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Chapter 1:
The Orchestra Animal

“Every person is important. It doesn't matter whether you play the 
violin, the flute, the cello, or the drums, you're still part of the 

orchestra.” – unknown
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What you will learn about in this chapter -

 Constituency Groups – Who does the orchestra influence, and who 
influences the orchestra?

 Sources of Revenue – How does the orchestra generate income to pay for 
concerts and outreach programs?

The Orchestra Animal
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The Orchestra Animal

External: Government, Media, 
Community, Economy

Key Players: Musician’s Union, 
Volunteer Guilds

VIPs: Patrons, Donors, Corporate Sponsors, 
Supporting Foundations and Agencies  

Internal: Musicians, Board of Directors, 
Administrative Staff, Artistic Personnel

Constituency Groups
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The Orchestra Animal

Corporate 
Partnerships

10%

Endowment
15%

Special Events
5%

Annual Fund
30%

Ticket Sales
30%

Foundation & 
Government

10%

 While no industry-wide 
revenue model exists, this 
graph depicts a common 
(and simplified) orchestra 
revenue stream.  Every 
orchestra must determine 
the revenue structure that 
works best for them. 

 Revenue structure is 
determined by the 
orchestra's unique mission 
and the socio-cultural and 
economic environment in 
which it operates.

Revenue Streams
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Chapter 2: 
Introduction to Development

“Whenever you are asked if you can do a job, tell 'em, 
'Certainly I can!' Then get busy and find out how to do it.” 

-Theodore Roosevelt
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What you will learn about in this chapter -

 Development vs. Fundraising – What's the difference?

 Patron Development – How do consumers (ticket buyers) become 
investors (donors)?

Introduction to Development
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Introduction to Development

“The term development is often considered a synonym, or even a euphemism, 
for fundraising. And certainly no development program can succeed without an 
effective fundraising operation to provide necessary resources.  But 
development in the broadest sense includes much more than fundraising per 
se.  And the nonprofits that enjoy the greatest success in fundraising are those 
that understand the concept of development and know how to translate it into 
an effective fundraising operation.  These nonprofits view development as an 
effort by the entire organization to realize its maximum potential and its highest 
destiny… The concept of development reaches far beyond the development 
office; it is a shared institutional responsibility.  No development program can 
attain its full potential without a team concept and total institutional 
commitment.” 

- Kent E. Dove, Conducting a Successful Fundraising Program

Development vs. Fundraising
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Introduction to Development

Development: A mission-driven effort by the entire organization to realize its 
maximum potential through building lifelong relationships with 
its constituents

Fundraising: The process of raising philanthropic dollars to meet the 
organization’s financial needs

Development vs. Fundraising
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Introduction to Development
Successful orchestra development depends on…

 …Turning consumers into investors…
 Consumers: those who only attend concerts and don’t contribute
 Investors: those who contribute (regardless of whether or not they attend 

concerts)
 …Through methodical patron cultivation…

 Does the patron share in a great lifelong experience with music?
 Does the patron have a clear understanding of the organization’s 

mission?
 Does the patron receive deliberate, frequent, and clear communication 

from development staff and board leaders?
 …And by building an organizational culture of giving.

 Does the organization’s culture serve to continuously build philanthropic 
relationships among all constituents?

 Does the organization have a well-constructed and effective fundraising 
program?
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Introduction to Development
Patron Development Pipeline
The best fundraising prospects are individuals who have been buying tickets or 
subscriptions.  A patron’s relationship with the orchestra has six common 
stages.

St. Paul Chamber Orchestra Audience Progression
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Chapter 3:
Fundraising Theory

“Fundraising requires both optimism and realism. Without the first, 
few if any gift solicitation efforts would be made. Without the second, 

few if any would succeed.” - Howard L. Jones
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What you will learn about in this chapter -

 Process of Fundraising – What are the four stages? 

 The Churn Effect – How does attrition affect fundraising?

 Building Blocks – What are the common campaigns in an orchestra’s 
fundraising portfolio?

Fundraising Theory
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Fundraising Theory

2. Cultivation

3. Solicitation4. Stewardship

1. Identification

Successful fundraising requires the continual practice of:  

1. Identification: recognize a prospect on 
the basis of his or her 

• connection to the orchestra
• ability to give, and
• interest in a program or campaign

2. Cultivation: prepare a prospect for an 
ask by learning about his or her interests 
and educating him or her about the 
orchestra’s needs

3. Solicitation: make a request that 
connects the prospect’s interests with the 
orchestra’s needs

4. Stewardship: responsible management 
of the gift and communication to the 
donor about how the gift was used
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Fundraising Theory

Top 20%

Few Donors
Largest Gifts

Long-term development

Bottom 80%

Many Donors
Smallest Gifts

Short-term fundraising

20/80 Principal
• The top 20% of donors give 80% 

of the dollars raised in a typical 
campaign

• The bottom 80% of donors give 
20% of the dollars raised in a 
typical campaign
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Fundraising Theory
Knowing the Odds - Understanding Attrition

 Attrition is loss.  
 Attrition can be the loss of a consumer (ticket buyer) or the loss of an 

investor (donor), however the two are not directly proportionate.
 Sometimes the orchestra will lose an investor who still attends concerts.
 Sometimes the orchestra will lose a concert attendee who still donates.
 Sometimes the orchestra will lose it all.

 Attrition impacts both your ability to monitor your success and project 
future goals.

 The Churn Effect
 80% of all first-time concert attendees will not return in the following  

season.
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Fundraising Theory
Knowing the Odds - Understanding Attrition

 Donor Attrition
 Board: Very little attrition, most reliable prospects
 High-end Donors, non-Board: Moderate attrition (≈10%)
 Low-end Donors: High attrition (≈35%)
 Corporate: Very Volatile (≈17%)
 Foundations: Relatively stagnant (≈3%)

 Attrition and Planned Giving
 “Loyals:” individuals who have given 15 or more gifts 
 “Loyals” have very little attrition
 91% of “loyals” would be interested in a planned gift if they were 

asked or introduced to it (Caldwell).  
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Chapter 4:
Campaign Terminology

"Surplus wealth is a sacred trust which its possessor is bound to 
administer in his lifetime for the good of the community." 

-Andrew Carnegie
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Campaign Terminology
What you will learn about in this chapter -

 What does a fundraising program portfolio typically include?
 Annual fund campaign – operational support from individuals and institutions

 Institutional giving – government support, foundation support, and corporate 
partnerships for operational support and special projects

 Capital campaign – endowments, buildings

 Planned giving – bequests and ultimate gifts

 Special Events – galas, auctions, golf tournaments
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Campaign Terminology
Annual Fund Campaign

Annual campaigns seek funds to provide for current programs and services 
and to pay for operating costs, in full or in part (Dove).

 Main Prospects
 Board of Directors
 Patrons
 Businesses and foundations who provide annual operating support

 Solicitation Techniques
 Face-to-face meetings
 Direct mail
 Telefunding
 Web-based electronic appeals including e-mail and pop-ups
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Campaign Terminology
Institutional Giving

Institutional partners typically sponsor or underwrite a particular venue, 
event, performance, concert series, or outreach program.  Institutional 
partners may also choose to support the Annual Fund Campaign.

 Main Prospects
 Corporate sponsors and partners
 Government agencies
 Foundations

 Solicitation Techniques
 Written Proposals
 Presentations
 Grant Applications
 Face-to-face meetings
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Campaign Terminology
Capital Campaign

A capital campaign is a fundraising effort designed to meet the capital 
needs of an organization, such as buildings and endowments (Dove.) 

 Main Prospects
 Individuals and institutions with the ability to make large, influential gifts

 Solicitation Techniques
 Long-term cultivation
 Face-to-face solicitation
 Gifts paid over 3 – 5 years or more
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Campaign Terminology
Capital Campaign continued…

Endowment: An endowment is a special fund that is held in perpetuity. The 
endowment generates interest and provides the orchestra with annual 
income.  An orchestra’s annual draw of the endowment is usually between 
4% and 6%. 

Chair or Program Endowment: Often, endowment gifts afford naming 
opportunities for a period of time or permanently.  A donor may choose to 
name a chair or a program.  For example, the “John Smith Associate 
Principal Trumpet Chair” or the “Mary Jones Touring Endowment.”  
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Campaign Terminology
Planned Giving

A fundraising activity that focuses on ultimate giving, such as bequests, and 
includes life income giving such as charitable remainder trusts and 
annuities.

Three types of planned gifts: 
 Outright gifts
 Life income gifts
 Deferred gifts  

 Main prospects:
 Individuals who have supported the orchestra for many years through 

attendance and/or philanthropic support

 Solicitation Techniques
 Long-term, refined cultivation and stewardship
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Campaign Terminology
Planned Giving continued…

Outright Gifts: gifts that are strategically identified before they are 
given to the charitable organization in return for a taxable 
deduction or possibly a capital gains tax break.
 Tangible Personal Property – Instruments, Artwork, Furniture, 

Collections, Antiques, Equipment
 Securities – Stock, Retirement Plan Assets
 Real Estate 
 Life Insurance
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Campaign Terminology
Planned Giving continued…

Life Income Gifts: Donors make contributions now and a beneficiary 
receives income in return. 
 Charitable Gift Annuity: A gift annuity is a contract between a 

charity and a donor. In return for a donation of cash or other assets, 
the charity agrees to pay a fixed payment for life to the contributor or 
other designated by the contributor (family, friend). Deferred gift 
annuities are often set up by younger donors to supplement 
retirement income 

 Charitable Remainder Trust: An arrangement in which property or 
money is donated to a charity, but the individual continues to use the 
property and/or receive income from it while living. The beneficiaries 
receive the income and the charity receives the principal after a 
specified period of time. Similarly, a Charitable Lead Trust allows 
the charity to receive the income and the beneficiaries to receive the 
principal after a specified period of time.   
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Campaign Terminology
Planned Giving continued…

Deferred Gifts: Gifts arranged and anticipated to come to fruition at 
a later date, most commonly at the patron’s time of death.

 Bequest: A contributor leaves assets to a charitable organization in his 
or her will. The individual’s estate will receive a charitable estate tax 
deduction when the gift is realized. 

 Beneficiary Designation: A contributor may designate a charitable 
organization as beneficiary in IRAs, life insurance policies, or any other 
asset holdings.



29

Campaign Terminology
Special Events

Special events focus on a fundraising activity, generating both 
dollars and publicity for the orchestra.  Perhaps most importantly, 
special events may attract new friends and potential donors to the 
orchestra’s prospect pool. 

 Main Prospects
 New Friends
 Donors and Potential Donors
 Volunteers
 Board Leaders
 Patrons

 Common Events
 Gala or Ball
 Show House
 Golf Tournament
 Auction
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Chapter 5:
Development Personnel

“If you think of vision and mission as an organization's head and heart, 
the values it holds are its soul.” -Buzotta
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What you will learn about in this chapter -

 What are the roles and responsibilities of key development staff? 
 Director of Development
 Individual Gifts Officer
 Major Gifts Officer
 Corporate Gifts Officer
 Planned Giving Officer

Development Personnel



32

Development Personnel
 VP / Director of Development

 Responsible for the development, management, implementation, and 
evaluation of the overall fundraising program consistent with the 
orchestra’s financial needs and goals. 

 Manages staff and volunteers in planning and executing all annual, 
sponsorship, capital, endowment, and planned giving programs, as well 
as special events and benefits. 

 Responsible for overseeing grant applications to federal, state, and local 
government agencies that provide arts funding; and researching and 
applying to private foundations and corporations that provide arts grants. 

 Recommend fundraising policies and procedures to the Executive 
Director and Board with the goal of building a year-round development 
program that demonstrates the highest standards of professionalism and 
ethical conduct (League).
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Development Personnel
 Individual Gifts Officer

 Responsible for the management and cultivation of all annual giving 
from patrons and donors. This position often monitors board 
contributions as well.   

 Major Gifts Officer
 Responsible for the management and acquisition of large gifts.  This 

position typically works in tandem with the Executive Director and 
Director of Development to secure major support.

 Corporate & Foundation Gifts Officer
 Responsible for the management and acquisition of corporate and 

foundation gifts.  This includes managing corporate relationships and 
ensuring that the donor receives all benefits and reports promised. 

 Planned Giving Officer
 Responsible for the management and acquisition of planned gifts. This 

includes managing an ongoing marketing plan designed to educate 
patrons about planned giving options. 
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Chapter 6:
Orchestra Leadership

“What if you have failed in the past? So, at one time, did every man
we recognize as a towering success. They called it ‘temporary 

defeat’.” - Napoleon Hill
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What you will learn about in this chapter -

 Total Institutional Commitment - How is the orchestra’s 

development team organized?

Orchestra Leadership
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Orchestra Leadership

Governance

Board
Governing Trustees
Executive Director

Music Director

Artistic Planning

General Manager

Orchestra 
Operations
and Library

VP Marketing

Ticket Sales
Public Relations

VP Development

Annual Fund
Sponsorships
Foundations
Endowment

Special Events

VP Finance 
& Administration

Human Resources
Accounting

Artistic Management Patron Management

Traditional Organizational Model – Executive Level
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Orchestra Leadership

Governance

Board
Governing Trustees
Executive Director

Artistic Planning

VP for Artistic Planning
Artistic Partners,

Guest Artists,
Musicians

Patron Cultivation

VP & COO
Development,

Marketing, Finance,
Education

Operations

VP of Operations
Facilities Management,

Ticketing, Library,
Musicians

With the Artistic Partner Model, there is not a single Artistic Director, 
therefore artistic decisions are collaboratively made by the VP for Artistic 

Planning, Artistic Partners, Musicians, and Guest Artists.  

Artistic Partnership – An  Alternative Organizational Model
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Orchestra Leadership

President & CEO

VP 
of Development

Director of 
Institutional Giving

Manages giving from
Foundations, Government,

and Corporations

Director of
Annual Giving

Manages the 
Annual Fund Campaign

Director of
Major and Planned

Giving
Manages Major, Planned

and Capital Gifts

Director of 
Special Events

Manages Volunteers and 
Special Events

This chart represents an 
example of how giving 
officers are typically 
organized.  Each 
development officer works 
with the Board to identify, 
solicit and steward donors. 

Administrative Development Department Leaders
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Orchestra Leadership

Board Chairman

Annual Fund 
Chair

Board Campaign
Chair Membership Chair

Institutional 
Giving Chair

Special Events
Chair

Planned Giving
Chair

In addition to governance, the Board’s primary 
role is fundraising.  Each trustee should be 
expected to both “give” and “get” by 
identifying, soliciting and stewarding donors. 
This chart represents Board leadership on the 
Development Committee.

Board Development Committee Leaders
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Orchestra Leadership

Development 
Committee

Oversees the Development
Team’s Priorities

Individual 
Board 

Members
Key Fundraisers

Full Board
Governing body

Development Department Staff
Directs and Manages Individual Board 

Members’ Fundraising Focus

Leveraged and Peer Relationships
Solicitation of New or Current Board Members

and Donor Prospects

Board Centered 
Fundraising
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