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Objectives
1. Learn how University Advancement can help you do your job 

of leading an academic college or program.

2. Learn how you  leverage relationships with alumni and friends 
of MSU to help move your program forward.

3. Understand the importance of private financial support in 
advancing MSU’s mission. 

4. Determine your role in securing private support. 
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Development
College and Unit Development
Regional Major Gifts
Corps and Foundations
Planned Giving

MSU Alumni Association
Regional Alumni Engagement
Lifelong Enrichment for Spartans
Alumni Career Services
Association of Future Alumni / Izzone

Adv. Information 
Systems
Alumni Biographical Records
Gift Processing
Prospect Development and Donor 
Strategy
Business Intelligence and Analytics

Adv. Marketing &
Communications

alumni.msu.edu / givingto.msu.edu
Alumni Magazine / Developments
Direct Mail / Greenline Telemarketing
Event Production
Donor Stewardship

University
Advancement 
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Quick Facts about MSU and University Advancement
• Living Addressable Alumni*: 450,000 
• Database of more than 1,000,000 alumni, friends, 

corporations, foundations and other organizations 
• Number of Employees:  240+ 
• Staff Supported: 300+  (UA provides database access, 

training and coordination to school, college and unit 
employees who do not report to UA)
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Campus-wide Advancement Services

University 
and College  
Alumni and 
Development 
Programs

Maintain Alumni 
Records
and 

Record and Receipt 
Gifts

Guide and  Facilitate
Fund Raising

Advancement 
Communications

Alumni, Donor 
Cultivation & 

Stewardship Events

Advancement
Personnel Recruitment

Orientation & 
Professional 
Development
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Sample College/School Partnership

Dean
Senior Director of 

Constituency Programs, 
University DevelopmentSenior Director

of 
Development

Major Gift Officer Director  of Alumni 
RelationsDirector of Communication

Administrative Support

50/50

100/0

75/25 100/0 100/0
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FY2016 Total Giving Activity: Source of Private Support

Alumni, $114.2 

Friends, $64.8 

Corporations, 
$31.8 

Foundations, 
$45.8 

Other Orgs, 
$15.3 

Total Individuals: 66%

Total Orgs: 32%
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The Donor Pyramid

Principal
Gifts

Major Gifts

Special Gifts

Annual GiftsMail, Phone, eGifts

Presidential Focus

Targeted Events

Assigned Relationship Mgr.
Personal Contact,
Specific Strategy

$<1,000 / yr

$5 Mil +

$100,000 < $5 Mil / 5 years

$1,000 < $10,000 / yr
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The Donor Continuum

Discovery Cultivation Solicitation Stewardship
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Total Gift Production vs. Cash Receipts
Total Gift Production
• All new gifts 

acquired in the 
current fiscal year 
including new 
pledges and 
bequest intentions 
– a measure of 
new development 
productivity. 

(Campaign Counting)

Cash Receipts
• The most 

conservative 
accounting of 
giving,  
accounting for 
only actual gifts 
in-hand  

(CAE- VSE Survey)

Outright Gifts

New Pledges

Gifts In-Kind

Life Income Gifts

Bequest Intentions

Outright Gifts

Pledge Payments

Life Income Gifts

Gifts In-Kind

Received
Bequests

$215 M

$178 M 2nd
Best 
Year
Ever

3rd
Best 
Year
Ever



Slide 13
13

Total Gift Receipts

$93.2
$119.7 $129.6 $126.7 $110.5 $107.7 $122.9 $131.0 $117.6 $131.5

$176.1
$200.0

$177.8

$0
$20
$40
$60
$80

$100
$120
$140
$160
$180
$200

Mi
llio

ns

Cash Gifts, In‐Kind Gifts, and Irrevocable Planned Gifts Combined
Note: Irrevocable planned gifts stated as future value of gift 
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Total Gift Receipts
(continued) (millions)

14

Fiscal Year
Current 

Operations Capital Purposes
Irrevocable 
Planned Gifts

Total Gift 
Receipts

2014 $       70.3  $       46.4  $         0.9  $    117.6 

2015 $       71.3  $       56.9  $         3.3  $    131.5 

2016 $    106.2  $       65.2  $         4.7  $    176.1 

2017 $    115.8  $       82.9  $         1.3  $    200.0 

2018 $      91.1 $       85.5 $         1.2 $   177.8
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Impact of Cash Receipts in  FY2018
• $178 million in cash receipts is the second highest total ever – despite the 

impact of Nassar –related publicity and tax law impact.
• An estimated $15 million in athletic seat‐premium‐related gifts have shifted 

from gift accounts to “other revenue” due to tax‐law treatment, but these 
funds still are a part of the university’s revenue stream.

• An additional $58 million will flow into endowment investments from 
private gifts received this fiscal year.

• $27 million was received for capital projects this year. 
• Nearly $22 million was received this year in realized bequests from 164 

individuals. 
• In FY2018 YTD, an additional 15 endowed chairs and professorships have 

been secured, bringing the campaign total to date to 84.

15
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Fiscal Year

Gifts in Kind $1 M+
Cash/Planned Gifts $1 M+
Cash /Planned Gifts  100K < $1 M
Cash / Planned Gifts < $100K

32 Gifts 
$62 Mil

28 Gifts 
$101 Mil

141 Gifts  
$38 Mil 201 Gifts  

$53 Mil

42 Gifts 
$119 Mil

229 Gifts  
$50 Mil

48 Gifts 
$90 Mil

289 Gifts  
$75Mil

$238

245 Gifts  
$74 Mil

Large Gifts Drive Totals

47 Gifts 
$106 Mil

302 Gifts
$77 Mil

$174

$238

$207

$272
$255

55 Gifts 
$112 Mil

$215

40 Gifts 
$83 Mil

265 Gifts
$59 Mil
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Total Gift Production
New Cash, Pledges, In‐Kind, and Planned Combined
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Why do we do Capital Campaigns?
• Campaigns provide a discipline for setting fundraising priorities
• Campaigns create excitement, intensity and a series of deadlines 

that motivate donors to give, and give at higher levels
• Campaigns create pride and a positive environment in the 

university that help to re‐energize alumni, faculty and staff to seek 
and give private support

• Campaigns generally bring 25‐40% new money to a university that 
would not have been raised otherwise

• Campaigns help fund high‐priority needs such as scholarships, 
fellowships, professorships, research, new programs, and buildings

• Campaigns bring discipline and accountability to fundraising 
personnel and programs
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Campaign Time Table
2010 2011 2012 2013 2014 2015 2016 2017 2018

Internal 
Consultation
/Preparation

Quiet Phase

Public Kick‐
Off

Public Phase

Campaign 
Wrap‐up

Oct. 24, 2014

Oct. 19,2018
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Empower Extraordinary Campaign Results
(7/1/2011 – 6/30/2018)

• The university began the quiet phase on July 1, 2011 and the public launch occurred 
on October 24, 2014.

• In September of 2017, the university surpassed the campaign goal of $1.5 billion, 
and as of June 30, 2018  we surpassed $1.64 billion. We have exceeded the goal by 
more than 11%. The campaign will officially conclude on December 31, 2018.

• Nearly  $684M has been committed for endowments, which represents more than 
41% of the total dollars raised.  

• 59% of all gifts are now from individuals.  At the close of the last campaign, only 
49% of gifts were from individuals. This represents increased fundraising capacity of 
the institution. 

• Final Year of  Capital Campaign – new multi-year major gift  commitments of $1 million 
or more are slowing down as expected.

24
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Gift*Cancellations due to Nassar Scandal

25

Groups Donors Designations Value

MasterCard Foundation 1 2  $5,000,000 Amount estimated.  
Current obligations to 
be honored. 
Reconciliation in 
progress

Commitments of $10,000 or more 10 18 $13,529,253 16 of 18 were bequest 
intentions. Largest was 
$5 Million.

Commitments less than $10,000 20 20 $10,640

Total 31 40 $18,539,893

* Includes cash pledges, bequest intentions and outright gifts. 



Slide 26Slide 26

Number of Donors
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Nine “Musts” for a Program Leader
1. Provide a vision and direction for the program which is clear and 

ambitious

2. Provide development staff with a focused set of the fundraising 
priorities for the program and communicate the same information 
to  faculty and other key administrators

3. Invest sufficient budget resources for the development officers 
which include secretarial support, travel money, and donor 
cultivation events

4. Make time to visit with prospects.  Flexibility in meeting the 
schedule of key prospective donors is often more important than 
just scheduling a day for the development officer to fill
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Nine “Musts” for a Program Leader (cont.)
5. When seeing donors and prospects, develop long-term relationships that will 

benefit the program, school and University and share with them the positive 
aspects of the program as well as the commitment to excellence and plans for 
improvement

6. Leverage the time and effort of you and your development staff  by utilizing the 
full array of resources to help with program prospects and donors—regional 
major gift staff, planned giving staff, corporate and foundation staff, annual giving 
staff, donor relations, and development communications

7. Create expectations among faculty to be involved in a coordinated fashion, in 
the cultivation of prospects and the stewardship of donors (e.g. engaging 
prospects in a class or seminar, speaking to groups of alumni and donors, 
meeting with the donor of an endowed chair for stewardship, etc.)
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Nine “Musts” for a Program Leader (cont.)
8. Have high expectations of the School development officer to 

identify major gift prospects, to develop and enhance relationships 
with prospects, to make use of both School events and University 
events and resources to bring prospects closer to Michigan State 
University.  Development staff, in partnership with volunteers and 
other development staff, should take the lead in prioritizing the time 
of academic and program leaders in cultivating and soliciting 
prospects

9. Regularly thank volunteers and donors for their help to the program.  
Provide leadership in making good use of donor funds – ensure 
that gifts are making a difference and insist on good 
stewardship by others in your program
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Telling the Story…
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Additional Resources
• University Advancement

– Includes org charts, newsfeed
• University Development
• MSU Alumni Association
• Gift Planning 

– Includes examples of charitable gift planning techniques through tax and estate planning
• Endowments at MSU 

– Includes most recent annual endowment performance report, endowment FAQ, and link to Office of Investments and 
Financial Management

• Honored Faculty Website 
– Featuring Faculty who hold Endowed Chairs and Professorships

• MSU online giving site
• Empower Extraordinary Launch Recap
• FY2016 Best Fundraising year ever! 
• September 2017 – Campaign Exceeds Goal a Year Early! 
• College and Unit Campaign Case Statements

• Don’t Fear Fund Raising, David Perlmutter, Chronicle of Higher Educ. 
– Part 1 – The ins and outs of asking ‘friends’ for money
– Part 2 – Matching donor passion to your department’s needs


