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Transformational

Philanthropy
MAKERS Opportunities in a
N7 Post-Covid World




Greater access to major

donors via digital connectedness,
Is a game changer - driving larger
philanthropy targets and longer-
term major donor engagement.




World
FundraiSing The rise of Major Donor

fundraising over ‘traditional

Trends... retail’ fundraising

The number of donations per
capita is shrinking, yet..

The size of top-level
philanthropy gifts is increasing
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Increasing
Overall Giving

The Great

Intergenerational

Wealth Transfer | |
of the 215t Centu ry B()Boar?\)érs Generatlon Millennials
has begun

\/

& 5
CCCCCC < . \
X MAKERS Q :
>




The Rise Of the Atljs_tralif;\n Te_ch
NGle—wealthy Billionaire Mike

Cannon-Brookes

Saving The
Planet Through
Philanthropy
Investments

Setting up massive new
trusts, PAFs and foundations

A signal from millennials
of greater altruism

More progressive view
on the world
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You get the {
money where
it is — or you

don't get it

Ensuring Long-Term
Sustainability & Growth
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Ensuring 20%
we weight 80%

our efforts - o &S .
. 80%
accordingly e JSames,

REVENUE

OCCASIONAL DONORS
& EVENT PARTICIPANTS




A Transformational
Case to attract
Transformational Gifts

A mission aligned, strategic plan
aligned, philanthropic case

An aspiration that captures the overall intent
of the organisation that can flow down into
programmatic intent and impact
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A Transformational
Case to attract
Transformational Gifts

Deserves a Comprehensive Campaign..

A Campaign reserved for achieving the largest
revenue targets of any methodology




CASE STUDY

CAMBRIDGE UNIVERSITY
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800 Campaign
$2 billion raised

The 800 Campaign was a multi-campus,
multi-institutional campaign v that raised approx
AUDS2billion.
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A3 UNIVERSITY OF
4¢» CAMBRIDGE
800 YEARS
1209~2009

Dear World,
The people

who arrivein
this city change
Cambridge.

The ideas that
leave this city
change the world.



CASE STUDY

UNIVERSITY OF MELBOURNE
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‘Believe’ Campaign
$1billion raised
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CASE STUDY

AUSTIN HEALTH Olivia

Newton-John

Cancer Wellness & Research Centre

Olivia Newton John Cancer & Wellness Centre

AUD$120million campaign for the building
of a new state of the art cancer wellness centre
and additional costs.
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FIGHTMND E{-GnHT

IT TAKES PEOPLE

THE FIGHT
CONTINUES

National MND Clinical Trials Pipeline

$40million campaign to invest in drug development
and trial in Australia through research capacity
and trial costs.
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Game-Changing
Digital Connectedness

Transforming major donor
access and engagement




Any organisation can run a multi-million-
dollar transformational campaign

# of transformational, multi-million campaigns

VS
size of annual fundraising revenue

Less than $1M $1-5M $5-10M $10M+

6 I 2 2

Ref. DGB Group campaigns in development and active July 2022




A Word on...

Major Donor Moves Management
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Campaigns
Moves Management..

Digital Moves Management..

STEERING COMMITTEE

Enlisting the Steering Committee Chair
Enlisting the Steering Committee
Conducting the Steering Committee Meetings




FEASIBILITY STUDY
Conducting Feasibility Study Interviews

CAMPAIGN COMMITTEE

Enlisting the Campaign Chair Enlisting the Campaign Committee
Campaign Committee Meetings Conducting Campaign prospect
Informing Functions

GIFT SOLICITATION?!!!
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Australian Veterans Arts Centre’

“When you make a mark on a wall,/as the' /

first guy did with a burnt stick, it was at g" ‘

one and the same time the most abstract of /',
things to do because it didn’t mean any‘thing A3
and also the most human of things to { o, :

What it did mean was that,
‘1 am here and | am human'.

“: '

A flat sheet of paper, is a flat sheet of paper. Itthas no energy and nol:iu
doesn’t mean anything and it doesn’t do anythmg I f !’ 175

But if you put a mark on it - any mark - you act‘lvate the lenti, e sul'/'a é

becomes active. Suddenly, it’s no Ionéer a sole mark;, it somehow en rg ]

around it and you feel it needs another mark s’omewhere eISe neui'byi

Guy Warren AM
WWII Veteran - Veteran artist
1985 Archibald Prize winner

Understand the critical nature of
art, its importance to veterans and
its place within Melbourne

DELIVERY

Leverage ANVAM's historical
relevance, contemporary approach.




Today, Australia is
recognising it must do
better in supporting its
veteran commumty.

intarest of veterans and their fomilles, or the
Australian community.”

iy 290

A redevelopment for recov
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Current research into Australian Defence Force
personnel transitioning back to civilian life found that:

75% 47% 25% 3x

Mat the criteria Wero estimated to Moce kkely
for a mental harro met critenia to endure
disordar in their for post-traumatic homalassnoss
etime stress disorder than ow general
(PTSD) in their population
Iifetme

vyl w = 5 Ry “Arts engagement helps manage and treat
P duteiborine o (g e physical and mental disorders, ease anxiety
and depression and, more broadly, promote
i e social cohesion and address inequities

ot oot st o through arts participation”




Questions...
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DALTON GARLAND BLANCHARD

L3/257 COLLINS STREET, MELBOURNE, VICTORIA 3000

info@dgbgroup.com.au  www.dgbgroup.com.au



