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LEVERAGING PROSPECTING, DATA, AND 
ANALYTICS

Essentials and Innovations in 
Prospecting

Prospecting often looks better on paper 
than in practice. Prospecting resources and 

strategies change every day. From new 
sources to new techniques, fundraising 
shopsðand especially planned giving 

efforts ðneed to execute daily tactics while 
looking out for innovations that will 

improve the future. Join this interactive 
session to see how new tricks with data 
and analytics, including approaches to 

social media resources, are shaping our 
fundraising futures . 



SURVEY THE AUDIENCE

Organization details

Å Type, size, location, mission, etc. 

How many have ñprospect managementò, ñédevelopmentò, 
ñéanalyticsò?

Å In their title? On their team?

Å In their responsibilities?

Å How large is the team?

What system(s) do you use?

Where does planned giving resideé

Å Major Gifts?

Å Chief Development Officer?

Å Other?







EFFECTIVE FUNDRAISING

Å wŜǾŜŀƭǎ ŀƴŘ ŘŜƳƻƴǎǘǊŀǘŜǎ Ƙƻǿ ǘƘŜ ǇǊƻǎǇŜŎǘΩǎ ƛƴǘŜǊŜǎǘǎΣ 
motivations, life goals, and/or firmly held beliefs are met 
through the work and vision of the nonprofit.

Å LŦ ȅƻǳǊ ǎȅǎǘŜƳ ŘƻŜǎƴΩǘ ŦƻŎǳǎ ƻƴ ǘƘƛǎ ƻǾŜǊƭŀǇΣ ȅƻǳΩƭƭ ƘŀǾŜ ƭŜǎǎ 
movement.

Your Organizationôs 

Vision

Your Prospectôs 

Values



WHAT DO WE MEAN BY ñPROSPECTINGò?

Prospect Development Division of Labor for Your Organization

Responsibility and Focus of Administrator and Arbiter Roles

VPïMajor Gifts Role (Arbiter)

Prospect 

Management/Research/Analytics 

Roles (Administrator)

Prospect Management System Activity

Prospect Tracking Portfolio Management Moves Management

Prospectôs Status in Cycle

Identification Cultivation Solicitation

Analytics



PROSPECT DEVELOPMENT SYSTEM ESSENTIALS

Core aspects for prospect development system:

Á Assignment
Á Ratings

Á Activity Tracking

Á Solicitation Plans

Activity Solicitation Plan

Completed Planned

Rating(s)

Capacity

Inclination

Planned

Major

Annual

Assignment

These need great data, analysis, and support to be effective



WHAT IS ñANALYTICS?ò

ÅAnalyzing constituencies

ÅSegmentation and scoring

ÅBuilding models to predict 
constituent behaviors

ÅEvaluating and forecasting program 
performance using relevant metrics

Looking Back

ωConstituents

ωProgram

ωResults

Looking Forward

ωConstituents

ωProgram

ωPotential



AND, EVERYONE IS DOING ITé



determines 
who should 

be 
researched

filter
determines 
who should 

be seen
qualify

determines 
who should 

be 
cultivated

discover

Þ Predictive modeling

Þ Wealth Screening

Þ Peer review

Þ Surveys

Þ Prospect 

research

Þ Rating and 

assignment

Þ Gift officer

Þ Student 

ambassador

Þ Leadership 

annual

Þ Events

ANALYTICS IMPLEMENTATION 



BENEFITS FOR DATA - DRIVEN PROSPECTING

1) Behavior! 

2) Risk management (time wasted; time targeted; 
opportunities missed)

3) Leveraging great research and insightful analytics

4) Managing complex portfolios with simple processes

5) Unified and consistent communication with 
constituents

6) Prioritization of major and planned gift prospects

7) Keeping on track with cultivation

8) Fresh and valuable data for all programs to leverage

9) Enabling research to support gift officer work



TRACKING IN THE SYSTEM

Develop the coding structure

ÅRelationship types

ÅClassifications and stages

ÅCultivation strategies and 
proposals

ÅContacts: types, strategies, 
and reports

ÅProspect research 
information

ÅData, data, data!

Why do we care? Without this, there are no 
analytics!



RESEARCH & DATA

ÁData have become (mostly) a 
commodity

Á²ƘŀǘΩǎ ƛƴ ȅƻǳǊ ŘŀǘŀōŀǎŜ ƛǎ 
yours, but most of the rest is 
available (for a price)

ÁThe commoditization of data 
has made parts of research a 
product more than a service

ÁThe trend is toward research as 
a part of management and 
analytics

ÁA great site with links:

http:// staff.lib.msu.edu/harris23/
grants/prospect.htm

http://staff.lib.msu.edu/harris23/grants/prospect.htm


DONOR BEHAVIOR



DONOR MOTIVATION SHOULD MOTIVATE US

ÅWhat motivates their giving?

Å²ƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ƛƴ ǘƘŜƛǊ ƭƛǾŜǎΚ

ÅWhat is on their horizon?

ÅWho could best help move the needle? 
Do we know this?

Å{ƻƳŜǘƛƳŜǎΣ ŘƻƴƻǊǎ ǿƻƴΩǘ ōŜ ƳƻǾŜŘΦ

ÅGreat analytics factors in context



WHATôS NEXT FOR PROSPECTING (AND 
ITôS IMPACT ON PLANNED GIVING)



SOCIAL CRM IS TAKING OVERéARE YOU READY?

The totality of the data you 
gather, store, curate, and use 
to maintain and manage 
relationships

Enterprise CRM: Focus on 
internal constituents

Social CRM: Focus on external 
constituents 

Parts, pieces, or the whole 
party



ALL OF US HAVE SOME FRAMEWORKé

Databaseof 

Record

2nd Data Set
3rd Set

EXTERNAL (Social)

INTERNAL (Enterprise)

The CRM application is the 

tool(s) used to gather and 

share data, represented by this 

yellow  line.

4th Set

This one is 

the problem



MOST OF US DONôT YET HAVEé

é.data services for leveraging 
Facebook, Twitter, Instagram, and 
LinkedIn data

é.real- time data models

é.workflow engines to push 
movement through the system

These tools are available, but 
can/should we get them?



CONSUMER EXPECTATIONS

More and more like Amazon, 
Facebook, and your bank
Å Training manuals are 

antiquated

Å Training videos on YouTube; 
testing to gain access

Å Tools that help raise money 
(esp. social media)

Å Tools that synch with contact 
lists and smart devices

Thing #1 Thing #2

1.5 M 1

$300B $600B

$1B $4B



THE I PHONE PROBLEM



WHICH LEADS TOéTHE HYPE CYCLE



CAUSING AN EXPECTATION OFé.

Greater 

Data 

Integration



BECAUSE WE GET IT, WE WANT IT

Å.ƛƴƎκDƻƻƎƭŜ ŦǳƴŎǘƛƻƴ άǿƘƻ ƛǎ Ƴȅ ōŜǎǘ ǇǊƻǎǇŜŎǘ ŦƻǊΧΚέ 
όƻǊ ōŜǘǘŜǊ ȅŜǘ ά{ƛǊƛΣ ǿƘƻ ƛǎ Ƴȅ ōŜǎǘ ǇǊƻǎǇŜŎǘ ŦƻǊ ŀ /D! 
ǘƻŘŀȅΚέ

ÅLog-in triggers strategic action/workflow

ÅConstituents as active here as on Facebook (or via 
Facebook)

ÅAll CRM tools leveraged by all audiences



THAT TYPICALLY MEANS WE WANTé

Even 

more 

experiences 

like our 

consumer 

applications

ΧΦάLΩŘ ƭƛƪŜ ŀ ƭŜǇǊŜŎƘŀǳƴ ǊƛŘƛƴƎ ŀ ǳƴƛŎƻǊƴ ǘƻ Ƙƻǎǘ Ƴȅ с-year ƻƭŘΩǎbirthday, please. 
L ǎŀǿ ƛǘ ƻƴ άwŜŀƭ IƻǳǎŜǿƛǾŜǎέ



WHICH MEANS WE WILL ALSO NEEDé

Increasing securityé

which means more investment (our lunch topic)



HOW TO MANAGE EXPECTATIONSé

(Solving or more of) the iPhone Problemé

ÅNumber of Employees Designing Solutions:

ÅGoogle: has more than 10,000 developers!

ÅApple: has thousands of developers among its 
50K employees in the US (not to mention tens 
of thousands of app developers not on the 
payroll)

ÅAmazon: 3,000 of their 132,000 employees are 
developers

Å̧ ƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴΥ мΚ нΚ оΚ пҌΣ ƛŦ ȅƻǳΩǊŜ ƭǳŎƪȅ



SO MAYBE WE SHOULD GO BACK TOé

The basics still apply (behavior, disciplineé)

ÅAccuracy, Speed, Volume

ÅBalancing the spinning top

ÅManaging the cycle and expectations

But first let's see what cool things are out there...



WHAT DATA ARE NEW?

For the most part, there are no new sets of bio -
demographic data, outside of social media driven 
details.

However, a few things, like reverse phone look -ups, 
are harder.

Whatôs really new, though, is what we can learn 
from social media dataé



SOCIAL MEDIA: WHERE ITóS ATé



TRACKING YOUR AUDIENCE

Goal to understand:
Å Engagement Rate
Å Depth of Interest
Å Response to different types of content
Å Patterns in response
Å Reach and influence



DATA TO GET DONORS


