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· Thank you for intro and invitation to talk with you
· Topic of address is donor-centered fundraising.  We are good at institution-centered, and we need to be to ensure that our institutions succeed.  So donor-centered does not mean taking focus off institutions, but rather ADDING focus on donors with capacity to make a significant difference in our ability to achieve our goals.  We must be BOTH donor-centered and institution-centered

· Incredibly exciting time to be in public radio

· Passionate, dedicated, and growing audience

· Changing landscape in journalism with opportunities for us to expand our contribution and deepen our impact

· Belief and trust in what we do, at a time when degree of trust in some other institutions is low

· My colleagues at NPR believe strongly, as I do, that NPR has a responsibility to help raise the philanthropic profile of public radio in order to increase fundraising results for NPR AND Member stations
· Incredibly exciting time to be in fundraising for public radio

· Philanthropy challenged but strong – 200 gifts of $10M+ in 2009

· Wealth of HNWI’s (High Net Worth Individuals) estimated to reach $48.5 trillion by 2013, up from $32.8 trillion in 2008

· Major gift donors want to affiliate with a winner, and we have built an extraordinary network with extremely high brand value

· Overwhelmingly, major donors cite a passion for the mission and vision, and strong personal connection, as the key factors in their giving decisions

· We have daily relevance in the lives of our audience (think about how that compares to relevance of other institutions)

· Our audience is indeed passionate about what we do

· They tell us our connection to their lives is personal, but there is much more we can and must do to strengthen and grow the number of personal connections

· And we must do a much better job of educating our audience about the role and potential role of philanthropists as partners in strengthening the impact of public radio on local communities and on the nation 
· Further, the downturn, however long it lasts, is not going to keep people from dying, and it’s not going to keep an enormous wealth transfer from occurring.  But we must participate in that wealth transfer in a way we have not done before.

· From my own experience:  Univ of Chicago has 300,000 alumni and friends, 30,000 donors, and raises 300M+ per year.  NPR and Member stations have 32 MILLION listeners, 3 MILLION donors, and still raise only 300M or so per year.  Potential is huge
· I want today to talk about philanthropic partnership

· Development work is high-stakes, high-stress work.  Our institutions depend—more and more each year in most cases—on success in fundraising

· I’ve been in development for almost 25 years.  I still love it

· Wealthy people vs. philanthropists—we get to work with the latter
· If you view your role as picking pockets or as selling something people don’t want to buy (tricking them out of their money), I can guarantee you a very unhappy—and unsuccessful—experience
· But if you view your role as helping someone do something THEY WANT TO DO in a way that has impact, and in a way that is meaningful and fun to them, then you will experience as I have many times a joyful donor

· “To give away money is an easy matter and in any man’s power.  But to decide to whom to give it, and how large and when, and for what purpose and how, is neither in every man’s power nor an easy matter.”  Aristotle

· Our role is to HELP people

· Partnership:  

· Our institutions bring something incredibly valuable to the table—infrastructure, leadership, talent, high quality programming, a large audience—allowing us to do something really important

· Our donors bring something incredibly valuable to the table—passion and resources

· We do something together that neither can do without the other

· We need not ask apologetically.  We are offering the possibility of partnering to do something very special for our society

· How many have made a gift you really enjoyed making?

· Tepper:  $55 million—largest gift in CMU history.  “I’m very lucky to be able to do this.  Dean Dunn is making some fantastic and strategic changes.  I WANTED TO BE PART OF IT.”

· Preparation for partnership

· In institution:

· Think of the largest gift your institution raises on a REGULAR basis

· Multiply by 10

· Do you know of someone who could make such a gift?

· Can your institution profitably use such a gift?

· Do you BELIEVE you will get that gift in the next year or two?

· Double it—will you get THAT gift?

· BELIEF AND CONFIDENCE—two most important ingredients in major gift fundraising

· The donor

· You have provided for your family and you have more than enough to make that large gift the institution is thinking about

· You are philanthropic

· What do you want to accomplish with that gift?

· Do you have BELIEF AND CONFIDENCE the institution can help you do that?

· Back to the institution

· Are we prepared to partner?  Do we bring something worthwhile to the table?

· Do we instill belief and confidence in the donor?

· Are we POSITIONED to partner:

· What is our top giving level?

· What is our top giving opportunity? (CMU story)

· People scale giving (billionaire parishioner story)

· Am I acting like a partner?

· Do I focus on need, or shared objective?

· Am I worried about my ability to impress, or developing mutual respect?

· Am I trying to persuade, or to build trust?

· Do I ask prospective donors what they want to accomplish through their philanthropy, or do I only sit at my desk or in meetings “strategizing”?

· How do I talk about potential donors—“prospects”, or “prospective donors”?  “Moves management”?

· How do I thank and recognize?  I would guess that most of us spend 99% of our time and energy on asking and MAYBE 1% on thanking. 

· A few things on which to reflect (things that have helped me along the way)

· Are you the beneficiary in any part of your life of someone else’s philanthropy?  Do you know anyone who isn’t?  One of America’s greatest strengths

· People want to be a worthwhile member of a worthwhile group.  We can give our donors the opportunity to affiliate with institutions with wonderful missions AND with other people drawn to that mission
· People want to affiliate with a winner.  Think of the institutions that raise the largest gifts.  Are they the institutions with the greatest need?  Or are they proving that success breeds success
· Along those same lines, people give major gifts to institutions that MEET needs, not institutions that HAVE needs (partnership)

· We need to be near, dear, and clear.  Relevance, consistency, transparency

· Pay attention to CONSISTENT donors.  Consistency is a much better predictor of likelihood to consider a major gift than the amount of a previous gift

· Aim to change “you” and “they” to “we”

· Donor-centered vs. institution-centered:  can’t have just one—has to be both

· Relationship-based vs. transactional:  actually has to be both

· Public radio was built on philanthropy, it thrives on philanthropy, and its future depends on philanthropy

· There is no “us” and “them”—philanthropists are true partners in the fulfillment of our public service mission

· It is in the partnership that we get things done

· And if we believe in the mission, then we have fun along the way

· I wish you a lot of fun along the way.  And if I or my colleagues at NPR can be of any assistance, don’t hesitate to let us know

