
Thank you for downloading this presentation! Please stay connected: 
 
dvorit@hopeconsulting.us 
@hopeinsights on Twitter 
 
Some notes: 
 
1. I was grateful for a full room, an engaged audience, and a lighter load for my return trip. If you missed the 

chance to pick up our impact-driven fundraising guidebook for nonprofits, your free copy is available 
ŜƭŜŎǘǊƻƴƛŎŀƭƭȅ όŀƭǊŜŀŘȅ ммΣллл ŘƻǿƴƭƻŀŘǎΗύ ƻǊ ƛƴ ƘŀǊŘŎƻǇȅ ōȅ ƛƴŘƛǾƛŘǳŀƭ ƻǊŘŜǊ ŀǘ ŎƻǎǘΦ ±ƛǎƛǘ ƻǳǊ ǇŀǊǘƴŜǊΩǎ 
website: www.guidestar.org/moneyforgood  
 

2. ¢Ƙƛǎ ǎŜǎǎƛƻƴ ǿŀǎ ƻǊƛƎƛƴŀƭƭȅ ŀŘǾŜǊǘƛǎŜŘ ŀǎ ά¢ƘŜ Ϸнл .ƛƭƭƛƻƴ /ƻƳǇŜǘƛǘƛƻƴΦέ  LǘΩǎ ƴƻǘ ŜǾŜǊȅ Řŀȅ ǘƘŀǘ ǎƻƳŜƻƴŜ ŦƛƴŘǎ 
ŀƴ ŜȄǘǊŀ Ϸнр ōƛƭƭƛƻƴ ƭŀȅƛƴƎ ŀǊƻǳƴŘΣ ōǳǘ L ƎǳŜǎǎ /!{9 ƳŜƳōŜǊǎ ŀǊŜ ƭǳŎƪȅ ƭƛƪŜ ǘƘŀǘΦ άIŀǇǇȅ ±ŀƭŜƴǘƛƴŜΩǎ 5ŀȅΣ 
ǎǿŜŜǘƛŜΗ ¢Ƙƛǎ ƻƴŜΩǎ ƻƴ ƳŜΧέ !ƴ ƛƭƭǳǎǘǊŀǘƛƻƴ ǊŜǇǊŜǎŜƴǘƛƴƎ ƻǳǊ ŘƛǎŎƻǾŜǊȅ ƻŦ ǘƘƛǎ ƳŀǊƪŜǘ ƻǇǇƻǊǘǳƴƛǘȅ ƛǎ ŦƻǳƴŘ 
on slide 22. 
 

3. For the purpose of this presentationτand in spite of the nuances to each word, which I do love to parseτI 
will be using the words impact, performance, and effectiveness interchangeably.  
 
 

About Dvorit Mausner: 
 
 As Change Strategist with Hope Consulting, a San Francisco-based, social-sector focused, boutique strategy 

consulting firm, Dvorit establishes knowledge of social issues and implements change initiatives by crafting 
and coordinating the ŦƛǊƳΩǎ ŀǇǇǊƻŀŎƘΦ {ƘŜ ŎŀƳŜ ǘƻ /ŀƭƛŦƻǊƴƛŀ ǿƛǘƘ eight years of fundraising experience for 
the University of Pennsylvania, where she developed a deep understanding of donor behavior, community 
development, and communications strategy. As a manager and front-line fundraiser for The Penn Fundτ
tŜƴƴΩǎ Ϸолa ŀƴƴǳŀƭ ŦǳƴŘ ŦƻǊ ǳƴŘŜǊƎǊŀŘǳŀǘŜ ŜŘǳŎŀǘƛƻƴτDvorit set numerous records each year in donor 
ǇŀǊǘƛŎƛǇŀǘƛƻƴΣ ŘƻƭƭŀǊǎ ǊŀƛǎŜŘΣ ŀƴŘ ƭŜŀŘŜǊǎƘƛǇ ǎƻŎƛŜǘȅ ƳŜƳōŜǊǎƘƛǇΦ Lƴ ŎƻƴƧǳƴŎǘƛƻƴ ǿƛǘƘ tŜƴƴΩǎ ŎƻƳǇǊŜƘŜƴǎƛǾŜ 
$3.5B campaign, Making History, Dvorit served as a leader in the design and implementation of the young 
alumni engagement strategy, yPenn, which included over 50 events across the world, reaching more than 
1,500 alumni in less than two years. She has shared her expertise during conferences and webinars of Ivy+ 
Annual Giving, CASE Districts II and V, The Chronicle of Philanthropy, and MCON12, and is quoted in the 
upcoming book, Cause for Change: The Why and How of Nonprofit Millennial Engagement. 
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We would welcome the opportunity to work with you and your institution. Contact 
Dvorit Mausner, dvorit@hopeconsulting.us, and mention that you attended the Case 
8 Conference! 
 
As an example of our work directly relating to advancement, we recently completed a 
project advising a major US foundation on its efforts supporting community 
ŦƻǳƴŘŀǘƛƻƴǎ ǿƛǘƘ ǘƘŜƛǊ ǇƭŀƴƴƛƴƎ ƻŦ άƎƛǾƛƴƎ Řŀȅǎέ ς a trending initiative in the 
fundraising landscape that some of you may be trying at your own institutions. This 
was an interesting opportunity for us, and one that will work to maximize their 
impact with significant cost savings. 
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The full reports, summary findings, and more are online at www.hopeconsulting.us 
and with additional resources at www.guidestar.org/moneyforgood. 
 
From Money for Good I, the motivations of American donors will be the significant 
ŦƻŎǳǎ ƻŦ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴΦ ²ŜΩƭƭ ǊŜǘǳǊƴ ŀǘ ǘƘŜ ŜƴŘ ƻŦ ǘƘŜ ǎŜǎǎƛƻƴ ǘƻ aƻƴŜȅ ŦƻǊ DƻƻŘ LL 
when we look at donor interest in specific information on giving. 
 
Originally, we were funded to do only one phase of research, but this extended into a 
second round once we (our firm, our funders, and the social sector community at 
large) realized how much left there was to study and understand, and that the desire 
for our work was so great. 
 
The reason that this research is so valuable to the field is because it is the first work 
ƻŦ ƛǘǎ ƪƛƴŘ ǎƛƴŎŜ мффтΩǎ ά¢ƘŜ {ŜǾŜƴ CŀŎŜǎ ƻŦ tƘƛƭŀƴǘƘǊƻǇȅΣέ ŀƴŘ ǘƘŜ ƭŀǊƎŜǎǘ ǘƻ ŘŀǘŜΦ 
Another unique quality is the focus on affluent donors, specifically.  
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These were segments discovered through our research, a new way to parse your 
alumni rather than by demographic (age, location, etc.) or giving history (LYBUNTS, 
SYBUNTS, etc.). Here, individuals are segmented instead by their general donor 
motivations: what inspires philanthropy within them. 
 
It is possible that one person has multiple motivation-segment profiles within him or 
herself, certainly, BUT, the data on the next slide shows that actually, motivations are 
fairly separated into silos. It is from these concentrations of discrete motivations  that 
we formed these categories. 
 
άwŜǇŀȅŜǊέ ƛǎ ǘƘŜ ƭŀǊƎŜǎǘ ǎŜƎƳŜƴǘΥ ǘƘƻǎŜ ǿƘƻ ǇǊƛƳŀǊƛƭȅ ƎƛǾŜ ōŀŎƪ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ 
gratitude they feel for an impact made on them or loved ones. If you have had a 
ŎƻƴǾŜǊǎŀǘƛƻƴ ǿƛǘƘΣ ƻǊ ǎŜƴǘ ŀƴ ŀǇǇŜŀƭ ǘƻ ŀƴ ŀƭǳƳƴŀκǳǎ ǿƘƻ ƘŀǇǇŜƴǎ ǘƻ ōŜ ŀ άǊŜǇŀȅŜǊΣέ 
and you touched on this sentiment of giving back what was received, this person 
likely converted into a donor. Because this is such a large segment of donors, 
ǊŜǘŜƴǘƛƻƴ ƳŜǎǎŀƎƛƴƎ ŎƻǳƭŘ ƘŀǊǇ ƻƴ ŎƻƴǘƛƴǳƛƴƎ ǘƻ άǇŀȅ ŦƻǊǿŀǊŘέ ǘƘŜ ŜȄǇŜǊƛŜƴŎŜ ƻƴŜ 
had received by studying at your school, and you would likely be speaking to the 
largest population of your current donors based on their individual philanthropic 
motivations. 
 
But these other five segments are additional donor motivations that your institution 
can work into its messaging ς particularly for your donor acquisition. In these cases, 
potential donors might not yet know the ways that you fulfill what drives them to 
ƎƛǾŜΦ LŘŜƴǘƛŦȅ ȅƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴΩǎ ǎǘǊŜƴƎǘƘǎΧ ²ƘƛŎƘ ǎŜƎƳŜƴǘ ƛǎ ǘƘŜ ƴŜȄǘ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ  
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ōŜ ƳƻǘƛǾŀǘŜŘ ōȅ ȅƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴΩǎ ǿƻǊƪΚ hƴ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜΣ ǿŜΩƭƭ ǘŀƪŜ ŀ ŎƭƻǎŜǊ ƭƻƻƪ ŀǘ 
each segment with ideas for targeting your messaging to various groups.   
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Based on these six research-based segments and the motivations within each of 
them, I make these recommendations for potential targeted audiences for whom 
these segments are most appropriate. The more we deepen our connections to 
potential donors by speaking directly to their motivations, the more likely their 
conversion to give. 
 
Young alumni are social and prefer what is easy and immediate, yet meaningful. 
 
Major donors will have the most scrutiny over the direct impact of their gift in a 
significant area, particularly a large initiative that tackles a social issue. 
 
5ƻŜǎ ȅƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴ ƘŀǾŜ ŀƴȅ ǇǊƻƎǊŀƳǎ ƛƴ ǇƭŀŎŜ ǘƻ Ǝŀƛƴ ǘƘŜ ǎǳǇǇƻǊǘ ƻŦ άŦǊƛŜƴŘǎέ ƛƴ 
the community? 
 
Parents/families and students are most familiar with the institution as it is today, and 
volunteers are key for maximizing the giving potential associated with personal 
connections. 
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[This slide is shown now in duplicate without the animations for a clearer view of the 
data.] 
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Instead of demographics, I have shared with you our new research-based way to 
segment your alumni based on motivation to be philanthropic. 
 
Knowing what makes your alumni tick allows you to tailor your messages to build 
donor support. 
 
IƻǿŜǾŜǊΗ ¸ƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴ Ƴǳǎǘ ƳŜŜǘ ŎŜǊǘŀƛƴ άǎǘŀƴŘŀǊŘǎέ ǘƻ ŎƻƴǾŜǊǘ ŀƭǳƳƴƛ ǎŜƎƳŜƴǘǎ 
ƛƴǘƻ ŘƻƴƻǊǎΧ 
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²Ŝ ŀǎƪŜŘ ŎǳǊǊŜƴǘ ŘƻƴƻǊǎΣ άIƻǿ important were each of these in your decision to 
ƳŀƪŜ ŀ ŘƻƴŀǘƛƻƴΧέ ŀƴŘ ǿŜ ŦƻǳƴŘ ǘƘŜǎŜ ǊŜǎǳƭǘǎ ǘƘŀǘ ǿŜǊŜ ǘǊǳŜ ŀŎǊƻǎǎ ŀƭƭ ŘƻƴƻǊ 
segments, without differentiation by donor motivation.  
 
In order from the most heavily weighted, we can see that the top six core donor 
preferences fit right in with educational advancement. 
 
{ǘŀǊǘƛƴƎ ŦǊƻƳ ǘƘŜ ǘƻǇΧ 
1. ¢ƘŜ ŜŦŦŜŎǘ ƻŦ ŀ ǎŎŀƴŘŀƭ ƻƴ ŀƴ ƛƴǎǘƛǘǳǘƛƻƴΩǎ ŦǳƴŘǊŀƛǎƛƴƎ ƳŀƪŜǎ ǘƘƛǎ Ǉƻƛƴǘ ǾŜǊȅ ŎƭŜŀǊΦ 

For anyone who has endured a scandal (an allegation or harmful media coverage), 
you know the importance of institutional reputation all too well. 

2. Education is hopefully a universal priority among the educated. 
3. Again, credibility is very important, and fortunately not a hard sell for an 

educational institution that provides knowledge to its students. 
4. Especially true for community colleges and institutions with many alumni that 

came from or remain in the local area. 
5. A given for our alumni! 
6. IŜǊŜΩǎ ƘƻǇƛƴƎΗ  
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{ǘŜǇ ƻƴŜΥ ¸ƻǳ ŎƻǳƭŘ ƘŀǾŜ ǘƘŜǎŜ ŘƻƴƻǊǎΧ ǘƘŜȅ ŀǊŜ ŀǇǇǊƻǇǊƛŀǘŜƭȅ ƳƻǘƛǾŀǘŜŘ ŀƴŘ ǿŀƴǘ 
to give. 
 
Step two: If you can prove that you fulfill their core preferences, then with the right 
approach you will receive gifts. 
 
Step three: When we give, we experience something unique within  ourselves, and 
also as a result of how the institution behaves. Donors relate their experience after 
ǘƘŜȅ ƎƛǾŜ ǿƛǘƘ Ƙƻǿ ǿŜƭƭ ǘƘŜȅ ōŜƭƛŜǾŜ ǘƘŜ ŎŀǳǎŜ ǘƘŀǘ ǘƘŜȅ ǎǳǇǇƻǊǘ ƛǎ ǇŜǊŦƻǊƳƛƴƎΦ [ŜǘΩǎ 
ƴƻǿ ƭŜŀǊƴ ƳƻǊŜ ŀōƻǳǘ ǘƘƛǎΧ  

11 



²Ŝ ŀǊŜ ƴƻǿ ƛƴ ǘƘŜ ǎŜŎǘƛƻƴ ƻŦ ά¢ǊŜƴŘǎ ƛƴ ŘƻƴƻǊ ōŜƭƛŜŦǎ ŀƴŘ ōŜƘŀǾƛƻǊǎΣέ ŦƻŎǳǎƛƴƎ ƻƴ 
those who give already. IŜǊŜ ǿŜ ǊŜƭŀǘŜ ƎƛǾƛƴƎ ŀǎǇŜŎǘǎΩ ƛƳǇƻǊǘŀƴŎŜ ǘƻ ŘƻƴƻǊǎ and the 
perception by donors of performance by the organizations they support. 
 
Notice that in the top right box are the areas of greatest importance to donors where 
they believe you are doing well already. Do they know these elements of your 
organization are true? Particularly for performance, to believe that the organization  
is having an impact might take some additional research by the donor to find 
supportive information. However, it turns out that this behavior is less common than 
ƻƴŜ ƳƛƎƘǘ ŜȄǇŜŎǘΧ 5ƛŘ ȅƻǳ ǊŜǎŜŀǊŎƘ ǘƘŜ ƭŀǎǘ ƻǊƎŀƴƛȊŀǘƛƻƴ ǘƻ ǿƘƛŎƘ ȅƻǳ ŎƻƴǘǊƛōǳǘŜŘΚ 
 
[ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ŘƻƴƻǊ ōŜƘŀǾƛƻǊ ǊŜƭŀǘƛƴƎ ǘƻ ǊŜǎŜŀǊŎƘΦ 
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