns Program
touch Note Card or Email [Major Gifts
Impact
Annual Postcard |4 x 6 Postcard Stewardship Program and Development
Report |Preferred Name KGS In-person staff one-on-one meetings
Listing Listing in AR Stewardship Newslette visits with donors Major Gifts
r Tri-fold Brochure style |Planned Givin Biannual
Holiday [Thank You Greeting — ~ Conference  [Conference calls with UCS
i Calls leadership and program staff |[Stewardship
=i Gt S D Catalyst |Member Magazine (Communications y
ucs N Program Action-based webinars with
Thank you eNewslett Webinars program staff Program
. er Convio eNewslette Communications
postcard |4 x 6 Postcard Stewardship AN
Vendor cul \/ Weekly Email |Action-based campaign
ultivation - . .
; Actions emails Communications
il S Wit Plreie . Letter 1-2 page letter Stewardship
You call |Call Membership
Annual
Report Abbreviated Annual
Lite Report Stewardship
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To show Communications that they are implementers of key donor relations strategies and tactics. Now, sharing the matrix was just one step of many in my quest to convince Communications that our field—donor relations—has it’s own set of best practices that are important to adhere to. In addition to sharing the matrix with them, I joined regular meetings with Communications and became an ally in their quest to reach branding and messaging cohesion across all of our various teams-- which had been a specific point of contention on their end. I eventually became an official go-to liaison between Comms and Development, and while that might not always be the easiest role…



UCS is a powerful and
effective organization oper-
ating with solid scientific
data and absolute integricy.
We malke regular gifts
because we can actually
point to the results and

observe positive changes
made with carefil use of
UCS resources. In these
difficult times, UCS pro-
vides a reason for optimism.
We know that the regular
investment we make in UCS
is our opportunity te play
an active role in creating the
world we need now, and for
Suture generations.™

D.C. AND MIKE McGUIRE
UCE members, Henry Kendall
Society and Partners for the Earth

UICS is supported by more than 100,000 individual members and
foundations who want rigorous, independent science to shape our nation's
policies. We preserve our integrity by not accepting corporate or
government grants.

Many donors choose one or more of the following options:

HENRY KENDALL SOCIETY members provide UCS with leadership-
level support. More than 1,500 individuals have made a generous
commitment to support us through a gift of $1.000 or more anmzally.

PARTHNERS FOR THE EARTH are among our most dedicated supporters.
This group of more than 7,500 people provides sustaining, reliable
support to UCS through automatic monthly donations.

KURT GOTTFRIED SOCIETY members support our mission well into the
future through life income gifts, wills, and other estate planning
arrangements. More than L0000 people have made legacy gifts to UCS.

sound fiscal and or izational effect

For more information about these giving options and more, please visit our
website at G/ GIVE or call us at (B00) 666-8276.

_— — <
UCS RELIES ON YOU

UCS doesn’t accept corporate or government grants.
We’re not funded by special interests. We’re funded by
people like you—who want rigorous, independent
science to shape our nation’s policies.

Our independence
comes from you.

THANK YOU.

proud to announce
aw ie matching gift
opportunity.

YOUR CHALLENGE:

YOUR QUESTION:
What qualifies as a planned gift?

& Leaving UCS a gift in your will or
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…The result is that our donor communications have increasingly elevated donor centric language – more “we rely on you” and “thank you” language, really calling out for donors how they make a difference. Again, the matrix was a useful tool for demonstrating to Communications that we have common cause and shared priorities, for developing buy-in with others in the organization where there have been historical bumps in the road. And of course, as donor relations professionals we know that ultimately a tool is only as useful as you make it—that so much is dependent on cultivating relationships, as I’ve done with members of the Communications team over the past few years. But the matrix certainly helped me along the way.



-

Constituency Thanking Reporting Engagement
Advisory Board Monthly email Meetings & Field Trips

Grasstops Engagement

Personalized Contact
Major Donors & Look-Forward End of Year .
. In-person visits

Prospects Piece
$1000+

. Annual Report <
Planned Giving Annual et st mpact Postcards Biannual Conference Call
Holiday Card

S
PG Newsletter Vel
Monthly Donors

i iling Magazine
Members ( Thank You Call (ngw & eNewsletter Webinars
~$250+) k You Cultivation Letters

Weekly Email Actions
Postcard Annual Report Lite
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So here we are again at our main view. I’ve covered a couple examples of how it’s helped us with best practices, streamlining and buy-in, but as the main theme of our conference today is growing organizations, I want to say a few words about how we’re putting the matrix to use as we grow and expand.  

The matrix has given us a good picture of how we’re stewarding our core giving societies, but we’re now looking at splicing it further to include various other sub-segments such as those who do workplace giving or do peer-to-peer fundraising for us, etc—so expanding this out to new constituencies as we grow.

And we recently completed a wealth screening of our database, and we’re using the matrix to easily plug certain groups with high scores into our current slate of tools—for example, we’ve decided to wrap certain highly-rated segments to receive (click) outsourced thank you calls and invitations to our (click) biannual conference calls at minimal cost but with potentially great payoff.

And the matrix continues to help us as we face new demands--since the election, the demand for new engagement opportunities is higher than ever. Everyone wants to know how they can get more involved and we are looking to expand the slate of experiences that we make available to our donors. The matrix helps ensure that we are strategic and efficient in our efforts.


Constituency

Thanking

Reporting

Engagement

Advisory Board

Personalized Contact

Major Donors &
Prospects

Monthly email

Meetings & Field Trips
Grasstops Engagement

Look-Forward End of Year
Piece

In-person visits

$1000+

Planned Giving

Annual Report Listing

Annual Report
Impact Postcards

Biannual Conference Calls

Holiday Card Events
Monthly Donors PG Newsletter
Tax Slip Mailing Magazine
Members Thank You Call (new & eNewsletter Webinars
$250+) Thank You Cultivation Letters Weekly Email Actions
Postcard Annual Report Lite
Email Actions; Program
SJj_e_nce-Net-wor-lc\ Holiday Card Victory emails Engagement Opportunities; SN

D!

webinars

/

Activist Network

-
Annual Thank you email

Victory emails

Email Actions; Program webinars
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As I mentioned before, we are an advocacy organization, which means mobilizing our supporters is an essential part of our work. So I have now added our (click) two activist networks into the mix. As we all know, if affiliated individuals –such as those in our Science and Activist networks -- aren’t yet donors to our organization, they certainly could be! In our current reality…


Union of e
[Coli?él(grned Scientists

Raiiiiii] LT n

[ C Union of -
oncerned Scientists
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…this work is more important than ever. We must do everything we can to engage, steward, and grow our network in order to achieve the change we seek. 





=
Union of o -
[Concerned Scientists

Malika McCray
Associate Director of Stewardship

mmccray@ucsusa.org
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I hope this was helpful and I’d be happy to share the matrix with you if you are interested in a closer look. Thank you!



Richard Howes
President /Owner, Presidential Environment

Caroline van Nostrand
Owner/Consultant, Donor First Philanthropy

Presidential
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Thank you Malika!

Next to speak is Caroline van Nostrand.

Caroline, a passionate fundraising professional actively engaged in the field for 23 years, has worked in a variety of sectors, leading teams in raising a cumulative $53+ million dollars in support of well-known healthcare, education and social service causes. Recently she struck out on her own, to launch van Nostrand Fundraising, an independent consultancy providing fundraising counsel and leadership to not for profits.

While working in a large hospital environment, as well as overseeing an education institution’s capital campaign, Caroline oversaw all recognition management and services to acknowledge donors to multi-million dollar campaigns, as well as supporters of consequent capital, major and intermediate giving initiatives. 

An active volunteer for close to 30 years, Caroline contributes regularly to fundraising, community building and other initiatives at her community church, children’s school, and various other organizations close to her heart and family. 


Caroline will share how we can take the best practices of donor recognition to the next level to help propel your organization to greater success through more refined acknowledgement, engagement, greater giving






rec-0g-ni-tion
rekag niSH(a)n/
noun

- acknowledgment of
something's exist-
ence, validity, or
legality

- etymology: again
(re) + to know
(cognition)

common
elements:
* recognition walls

* area recognition &
room plaques

° interior & exterior
installations

» wayfinding signage:
‘Smith Wing'

* awards



What can recognition accomplish?
* Reflects organization’s culture

* Represents values & commitment of community

* Honours and engages donors

* Publically celebrates key supporters

* Visually represents culture of philanthropy

* Inspires others to give and invest
 Meaningful stewardship, engagement tool(s)
* Elevates surroundings

- What else?



Case study ...

* Royal St. George’s College (RSGC) — independent
boys’ school in Toronto

* 5o years old, traditional values-based education

- Limited refurbishments, but no re-development
or large scale building since ‘9os

* Restricted outdoor space, ill suited for its many
uses

* Minimal fundraising; limited donor engagement

* One recognition installation, with minimal
Impact




Case study ...

* Launched 3-year major capital campaign to fund
campus redevelopment. ..

* 2 years in, majority of $ raised

- New campus, better suited to fulsome student
experience — happy children, happy families!

* The community engaged, proud of results

* Focus shifted to donor honouring and
recognition




Varied, inclusive recognition

1. Cumulative donor recognition wall ($25K+)

* Novel high visibility location = key focal point

2. Area plaques —sizes reflect gift ranges

» Custom plaques for special areas [ honouring

3. Multi-year pledge recognition piece

* Recognize 5 year pledges of $10k & $25k

* Tribute aspect — honour sons, alumni, etc.

4. Interactive digital recognition installation

* Inclusive, changeable donor recognition (ltd cost)

* Multi-media — timeline, videos, profiles



Recognition Best Practices

FAEE DR

)]

Reflect your community & culture
Have a holistic approach
Exceed donor expectations

. Be creative!

Embrace how spaces are actually
used

. Highlight desired donor behaviours
. Beinclusive



. Reflect your community & culture

Employ meaningful symbols

Embrace history; reflect from where
you've evolved - creates nostalgia

Recognition as “art”

Meaningful, varied options for
different groups

Not ‘one size fits all’

Q: What’s special in your organization
that’s motivating to donors?



- St. George and the dragon

- Sword = symbol from myth

- Glass sword encased in glass
- Strong visual appeal, artful

- Donors feel strongly valued,
honoured

Donor Reception & Ri

Wednesday, October 24, 2012
530~ 7:30 pm

ﬂh&y .
RSVP: dryan@nge. on.ca or 416.533.9481 by October 17

e - Historical
(sword) mixed
with current
(house crests)




MORE
PERSONAL,
THE BETTER!

2. Have a holistic
approach

e Personalize recognition
wherever possible

 Evolveplaques wuse
quotes, photos,E>etc.

e Express donor values
* Create a connection
e Honour & pay tribute
* Create ‘ethos of
giving,” inspire others

Q: Who motivates others to
give?

Include a story & photo.
Pay tribute, create donor
engagement and pride.




3. Be creative!

RSGC's Ketchum community hall:

e Heart of school |, prime recognition space
e 'Outside the box' approach

e (Ceiling & mantle: untraditional

e Large scale, stand out, exciting!

e Sense of engagement and value

e Permanence, focal point

 Mantle elevates important group .. .sends a
strong message of value

Q: Where can you introduce some drama or impact?

12



CREATIVITY
COUNTS!

Carpe diem.

on is not the filling of a pail, but the lighting of

1t exeept 1n the impact it has on othe;

RSGC used a ceiling, fireplace mantle and historic
table to honour its heritage & donors!

11






4. Exceed donor expectations

e Interactive recognition - unexpected!

e Multimedia, expressive of values, interests
* Honours & engages community

e Flexible & changeable

e (urated donor/ visitor experience

* Variety of content: educational +
recognition

 New content brings people back

Q: How can you not just serve donors, but also
delight and engage them?

14



FOCUS ON
YOUR
DONORS

Welcome image of RSGC's front door. Options enable visitors
select where they want to go, prompting options
according to selections.

13



HONOUR
EXPERIENCES

5. Embrace how spaces are used

Location of low perceived value not meaningful

Spaces link to experience, carry emotional
weight

Consider what's evocative & sacred

Value from related experiences — acknowledge

where important events and moments occur . . .

Use spaces to represent your institution —i.e.
entrance to a special space, statue of founder,
garden that visitors enjoy, etc.

Q: Where are meaningful experiences occurring?

16



Outdoor wall area is desired recognition?
Yes, because their young son
loved playing ‘wall ball” with friends!

Value can be determined by a space’s
impact, even more than by square
footage, visibility or volume of traffic.

15



ADVANCE
CULTURE OF
PHILANTHROPY

6. Highlight desired behaviours
 Important/valued donors...what are they
doing that's special?
* Multi-year or monthly supporters
* High value cumulative donors
e 3" party organizers, etc.
* Honour donors while inspiring others
* Means to build desired outcomes
e i.e.increase longterm donor value

Q: What impactful behaviour do you want to
encourage?

18



ADVANCINGA
CULTURE OF
PHILANTHROPY

Mrs. Mildred M. Howes -

. “He-sees the little,..
sparrow-fall.”

SickKids

Tribute giving can engage both com-
munity & family in recognition of a loved
one / valued contributor.

Sustainer walls effectively
honour multi-year or
legacy donors.

17



Be inclusive
* Treat donors as high end, to inspire them to act as such

* Recognize all levels of support where possible, i.e.
 Annual Report [ newsletter donor listing
- Digital / online recognition
* Consolidated group plaques

* Tailor options for specific groups
* Reflect interests to honour them meaningfully

* Leverage peer influence as a catalyst for giving

Q: Where can you fulsomely acknowledge your donor base?

20



VALUE
ALL
DONORS

Multiple recognition levels: accessible to a wider array of donors

s

Honquting Our Past i Buildin

Donor Recognition and Stewardship at RSGC

In this, Royal St. George’s unprecedented fundraising effort to fund the current campus
redevelopment, we have the opportunity to honour and recognize our donors in new,
unigue and meaningful ways.

To that end, the College has developed both recognition and stewardship benefits for
donors to the Campaign and who support the College on an ongaing basis via the annual
fund.

Donor Recognition

The following levels represent milestones at which our donors will receive notable
recognition benefits.

Giving Levels Giving Ranges
Visionaries’ Circle $1,000,000+
Founders’ Circle $500,000 - $999,999
Governors’ Circle $250,000 - 5499,999
Headmaster’s Circle $100,000 - $249,999
Georgians’ Circle $50,000 - 599,999
Knights’ Circle $25,000 - $49,999
Dragons’ Circle $10,000 - 524,999
Friends’ Circle $5,000 - $9,999
Donor Acknowledgement

All donors to the College — whether supporting the Campaign or annual fund — will be
included, at their applicable donor recognition level, in the electronic donor recognition
installation to be located in the Theatre Lobby of the See House additon,

Donors at the 525,000 level and above will qualify for listing on the physical recognition
wall, to be located on the Patrons’ Terrace, the elevated area surrounding the outside
entrance to the Chapel. Donors can qualify with 2 coggne donation or via cumulative

Biving. =y

Group thank
you -
enforces
affiliation &
identity

19



Maximizing your opportunities . ..

* Stand for quality

* Showcase history, honour community of
donors over time

* Incorporate meaningful symbols tied to
mission = nostalgia

* Be creative —think beyond mere plaques

* Add depth —share donor stories & values
* Seek to surprise & delight your donors

* Show appreciation for donors of all levels

21



Richard Howes
Richard@presidentialenvironment.com

Caroline van Nostrand, CFRE
caroline@vannostrand.ca

www.presidentialenvironment.com
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Marian Johnson
Senior Manager, Stewardship and Donor Engagement

WOMEN'S COLLEGE
HOSPITAL FOUNDATIOQON

Health care for women REVOLUTIONIZED


Presenter
Presentation Notes
Thank you Caroline. 

Finally we will hear from Marian Johnson.

Marian is the Senior Manager of Stewardship and Donor Engagement at Women’s College Hospital Foundation in Toronto, where she oversees the strategy, design & development of multi-year, multi-tier programs to engage donors and sustain positive and mutually-rewarding relationships with donors, while exercising values of integrity and authenticity. Marian has worked in the non-profit sector for over a decade, with the majority of those years spent at multiple Toronto-area hospitals.

Marian has a BA in Sociology from McMaster University and achieved a certificate in Non-profit & Voluntary Sector Management from Ryerson University in 2010. She has completed the Canadian Association of Gift Planner’s Original Gift Planning Course, the Harvard ManageMentor Development Series and the LEADS in a Caring Environment Learning Series. 

Marian lives midtown Toronto. She enjoys cooking, entertaining, all things arts and culture - especially opera, ballet and her book club, and spending time with her extended network of family and friends. 

Marian will share how by creating a culture of gratitude, she has been able to adapt and employ the principles of best practices in an organization that as a whole doesn’t have the traditional mechanisms to support them



Donor Relations Best Practices

ADRP Canadian Regional Conference
May 26, 2017

Marian Johnson
Senior Manager, Stewardship and Donor Engagement
Women’s College Hospital Foundation

WC
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Guiding “Thankfulness may consist merely of
: words.
Philosophy

Gratitude Is shown In acts.”
- Henri Frederick Amiel

WOMEN'S COLLEGE
HOSPITAL FOUNDATION




Traditional Model New Model

The old “gold standard” * The gift represents the
includes a thank you beginning

letter and phone call (48 * Highly customized and
hrs) unique

e About engagement

Static recognition (two-way dialogue)

Recognition represents e Recognizing lifetime
end of a process with a contributions (time,
donor talent, treasure)
Recognition vehicles are * Authentic
stand-alone and non- e About donor impact
changing

WOMEN'S COLLEGE
HOSPITAL FOUNDATION
Health care for women | REVOLUTIONIZED



Objectives

Ensure an equitable and consistent
experience for all donors through
personalized recognition at all giving levels
and providing opportunities for engagement
to all donors

Create a culture of organizational
gratitude through a thoughtful and
sustainable framework for stewardship and
recognition to inform the post-campaign
donor relations program centered on growing
donor engagement

Reflective of WCHF values: Respect,
caring, integrity and partnership — through
authenticity and accountability

WOMEN'S COLLEGE
HOSPITAL FOUNDATION
Health care for women | REVOLUTIONIZED



i A N A i A ) H & H
Stewardship & Donor Engagement Deliverables 33 § H i3 gi i3 He 32 HH E i} H H H
i : H a i1 i “t i 3 ] H i gt i
H i H
P— * * * * * * * * * * * *
[ ——— * * * * * * * * * * *
[ — * * * * * * * * * * * * * * * * * * * * * *
e * * * * * * * * * * *
o Tk ot -t * * * * * p— * * *
P ——— * * P n—
* * * pr—
* * * * * * *
[ ———— *
[T * *
[T—————— * * *
[ * * * * * * * * * * * * * * * * *
® [ ———— * * * * * * * * * * * * * * * * * *
ecies st cap et Do 52401 * * * * * * * * * * *
ects dplcpy et * * * * * * * * * * * * * * *
[SSRR————— * * * * * * * * * *
[ ——— * * * * * * * * *
E ® * * * 0 * *
sson
X ( ! I I ( ! n ( ‘ ! [ A ———— * * * * * * *
RN — * *
[ITPR—— * *
[ E— * * * * * * *
—— * * * * * * * * * * * * * * * * * * * *
[S——— * * * * * * * * * * * * * * * * * * *
ot i Y * * * * e * ©
e — * * * * * * * * * *
PR—— * x *
L —— * * *
[re— * * * * * * * * * *
coortstseranprin * * * * * * * * * * * * *
R— * * * * * * * * * *
e * * * * * * * * * * * * * *
[—— * * * * *
s i G e g i * * * * * * * * * * * * * * * * * * * * *
[ ——] * * * * * * *
[ ————— * *

WOMEN'S COLLEGE
HOSPITAL FOUNDATION

Health care for women | REVOLUTIONIZED




Fi

rst Time Gifts

All Gifts Received

Online

- ANfirst time conors (excentin
memery tribute] receive: thank you
phore call from DC, Stewarcship or
assigned ST Maneger, rezardiess
ofptsize

|Mariar, Jun, Britt, Catherine, etc)

i
- Reak-time notification received by
several Foundation staff members

- Donor receives automatic thank
you letter ang tax receint iz email
|2 emais)

. A

- A1l first time danors to receive
tiered weicome kit / welcome
Seckage within 1-2 months of first
i [s22 weicome Package

- Wekome packages will be sent
‘out once per month, ased on
manthly first-time donor report

——

- First time donors $100+ to receive
folicw-up phane: cal from Staft
Mamager 3-€ weeks after receipt of
weicome package

- If contact made, donor o be
personally invited

special jetter for Kathy Hey's
[ sgnenure.

- i the piftis 5,000+, th donar is
£ receive ndditional mailed thark
you letter. L, Stewardship qeates

- DC, Stewardship scans signed
letters into M crive and places in
il outoox

AN

p

4

- DC, Stewarcship reviews 8l onine
gifts and identies assigned conors
&nd potentisl new prospects,
notifies the staff manager o trigger
thark you calls

—

proup engagement event, and
entered into appropriste
ctmwardchip ziresm | permacode
Eroup

- If contact attempt unsuccesshl -
Bction trigeer set for second
attempt wathin 1-2 weeks

- If second contact attem,
unguccesstul, donar remaing in DM
comms stream 0.0 0r 1.1
permaccae]

|

-

- o staff manager exists, but the
Eiftis 5100+, DC, Stewarcship
ither aszigns to staff manager or
mizkes the thank you cail ance the
Eift hes Deen recondiled with RE

- Hthe giftis 35200, but i frst
time doncr, then Britt makes 8
thani you call

- o€, Stewardship zencs cut £5k
rotification ta trigger thark you
calls from Kathy or Staff Manager.
Wency to create call sheet for
Kathy's calls.

- DC, Stewardship or Staff Manager
(orD) to enter call action and amy
relevant donor notes inRE.

A "y

Gift Received by
Mail (>$5K)

—_—
- Office Manager sorts mail and provices.
copies of gift back-up to DO, Donor Services

| | for processing
~D0, Donor Services processes gift &

tes tamoiste acknowieczement
Ietter with tax receipt within 48 hrs

—

Sy

- Office Manager also provides copies of
gift back-up to DC. St=wardship for gits
400+ for thank you call assignments.

- If St manager exists, DC, Stewardship
assigns cals if o staft

volume, DC, Stewardship creates thank you
call schedule for staft.

- Staff manager {or DO) making thenk you
call updates donor's AE record.

- <5100 Office Manager receives letter &
receipt for mailing
[ - 5400+ DC, Stmwardship receives letters for
any customization & non-Custom etters for
Kathy's signature.
| ——

-<5100 letters mailed by Office Manager
-$100+ nuztom letters reviewsd by Staff
Manager or DO [Kathy

|| -DC. Stewarcship prints firal stomizes
letters anc provides o Kathy for signature
-DC, Stewarcship scans signed custom
letters into M Drive

e 000/

Gift Received by

Gifts of Stoc!

- D, Stewardship senes out S3k+
natification to trigger thank you calls
from Kathy or Staff Manager.
Wendy to creste call shest for
Eathy's cails.

- Staff Manager or DO toenter call
action and any relevant donor notes
inRE

)

- D, Stewardship cremtes special
Ietter(z] for kathy Hay's signaure
(new) ar Staff manager [piedze
payments] see 5L proceaune &
cneckist]

- Letter reviewed by Staff Manager
DO

- D, Stewardship prints final letter
des to

- D, Stewnrdship scans sgned
ters i M et and oz in
il outbax

- Securities
Mail (55k+)
Transfer
-
- Office Marager sorts mail and - Dffice ar or CED
orovides :‘:m;:sm ““‘:g‘b'a — mﬁmmnnmm
[ | Donor Services
- D0, Donor Services confirms gitt
sliscation with Staft Lian -
arocesses ot & zenerstes tax
receipt within 48 hrs —
. -CFD oversess sdministration
of gt of stock f transfer of
— securities and notifies
o Manager & DC, Stewardship

andfor DO, Donor Sendces

New Pledges

Tribute Gifts

{Hon, Mem,
THANKS)

Planned Gifts

- Seaff Manager or 00 {kathy) o

- Gift processed by reguler
[ process according to amount

- New Estate gits: Office
Manager sorts mail and

2 ‘whather oy mail or online — ez of Extate
— ;n mwm“:mbfumr . informetion to CFO or FO
preparation of Gift Agresment e - e
. s A
- Office Manager
i —
. mmnm!mmm ancer - CFO crestes astates recordin
N Fi ; RE2nd hard file
|— - o, Stewardshia proats card [ P y——
- Signed gift agreements are to be =g scinawledgement [ thank you
provided to Stewardship & Donor - Cefice Manager celivers or lester to Estate for receiot of
| Engazement team to trigzer s2ncs i recipient. natfizati
ip RE Acti i A A e —

GA RE Coding procedure]

k. v

'O

- DC, Stewardship creates special
lettzr for Kathy Hary's signeture

- Letter reviewed by Staff
Manager or DO {Kathy]

- DC, Stewardship prints final
letter and submits for signature.
Britt scans signed letters into M
Grive and piaces in mail cutbox

A S

- For Give with THANKS, Oﬂine
Marsger tracks el
certificates, First ime unﬂ 0
time pin recipients.

s

- For lange-volume trigutes,
Maneger, Stewardship or Staft

L Marager, tracks ancl
reconiles gifts received to
finise with honcuree or NOK

. J

- CFO becomes angaing

contact for actate

{— aaministration and
communication with

executors [ trustees

S

- Gifts recehved from Extates
L processed by reguler process
stream according to amounk

N
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The
Gratitude
Experience




The
Gratitude
Experience

Welcome to/
thank you for
being part of our
family
Celebrating community

support for WCH/
\/CHF

You’re a
Life-Changer

Impact of philanthropy
on patient outcomes

Patient stories, medical
research stories, etc...

Meet the WCH
family
Profiling doctors,

nurses, patients,
donors

Pilot June 2015 to June 2016 and onwards since

Together we made
this possible/
welcome!
Celebrating the grand

opening of the new
hospital

WC

WOMEN'S COLLEGE
HOSPITAL FOUNDATION

Health care for women | REVOLUTIONIZED



he future of healthcare
is here

Celebrating a decade
of transformation
2006 - 2016

-~ ¢
Nadine’s
story Hospital is the place that helped her

her whole life: the ability to believe
in herself.

A panart o WO s Wormans Mantal Heath g, tadoe:
Oy e el et e e o e Pl
T S

3o,
of lamaca s rewed 10 Caricd 5 Fcace e atane she wat

e had fourd sahemy and hope i ber e couing the e
of e it oyt e hes aetshe shegggied 10 ey b
WA o the 1, 0 st A1 CO 1 Sy 41 Bt

Nadine’s Lomdy Socice ehered e 1o e’ Colege

Pepital, whese she began ek sesson weth ikt

T L
toruncd

w0 v
erviroement, WEH prttd 10 be ot peefect Bt o ndine

A el 50
g re. Now!' | know I'm
and I'm not afraid 1o talk

a thappened to me. I've
o just balieve in myself
ed value —my value”

THE FUTURE OF (=
HEALTH FOR WOMEN-

IS BOLDER AND BRIGHTER
 THAN EVER BEFORE.

— B, i, e -

WC
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The Donor
Experience

WOMEN'S COLLEGE
HOSPITAL FOUNDATION




KNOW ANYONE CLOSING THE

SINCE 2006, OUR 22,000-STRONG DONOR FAMILY HAS
RAISED $77 MILLION TO HELP BUILD THE NEW HOME OF

s, i e P i ' “ WOMEN'S COLLEGE HOSPITAL, A STATE-OF-THE-ART
- N oty ' e ' WY ¢ FACILITY WHERE WE ARE CLOSING THE HEALTH GAP
= i L - = - 4 FOR WOMEN AND THEIR LOVED ONES.
o ot - ) v IT WOULDN'T BE POSSIBLE WITHOUT YOU
E . | |

— THANK YOU.

iThanklyouCIBC.

N S —

Thanks to the leadership and genercsity of breast health champion CIBC, women across Canada are living to see
their children grow up and their dreams realized. Women like Nara and her 13-year-old daughter.

With $1.7 million toward breast cancer research and treatment at Women's College Hospital, a global
leader in advandng the health of women, CIBC Is empowering women everywhere to make the

best dedsions for themsehves and their familles. For Nara, that meant accessing genetic testing that
revealed her high risk of developing breast cancer and preventive surgery that virtually eliminated
that risk — all under one roof at WOH, the hospital she says gave her the gift of life.

WC

WOMEN'S COLLEGE
HOSPITAL FOUNDATION

Health care for women | REVOLUTIONIZED

CIBC, from our family to yours - thank you. You are life-changers!

Learn more, visit: www.wihf.ca

JOIN CIBC AND BECOME A WOMEN"S COLLEGE HOSPITAL LIFE-CHANGER.
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legacy of innovation,
nerosity and transformation

-+ 130 years, Women's College Hospital's

dinary legacy of achievement for the health
has been driven forward by the
determination and commitment of

 saonsnany donos famly. Thark you forjoining us and becuring partof the

sty and future of Women's College Hospital!

Help us serve you better!

Please take a few moments to 1ill out this survey and
return to us in the enclosed pre-paid envelope

Share your Women's College Hospital story

Do you have a special story youd ke lo share about your
oxprriences with Women's College Hospital or why you
chose to donate? lf 50, piease use the space below of
‘Gontact Emily Dontsos at 416-323-6323 ext. 3798 S
‘emily.donisos @weho: pital.ca.

\\Jelcome
othe

fam

WOMEN'S COLLEG
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Challenges

* The great resource challenge
 How do we continue to achieve all this?

* Physical recognition systems

 Traditional recognition systems — plaques, a donor
wall, etc. have been a real challenge to put in place!

* The doors to our new building opened in September
2015, and we don’t yet have a donor wall!

WOMEN'S COLLEGE
HOSPITAL FOUNDATION
Health care for women | REVOLUTIONIZED



e Strengthened communications

* Refreshed programming
nghhg hts . Uptake in donor engagement

* Revitalized annual giving program

« Amazing donor feedback

HOSPITAL FOUNDATION




A grateful

Thanks for the “cuppa’...
donor story

EEEEEEEEEEEEEE
OOOOOOOOOOOOOOOOOO
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Creating a
Culture of
Gratitude

 Good donor stewardship is everyone’s job
« Authenticity and creativity

“People will forget what you said, people will
forget what you did, but people will never forget
how you made them feel.”

~ Maya Angelou

WOMEN'S COLLEGE
HOSPITAL FOUNDATION
Health care for women | REVOLUTIONIZED
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Marian Johnson
Senior Manager, Stewardship & Donor Engagement

Thank you! Women’s College Hospital Foundation
T. 416-813-4741 | E: marian.Johnson@wchospital.ca

Web: www.wchf.ca | Twitter: @wchf

WOMEN'S COLLEGE
HOSPITAL FOUNDATION
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* Let’s talk about...

Recognition

Your Connection to
Stewardship


Presenter
Presentation Notes
Thank you Marian, and thank you all.

Here’s where it get’s interesting. Let’s take a look at how each of you approaches three of our biggest areas of work with the application of “best practices” adapted to meet your specific needs.

First, let’s talk about recognition. 

Malika – Has your matrix helped with organizational buy-in for the need for recognition

Caroline – When competing with other organizations for donor dollars, what’s the distinction (how do we balance) between more meaningful and just plain more recognition?

Marian – From an issues management perspective, how do you address the questions I’m sure you receive around the delays in physical recognition, given that you’re a hospital that has been open for 18 months and you have no donor wall?


* Let’s talk about...

Engagement

Your Connection to
Stewardship


Presenter
Presentation Notes

Malika – What have been the most effective tools for engaging when dealing with internal and external constituents, as well as your donors as a community?

Caroline – What has been the response of expanding engagement tactics beyond the donors to include family, associates, and community connections?

Marian – By focusing on creating experiential opportunities for your donors, what changes are you seeing in regards to overall engagement and retention of your community?



* Let’s talk about...

Reporting

Your Connection to
Stewardship


Presenter
Presentation Notes
Malika – With the breadth of your organization, can you talk about how you manage gathering information and reporting back to your donors?

Caroline – How can an organization apply these engagement tactics/metrics into effective donor reporting? 

Marian – Given the creativity of your engagement techniques, do you find that you are treating donor impact reporting differently? 






Jessica Veitch *Th an k yo u !

Sinai Health System Foundation
jessica.veitch@sinaihealthsystem.ca

Malika McCray
Union of Concerned Scientists
mmccray@ucsusa.orq

Caroline van Nostrand
caroline@vannostrand.ca

Marian Johnson
Women'’s College Hospital Foundation
marian.johnson@wchospital.ca

Your Connection to

4 -S-te'u;élﬂrdship

RP
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