
Prospect Identification Demo

Leveraging Advancement Information

©2013 ADVIZOR Solutions® 1advizorsolutions.com

for Fundraising



Need:  Better Information Faster

 Find Best Prospects Find Best Prospects
 Better Align Development Staff with  

ConstituentsConstituents
 Manage Staff to Best Practices
 Enable Staff Enable Staff
 Focus Annual Fund and Campaign Appeals
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Need Quick Access to Information



Problem:  the “Cycle of Pain”

 Custom Report Requests:
 Custom query submitted to IT
 Backlog – 5 days to get answer
 Begs another question back through the cycle Begs another question, back through the cycle
 Frustration on both sides

 Excel: Excel:
 Download “extracts”
 Slice and dice in Excel
 Time consuming and challenging
 Don’t have all the data
 Hard to show to management
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 Hard to show to management
 “Shadow data systems”



Scope of This Demo

Solutions We Offer Range of Questions 2 Demo Questions
Prospect Identification: • Who should we target for a Advancement Prospect Identification:
• Who should we target for a dinner in New 
York to raise money for a new facility?

• Who is not being seen; who has high 
potential and is not giving? 

• Who have historically been my best • Who have historically been 
my best donors? Which of my

Who should we target for a 
dinner in New York to raise 
money for a new facility?

 Advancement
 General Management

 Staff Performance Mgnt
 Campaign Analysis

donors?  Which of my younger prospects 
fit that same profile?

• Who are all the prospects rated with an 
active rating over $500k, who are not 
assigned to a gift officer?

• Who should we target for our new

my best donors?  Which of my 
younger prospects fit that 
same profile?

Predictive
Analytics

 Ad Hoc Rpt & Analysis

 Leadership Giving
 Prospect Identification • Who should we target for our new 

financial aid matching grant campaign?

• Etc.

p
 Prospect Management

 Annual Giving
 Appeals Targeting Appeals Targeting
 Volunteer Assignments
 Call Center Opt

 Member / Alumni Rltns
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 Member / Alumni Rltns
 Events, Trips, Clubs



A Wealth of Information

DecisionsDecisions
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DecisionsDecisions



Information Fragmented and Hard 
To Access . . .

Demographic

Affinity / 
Capacity

A i i iActivities

GivingGiving
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. . . Advizor Knits It Together

hiDemographicDemographic

Affinity /

Demographic

AffinityAffinity / 
CapacityAffinity / 

Capacity

A i i iActivitiesActivitiesActivities

Giving
CapacityGiving

Giving
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. . . Enabling Easy Answers to 
Key Questions.
Q: Who should we target for a dinner in New   

York to raise money for a new facility?

©2013 ADVIZOR Solutions® 8

Demographic Affinity/
Capacity Activities Giving



Demo: upcoming dinner in NYC, who 
should be invited?  (Higher Education example)
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Money Being Raised for?

 N T i i F ilit f F tb ll & New Training Facility for Football &  
Lacrosse teams.
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Click  2,173 Football Players . . .
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Click Again  188 Also Played Lacrosse
Note:  Color Set to Rating (red = highly rated; 
blue = low rated; grey = unrated)
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. . . “Zoom In” on these 188 . . .
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. . . Most Live in the Northeast . . .
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. . . 26 in NY State . . .
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Click  42 in NY, CT, NJ . . .
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. . . Click to Remove 2 in Albany . . .
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. . . Click to Remove 10 Who Aren’t Rated . . .
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. . . 32 Prime Prospects.
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Clustered in the ’70’s and ’80’s.
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Reasonable Giving History.
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List of the 32.
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Summary:

 Answer & List in 20 minutes Answer & List in 20 minutes
 No help needed from IT or Outside 

Resources
 Clear Action Plan

F d M j D !!
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 Found Major Donor!!



2nd Demo:2 Demo:
Who have historically been my best 

donors? Who else fits that samedonors?  Who else fits that same 
profile? Out of that list:
Who are currently rated?Who are currently rated?
 Staffed?
 Attended an event recently?

Predictive
Analytics

 Attended an event recently?
 Etc.
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Note:  Illustrative Example using Disguised Data



Predictive Analytics

 “Uses mathematical tools and 
statistical algorithms to examine and 
determine patterns in one set of  p
data . . .

 . . . in order to predict behavior in 
another set of data

 Integrates well with in-memory-data 
and data visualization”
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and data visualization”



Predictive Analytics

Concepts:
 Target
 Base Population (“excluded” data not used) Base Population ( excluded  data not used)

 Explanatory Fields
 Core Table Core Table
 Calculated and joined from other tables

 Regression Regression
 Correlation ≠ Causation
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Iterative & Collaborative Process

Steps:
1 Select Target & Base Population1. Select Target & Base Population
2. Visually Explore
3 Select list of Explanatory Fields3. Select list of Explanatory Fields
4. Build Model
5 It t5. Iterate 
6. Get lists from Model Outputs

7. Predict / Score Base Population Collaborative Process
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8. Get lists of Scored potential targets



Best Done With Your Team 
– NOT Outside Consultants

 Not a “black box” Not a black box

 A process A process

 Your team knows the data . . . Your team knows the data . . .

 . . . and the context

 Knowing the data and context is the key factor
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 Knowing the data and context is the key factor



ADVIZOR Dashboard
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Giving History
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Select Target:  237 Current Million $$ Donors
(click with mouse)
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Now Build Predictive Model

Target:  The 237 Entities who given $1mm+g g

Base Population:  All Entities; leverage all 
factors in the Entity Tablefactors in the Entity Table

Determine:  What makes the target different g
than everybody else

Predict: Who else fits this target group butPredict:  Who else fits this target group, but 
who hasn’t yet given $1mm+
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Explanatory Fields

C T bl
Model runs
against this

Explanatory Fields:
• Bio / Geo
• AffiliationCore Table 

(entities)
against this
(one table 
at a time)

• Affiliation
• Class Year
• Rating
• Etc.
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Fields From Other Tables

Degrees Employment

• Held a c-level job?
• Works in financial services?

• Has an MBA?
• Has an MD of JD?

C T bl
Model runs
against this Core Table 

(entities)
against this
(one table 
at a time) • # years donor?

• Max gift size?

Giving

• # Years since max gift?

Events

• # events?
• Last attended?
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GivingEvents



Run Model Against Other Tables

Degrees Employment

• Held a c-level job?
• Works in financial services?

• Has an MBA?
• Has an MD of JD?

C T bl
Model runs
against this Core Table 

(entities)
against this
(one table 
at a time) • # years donor?

• Max gift size?

Giving

• # Years since max gift?

Events

• # events?
• Last attended?
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GivingEvents



Back to the demo!!!
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Open Modeling Panel
(click with mouse)
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3 Steps to Build Model:
(1) Set Target
(2) Exclude Factors that are part of the selection or clearly not causal, 
(3) Click “OK”!!(3) Click OK !! 

Million $$ Donor

Exclude factors that are part of the
selection, or clearly not causal., y
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Examine Results . . . Iterate, Run Again . . .
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Score all other ~93k entities . . .
(click with mouse)
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176 additional “Million $$ Donors” predicted. 
. . right click to export list.
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Who Are They?
• Most are already rated and staffed
• But only half at the $1mm+ level . . .y

Note:  Color = Prospect Rating (hotter colors = higher)
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Primarily alumni from the ’80s . . .

Note:  Color = Prospect Rating (hotter colors = higher)
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They live in NY, Boston, and South Florida.
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Summary:

 30 Minutes to do this analysis

 No statistics background needed No statistics background needed

 176 prime prospects identified:
 Assign the 4 who aren’t currently assigned
 Up rating on the 50% who are not at the $1mm level
 Plan an event in NY and possibly Boston and/or South Florida 

for this groupfor this group
 Leverage themes / affinities from the ’80s
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Who we are . . .
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ADVIZOR Solutions

 Bell Labs Spin-off

 Over 1,000 Customers – mid market & 
i t f i d t i hi h d fup; variety of industries; higher ed focus

 Key Strategic Partners: Alt i I f ti Key Strategic Partners:  Alterian, Information 
Builders, Intel, Intellitactics, Microsoft, Salesforce.com, 
Sungard HE, Teradata 

 Well Regarded by key Industry Analysts:  
Ab d F t G t TDWI t
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Aberdeen, Forrester, Gartner, TDWI, etc. 



Key Benefit:  Collaboration
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New Class of Software

Visual Discovery™ Softwarey

• In-Memory-Data-Management y g

• Data Visualization 

• Predictive Analytics  

Well regarded: Gartner “Cool Vendors in Business Intelligence”
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Well regarded:  Gartner Cool Vendors in Business Intelligence ,  
“The Rise of Data Discovery Tools”; TDWI “Next-Generation Analytics



Portfolio of Solutions

Sol tionsSolutions:
General Management
• Staff Performance Mgmt. 
• Campaign AnalysisCore System

ADVIZOR
I M

ADVIZOR
Interactive

Visualization

• Ad Hoc Reporting

Leadership Giving
• Prospect Identification

Prospect Management

Datatables
(Advance, Banner,

Raiser’s Edge, 
Datatel,  Millennium, 

etc.)

Call Center

In-Memory
Data

Management

Visualization
&

Predictive
Analytics

• Prospect Management

Annual Giving
• Appeals Targeting
• Volunteer Assignments

Other Data

g
• Call Center Optimization

Member / Alumni Relations
• Events, Trips, and Clubs
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High ROI in Fundraising

 Solution Focus  Variety of Clients:
 Higher EducationLeadership Giving:

 Healthcare

 Faith Based

• Prospect Identification
• Prospect Management

 General Management:
• Staff Performance Mgmt

 Philanthropic

 Social Services

• Staff Performance Mgmt. 
• Campaign Analysis
• Ad Hoc Reporting

 Annual Giving:  Social Servicesg
• Retention/Acquisition & 

Appeals Targeting
• Volunteer Assignments
• Call Center Optimization

 Member / Alumni Relations
• Events, Trips, and Clubs
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Next Step:

Contact us for a free assessment.  
Your data, your key questions.Your data, your key questions.

Sales@advizorsolutions.com
630-971-5250
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Appendix
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Demo Details

 Disguised data from 5,500 student university
 24 datatables from SunGard Advance system (data scrambled and disguised)y ( g )

 Types of questions being answered:
 Who have historically been my best donors?  Which of my younger prospects fit that same profile?
 Who is not being seen; who has high potential and is not giving? 
 Our football coach is going to NYC, who should he invite to dinner?
 Who are all the alumni rated with an active rating over $500k who are not assigned to a gift officer? Is 

there a pattern to who they are?
 Who are all of the entities who are assigned to an FAS gift officer but who have never made a gift/pledge 

to FAS?
 Etc.

 Problem with status quo before ADVIZOR:
 Advancement Services bogged down creating custom reports 
 Big backlog and long delays (often weeks)
 Difficult to cut multi-dimensional data in Excel

 Current ADVIZOR deployment:
 ~25 client users in Research, Alumni Relations, Principle Giving, and Management
 Plus . . . Annual Fund Volunteers and Alumni Club Managers over the web.

 With Visual Discovery™, every item in every page is selectable.  Hence, 
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y y y p g
this dashboard is effectively a very wide “pivot table”


