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The Rotterdam Philharmonic (RPhQ) is a modern orchestra that has its roots deep in the
classical music tradition. It embodies the temperament of its home base, Rotterdam. Experts
say that it distinguishes itself by the intensity of its concerts, the rich variety of its sound and
the bold way in which it communicates with its audiences.

This is enjoyed by many Rotterdam residents and visitors from far and wide. The orchestra
also enjoys success on the world’s major stages. Critics are unanimous: this orchestra,
together with its music director Yannick Nézet-Séguin, is among the best in the world.

Within the fundraising department of the RPhO, major gifts form an area that is currently
considered underdeveloped in terms of income generation at the present time. Therefore,
part of the immediate action to unlock major gifts has been to strengthen integrated
research and briefing within the fundraising team at RPho, so that it becomes second nature
to them.

Objectives

- To develop actions to convert prospects into major donors (and prolong/expand existing
donors)

- To improve briefing to senior volunteers and staffing

- To maximise results from event opportunities

Target groups

- Current donors

- Major donor prospects

Process

In order for the RPhO team to become more successful in converting prospects into major
donors, it must take its integrated research to the next level. With the use of prospect
mapping and tracking tools the team must capture, document and analyse data on its
relations in order to get ‘inside the donors head’ and make the right approach.

A prospect map includes a photo and information on the prospects background, family
situation, financial situation, characteristics, known relations, relation to the organisation,
philanthropic activities, motivations for giving etc. For the RPhO it answers questions like:
What kind of music does s/he like? Does s/he frequently buy tickets (if so, what for)? Was
s/he at the gala? Which table? Who did s/he speak with? Does s/he participate in other
cultural networks in Rotterdam and the Netherlands? What else does s/he support? From
what we know about him/her, what kind of projects would s/he donate to? The prospect
tracker holds information on the giving history, aimed target, likelihood of giving, last
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contact, next action and contact person and is used to support continuing appropriate
communication with the prospect/donor.

In the process of major donor enlistment and asks the RPhO will use its senior team and
board members more effectively. A short quarterly discussion on top prospects (3-5 at a
time) can result in extremely valuable information; engaging the board to think about how
best to make approaches. Another significant role for the board is that of ambassador for
the orchestra in terms of introductions and endorsement. Events form a huge opportunity
but one that asks for very clear briefing from the team. It’s important to be very clear about
the purpose and format of the event and the message you want to get across. Explain to
your senior staff what the success of the event would look like (e.g. x new donors). Give
them speech cards with key messages and the names and background information of the
people (max. 10) you want them to meet.

Outcomes

- By documenting the prospects and donors background and relation to the orchestra
more extensively, the RPhO will become more effective in mapping, timing and
exploiting opportunities.

- This integrated research will strongly impact the execution of events, for which the tools
will enable the staff in clearly briefing their senior volunteers on the expected guests
and their expected role in the events.

- It will enable the board, principal conductor and artists, to be better ambassadors for
the RPho cause.

Key points for effective practice

- Prospect maps hold highly sensitive information; ensure only limited people from the
development department have access to it and that it is treated with strictest
confidentiality.

- Timing is crucial. Make sure the “ask” is done by the right person at the right time. The
wrong person and timing can disturb the relationship for ages.

- Assign one contact person in the team per prospect to maintain continuity in the
communication. This might not necessarily be the right person to do the ask! Especially

when the relation is very close, it might be better to leave the ask to someone else.

- Be very specific with your ambassadors about what you want.
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Conclusions and recommendations

The prospect map and tracker can generate success when used with the board and senior
volunteers to underpin campaign strategy and actions and determine tactics especially
when senior volunteers are involved in meetings, events and asks.
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