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1. Galas, dinners, benefits, walks, bike rides 

and other fundraisers 

 

2. Smaller cultivation events or friend 

raisers 

Two types of events 



 Focus:  

 Selling tickets and sponsorships.   

Benefits, Galas and other Fundraisers  



Goal:  

To raise maximum unrestricted revenue 

Benefits, Galas and Other Fundraisers  



Cultivation Events 

Focus:  

Encouraging prospects and existing  

high-capacity donors to attend. 



  

Cultivation Events 

Goal:  

To cultivate  

new prospects and  

increase 

engagement of   

high-capacity 

donors 

 



The Event as a Gateway 



A complete review of who is who at each table, 

their prior gift history, if any, and their potential for 

upgrade or a new gift in the future.  

 

 

 

  

Best Practices for Research 



 

• It should also incorporate a bit about their 

background and interests, both personally  

    and as it relates to the cause. 

 

• If possible, point out common interests to the 

person assigned to engage the donor. 

 

• Must include a photo. 

 

 

 

  

Best Practices for Research 



The Event as Archway 



• Prospect-centered 

 

• Priority is converting prospects to donors, 

not filling the room with people who could 

be prospects 

 

• Use for donor stewardship for next gift 

 

 

The Archway Approach 
 



 

• Integrated 

 

• A true collaboration between front-line 

fundraisers, researchers, and events staff 

members 

 

The Archway Approach 
 



• Strategic selection of host and volunteer 

host committee 

 

• Insight from front-line fundraisers – build 

the event around their prospects 

 

• Comprehensive prospect research 

 

Key Elements to an Archway Approach 
 



 

• The guest list is treated 

as a prospect portfolio 

with gift officer 

assignments 

 

• The event is a “move” 

toward a major gift 

Key Elements to an Archway Approach 
 

    HSS at the Bear’s Club 



Research Needed for This Model 

Custom 

Research 

High-End Screening 

Tools 

Volume Screening Tools 

Use custom research firms to develop in-depth 

profiles & customized vetted lists based on 

indications of wealth, interests, location, networks, 

etc. – very expensive and require a well-designed 

plan for using the information 

Used to screen names against dozens of 

public wealth sources, offer sophisticated 

search filters and complex vetting protocols 

Less expensive products that 

screen names against public 

wealth sources providing a broad 

picture of constituency 

philanthropy and indications of 

wealth 



• Benefit invitations are an effective cultivation / 

solicitation touch point in a prospect relationship 

 

• Use the Benefit to send personalized invitations 

for support and request a meeting 

 

• If a prospect cannot support or attend the Gala, 

he/she might accept a meeting, and vice versa 

Benefits & Galas as Archways 



 

• High-end prospects 

will be called in 

advance to secure 

support so his/her 

name can serve as  a 
draw on the invitation. 

Benefits & Galas as Archways 

    HSS at the Kilian boutique 



• Prospect outreach begins as early as 8 

weeks before the Benefit. 

 

• The “ramp up” is easy, but follow-up is hard. 

 

• Anticipation of the event is always more 

exciting than the cool down after. 

 

Before the Benefit 



• Same approach can apply to sponsors 

 

• CEO and Trustees, as well as physicians, 

have assigned outreach as well 

 

• Benefit prospects are discussed as 

frequently and with same importance as 

regular portfolio prospects 

 

Before the Benefit 



Let’s revisit this slide 

• In organizing all events—expanding the network is 

key.  The event is a touch point to: 

– Talk to someone who’s had a great experience 

and invite them to coffee (before or after event) 

– Follow up with a donor who hasn’t renewed a gift 

– Tell them about new developments in a phone 

call ostensibly about the event 

– Ask if they’d like to attend something else or be 

kept apprised of other events, and in the 

meantime send them content updates. 

 

Expanding the Network 



• Reception at the home of a 

Campaign Committee 

member 

 

• Annual Tribute Dinner 

 

Examples 



• Dollars raised 

 

• Ability to create large-scale 

intimacy, leading to: 
 

– # of prospects converted to 

donors 
 

– # of new prospects added 

to pipeline 

 

 

Signs of Success 

Annual Tribute Dinner 



• Gift Officers are the most effective staff for inviting and 

following-up on RSVPs 

 

• Use an event as a touch point to initiate, renew, or 

increase giving, or secure a meeting 

 

• Cultivate prospects at the event by making introductions 

to organization VIPs 

 

• Research can illuminate details about inactive prospects 

that would make an event appealing 
 

Lessons Learned 



 

• Always include researchers when events and guest 

lists are in the planning stage – and continue the 

conversation 

 

• Make sure researchers and Gift Officers are always 

up-to-date on the RSVP lists (not just the event 

staff) 

Lessons Learned 
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Airlift Benefit Results Over Time 



Airlift Benefit Seating Chart 

Best Practices for Research 



Item AAB 2014 AAB 2013 

Total # of guests 850 803 

Total # of gifts to TTW 224 156 

Total funds raised through TTW $350,156 $252,195 

Total raised $2,098,056 $1,718,078 

Total expenses $617,594 $596,542 

Total net $1,480,462 $1,118,028 

Airlift Benefit Stats 



• Ask check-in staff to inform you when prospects 

    arrive. 
 

• Seat staff and volunteers near the assigned prospect. 
 

• Make sure table numbers are clearly visible to staff. 

  

• Mark your staff or volunteers’ assignments  

      on the seating chart. 
 

• Inform the staff escorting the photographer  

    which attendees are important to you. 

 

 

Take-Aways 



If possible: 

• Ask your major gifts team for people in their portfolio that they would 

like to engage and cultivate by recruiting them to serve on the event 

committee. 

 

• Include your major gifts team at all meetings with volunteers about the 

event 

 

• Be prepared to ask the people assigned to you, open-ended questions 

based on the research so you can learn as much as possible about 

their family, philanthropy and interests 

 

 

Events are a great way to build your major gift pipeline if you use the 

research to maximize your time at the event by focusing on the right 

people, and engaging them in a meaningful way. 

 

Take-Aways 



New York Junior Tennis  
& Learning’s  

Cary Leeds Center Capital Campaign  



HISTORY  
 

• NYJTL needed to raise $26.5 million through a capital 

campaign to complete the Cary Leeds Center for Tennis & 

Learning 
 

• $11 million needed to be raised through the private 

sector, with the remaining $15.5m coming through the 

NYC Department of Parks and Recreation. 
 

• The first gift was made in 2003. $1,730,729 was raised 

between 2003 – 2008. 
 

• Fundraising had slowed down significantly in 2007-2008, 

and in 2009 no funds were raised.  
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THE NEED 
 

• Fundraising had slowed down in 2008.  No gifts 

of pledges made in 2009. 
 

• It was necessary to officially ‘re-launch’ the 

capital campaign.  
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THE STRATEGY 
 

• Host a cocktail reception for  

   major donors / prospects to  

    kick off the campaign 

 

• Identify prospects (donor research) 

 

• Identify connections (research and 

relationship mapping)  
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THE ROLE OF RESEARCH 
 

• Screened and researched all the donors who gave in 

memory of Cary Leeds 

 

• Researched all the professional and personal 

contacts of Cary, Larry and Dalia Leeds and their 

family 

 

• Researched members of private Tennis Clubs in the 

New York Tristate area 

 

• Wealthiest tennis players in the New York Tristate 

area 
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RESULTS 
 

• Board member and Campaign Co-Chair  

    hosted cocktail reception in 2011 
 

• Prior to the reception, he personally  

    pledged $1 million  
 

• $500,000 in additional gifts raised within one month, 

as a direct result of the reception 
 

• Event provided the momentum needed to kick-start the 

campaign  
 

• Continuous donor cultivation allowed NYJTL to close 

the campaign and raise the remaining $6.1m by 2015 
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THE MATCH  
 

• Campaign Co-Chair asked Bill Ackman to be his 

‘doubles partner for life’ and match his $1 million gift. 
 

• Ackman agreed to the gift, but with the requirement that 

NYJTL was to raise an additional $1M to match his gift 

within a 30-day timeframe 
 

• With 2 days left to go, NYJTL still had $17K left to raise. 

Rather than go to the board, an ask was made of the 

staff of NYJTL  
 

• Within 2 days, NYJTL staff raised the remaining $17K!  
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IF IT WORKS,  

            DO IT AGAIN 
 

• In May 2014, NYJTL Board  

Member Polly Scott hosted a cocktail reception to         

help close the campaign.  
 

• Polly was identified as a potential Board Member 

at the 2011 reception 
 

• Before the event, $450k was raised.  This was 

announced at the reception as a matching gift. 
 

• As a result of the reception, a further 48 gifts 

were made to the campaign. 
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CLOSING THE CAMPAIGN 
 

• NYJTL closed the Capital Campaign at the end of 2014, 

raising the remaining funds through the Annual 

Leadership Luncheon held in November 2014. 
 

• Prior to the event, Larry Leeds was asked to donate a 

further $1M to the campaign, to be announced at the 

event. 
 

• The audience was asked to donate through ‘text to 

pledge’ to raise the $600K remaining after Larry’s gift to 

close the campaign. 
 

• $400k was raised in the room at the luncheon;  

    the remaining $200k was raised after the event 
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RESULTS 
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