
In the early part of the year – amidst the incessant drumbeat 
of dire economic news –  Susan Paresky, Senior Vice Presi-
dent of Development for the Dana-Farber Cancer Institute, 
and I decided to co-host a forum for Greater Boston’s Chief 
Development Officers. There has never been a tougher 
time to lead a fundraising department, and we wanted to          
provide CDOs with an opportunity to meet with their peers 
to discuss trends and share best practices. 

On March 12 our first “CDO Roundtable” 
was held in Boston with participants 
from the range of nonprofits, including 
colleges, universities, medical cen-
ters, cultural institutions, international 
relief organizations, social service           
agencies, and environmental groups.

LLLS is pleased to publish some of the 
highlights of the meeting with the hope you 
will find them useful in your own development             
programs. 

Lois L. Lindauer 

• • •
In the spring, Chief Development Officers from 26 of Bos-
ton’s most esteemed charities came together to discuss 
how the economic downturn was affecting fundraising 
programs. Representing the array of nonprofits, the CDO 
Roundtable underscored the importance of development 
as a revenue source and the urgency of modifying fund-
raising strategies as the economic climate changes. 

“We estimate the participants represented development 
programs raising at least $1.7 billion in 2008,” says Sue 

Paresky, one of the roundtable’s organizers. “Fundrais-
ing is vital to the missions of charitable organizations; it 
provides college scholarships for students with limited re-
sources, supports life-saving medical research and care, 
and pays for food and shelter for those in need. Anything 
that affects the public’s ability to contribute – such as this 
long recession – has a direct impact on a nonprofit’s abil-

ity to serve its constituency.” 

She continues, “We wanted to provide a 
forum for fundraisers to discuss how 

their offices were faring in this econ-
omy, what trends we were seeing, 
and brainstorm about how we should 
move forward. We all know fundrais-
ing is facing a new paradigm and 

we need to change the way we raise 
money.”

AMID THE DOWNTURN, CREATIVE
AND PROACTIVE THINKING 

While a number of participants predicted their offices 
would raise less money in ’09 than they did in ’08, all par-
ticipants reported the economy had encouraged them to 
think creatively and proactively in their work with donors. 

Says Paresky, “We may be raising less this year than last, 
but we are still bringing in vital and substantial revenues. 
In addition, it is essential for organizations to stay con-
nected with previous donors who can’t give as much this 
year. They still want to be part of the mission, and you’ll 
want them to support you again when the economy im-
proves.”

FOR THE CDO - 
STAYING AHEAD IN A CHANGING ECONOMY

“We all know fundraising 

is facing a new paradigm 

and we need to change the

way we raise money”
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JIM ASP is Vice President and Chief
Development Officer of Brigham and

Women’s Hospital in Boston.

Outlined here are just a few of the 
tactics shared by roundtable partici-
pants as they have navigated the eco-
nomic downturn. These observations 
underscore there is no “one size fits 
all” solution for managing develop-
ment programs in this or any other 
economic climate. The best revenue 
results come from a connected and 
strategic development staff familiar 
with an organization’s constituency.

BROADENING THE DONOR 

BASE USING NEW MEDIA AND 

CHALLENGE GIFTS 

Mary Casey is Vice President of Col-
lege Advancement for Wheaton 
College, a highly regarded liberal 
arts college in Southeastern Mas-
sachusetts. Casey says the recession 
demonstrates the critical importance 
of using strategic priorities to guide 
institutional decision-making – and 
of being “nimble” in adapting fund-
raising approaches during a volatile 
economy.

For instance, Wheaton conducted a 
series of focus groups with younger 
alumnae/i to explore what would 
motivate more of them to support the 
Annual Fund. She says, “We learned 
that an emphasis on large gifts often 
leads recent graduates to believe that 
their smaller gifts are not needed.  We 
also learned that we needed to make 
a more compelling case for how their 
gifts impact the college.”  

In response, Diane Robbins, Director 
of the Annual Fund; Marjorie Hous-

ton, Executive Director of Develop-
ment; and John Hirsch, Director of 
Major Gifts and Gift Planning; all 
brainstormed to identify major gift 
donors for a challenge grant to the 
Annual Fund. One of the gifts was 
structured as a “Stand Up for Whea-
ton” challenge to the classes of 1990-
2008 (approximately 40% of the 
alumnae/i body) offering them an 
incentive match of $4 for every $1 
donated. 

Wheaton optimized the use of new             
media to spread the word. Volunteers 
were asked to log into their Twitter,         
Facebook, and Linked-In accounts to 
reach out and encourage classmates 
to participate in the campaign. These 
vehicles were very effective in gen-
erating excitement, says Casey, and 
were low cost as well. 

“What was priceless was the creativity 
of the staff and volunteers, in facing 
a problem ‘head on’ and coming up 
with a dynamic strategy.” 

IDENTIFYING REVENUE POTENTIAL 

AND REACHING OUT TO NEW 

AUDIENCES

At the Brigham and Women’s Hospi-
tal in Boston, Jim Asp serves as Vice 
President and Chief Development Of-
ficer. Overseeing a staff of 55, he un-
derscores the continued importance 
of development for healthcare institu-
tions by saying, “This is the worst time 
to cut a revenue source such as fund-
raising, and we can’t assume times 
are tough for everyone – there are still 
people who love the institution and 
want to contribute.” 

Like Wheaton College, Asp is champi-
oning initiatives building on areas or 
audiences of untapped potential. He 
says, “A great example of this is seen 
in our recent foundation relations ef-
fort. We have an excellent foundation 
relations director who realized early 
on that increasing the volume of asks 
submitted to local and national foun-
dations might help offset the expected 
declines in individual giving.  So we 
ramped up our efforts on the founda-
tion front.”

He continues, “Many of these founda-
tions are now either taking reprieves 
or decreasing the size and/or number 
of gifts they are making because they 
have been left with smaller endow-
ments, and so we will need to uncov-
er and capitalize on new sources of 
funding – one of the advantages of 
having an experienced development 
office.”  

(con’t)
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• Fundraising focus has shifted to current needs from 
endowment.

• The gift pyramid is flattening and more organiza-
tions are seeking to broaden their bases of support.  

• Organizations are extending campaigns or delay-
ing public announcements of campaigns.

• The economy has impacted mid-level major gifts 
donors the most; therefore there is a new empha-
sis on high-level annual fund solicitations from this 
group.  

• There has been increased pressure on CDOs to 
pare down budgets to stay in line with organiza-

tional belt tightening. However, not every CDO has 
been asked to decrease his/her fundraising staff; 
there is an understanding “it takes money to make 
money.” 

• There is also more pressure on CDOs to address 
costs of funds raised and keep them in line with 
fundraising projections.  

• Excellent stewardship and ongoing communica-
tion with donors are the cornerstones of preparing 
for philanthropy post-recession. 

• Many CDOs believe they can weather 2009, but 
worry about 2010.  

Last fall, at the height of the economic 
crisis and a time when people had cut 
back on galas, the Brigham develop-
ment office launched a very success-
ful friend-building event as a way to 
broaden support. “Events don’t have 
a high return on investment, but we 
are not an event-heavy office and 
I thought a solid, strategic evening 
could help us engage new donors, 
particularly younger donors.” 

He continues, “We recruited two of 
Boston’s most energetic and influen-
tial up-and-coming philanthropists to 
serve as co-chairs and called this the 
“IN Party,” celebrating our hospital’s 
history of innovation. The evening 
raised more than $1 million for our 

community health centers. But more 
importantly, it helped us identify and 
connect with potential new donors. 
More than 500 people attended the 
event, exceeding our expectations.” 

EXPANDING PORTFOLIOS AND 
RESPONSIBILITIES FOR “MORE 
FEET ON THE STREET”   

Deb Taft, Associate Vice President 
for Advancement at Simmons Col-
lege, says she and Vice President 
Kris Schaefer began re-shaping the 
college’s development effort as the 
economy took its big slide in the fall. 

“Right away we rolled out a plan to 
see more donors, not fewer,” she 

says. “Like most organizations, we 
had been focused more on our top 
level donors early in our campaign. 
But as the economy changed, we also 
asked gift officers to increase their 
visits with individuals who might not 
have been seen before, to make sure 
we were reaching the broadest base 
of potential major gift supporters.” 

She continues, “We also broke down 
silos between gift officers. Previ-
ously, our front-line staff members 
were divided into annual, major, and 
planned giving functions. Now there 
is a donor-focused team mentality – 
all staff are increasingly trained to ask 
for every type of gift.  In addition, our

(con’t)

HOW THE ECONOMY HAS CHANGED FUNDRAISING 

Participants at the roundtable reported seeing a number of trends, in their own offices and/or the fundraising 
environment in general, they included:
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(Left) Simmons College Vice President of Institutional Advancement KRIS SCHAEFER with Associate Vice President DEB TAFT.

alumni affairs professionals are so-
liciting gifts, while before, they were 
focused solely on alumni engage-
ment and events.”

According to Taft, these changes 
have yielded positive results. Gift of-
ficers can now discuss any type of 
contribution with donors and design 
the gift opportunity that best fits the 
donor’s financial situation. Most im-
portantly, Simmons is receiving solid 
gifts from a brand new pool of pros-
pects; these monies help the school 
today and provide opportunities for 
larger contributions in the future. 

An unexpected benefit has been 
a rise in staff enthusiasm. While 
officers are working harder than 
ever before (in addition to having 
a higher number of required visits, 
the development staff was affected 
by a college-wide staff reduction 
program), front-line staffers have en-
joyed building their skill sets and tak-
ing a broader role in development. 
The cross training required to prepare 

the staff has also brought the team 
closer together, as Deb Taft and Kris 
Schaefer have worked closely with 
individual staffers as they learned 
their new skills. 

“In October some trustees were ner-
vous, suggesting we couldn’t pos-
sibly be asking for gifts in this envi-
ronment,” says Taft. “Our strategy 
worked, however, and our trustees 
were a big part of that success. In 
fact, in terms of annual and major 
gift contributions, we are ahead of 
last year.” 

• • •
• • •
• • •

KEEPING STAFFERS UPBEAT 
AND FOCUSED DURING 
TOUGH TIMES

Like everyone else, development 
staffers are exposed to the constant 
barrage of unsettling economic 
news. Professionally, this can make it 
difficult to ask for gifts; personally, it 
makes staffers worry about their live-
lihoods. 

Win Lenihan, Vice President of Devel-
opment at Boston’s WGBH, says, “I’ve 
been in development for 20 years and 
have experienced a lot of economic 
cycles. This one is certainly different 
because of its depth and longevity.” 

Public Broadcasting stations across 
the country have been affected by the 
downturn, and there have been well-
publicized layoffs at NPR and Sesame 
Street. WGBH has responded by belt 
tightening, and this has included ask-
ing all Vice Presidents to take pay 
cuts. Lenihan knew she had to reduce 
her own staff by a couple of positions. 

www.lllsearches.com • LOIS L. LINDAUER SEARCHES4
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Before she made this move, however, 
she brought her staff together to brain-
storm around what staffing should look 
like in order for development to best 
support the station in the future. 

“I explained to my entire division I was 
given a certain percentage to cut, but 
that I wouldn’t make these decisions for 
the short term only,” she says. “I made 
a point of increasing my communica-
tions with staffers in group meetings 
and one-on-one. I tried to be forthright 
about what was happening and ac-
knowledged staff anxiety. Above all, I 
wanted them to feel they were sharing 
in the process of building a stronger 
department for the future.” 

In the end, Lenihan eliminated two 
administrative posts from her 30+ de-
partment. While this was difficult for 
the affected and nonaffected staff, she 
has received a great deal of positive 
feedback for the way she handled a 
difficult situation. 

Lenihan is now working with her staff 
on finding ways to do more with less. 
The office has increased electronic 
communications to donors and is ask-
ing more volunteers to host small events 
in their homes. 

She is mindful, too, of letting staffers 
know they are doing a good job. “I try 
to keep the excitement of the mission 
front and center. If there’s an article 
outlining the great work of the station, 
I make sure to distribute it to the staff 
so they know their work is appreciated 
by others.” 

• • •
• • •
• • •

MAKING THE CASE FOR 
DEVELOPMENT WITHIN THE 
INSTITUTION  

During difficult times it is more impor-
tant than ever to educate internal con-
stituents about development, says Nan-
cy Winship, Senior Vice President of 
Institutional Advancement at Brandeis 
University. “In general, people don’t 
have a strong understanding of what 
we do, and during trying economic 
times, it seems counter-intuitive to 
maintain a development office. There’s 
a feeling, ‘How can you raise money 
when so many people are struggling 
financially?’ ”

Winship has always worked closely 
with Brandeis faculty, and attends all 
the faculty  meetings, but in October 
she decided to address faculty con-
cerns more fully and directly. She de-
veloped a comprehensive Powerpoint 
presentation and offers this to faculty 
on an individual basis. 

“I present data showing how and why 
we are effective, and I educate them 
on how we raise money, from frontline 
efforts to the roles of stewardship of-
ficers,” she says. “In building the pre-
sentation, I used data showing how we 
compare with peer institutions.” 

Winship takes this opportunity to ag-
gressively – but not defensively – cor-
rect misconceptions about her office. 
“Using the data, I show faculty my 
department is the same size or smaller 
than peer institutions. Some think the 
department has grown. Not true; since 
I’ve been here, the department has 
been reduced from 100+ to 85.”

She also takes time to explain the spe-
cial challenges facing the Brandeis 
development program. For instance, 
because Brandeis is a young institu-
tion, and since the graduating classes 
during the early years were small, the   
majority of alumni graduated in the last 

20 years. She says, “I explain the 
demographics of fundraising -- most 
capital contributions are given by 
older alumni. This information helps 
them appreciate the challenges we’ve 
had and what we’ve raised despite 
these challenges. Many are surprised 
to learn that 60  percent of our funds 
come from ‘friends’ of the university 
whom the advancement office has en-
gaged, or that we have funded more 
than 220 scholarships.” 

These individual sessions have been 
well received, says Winship. Based 
on a suggestion from faculty, Winship 
and her staff launched an online viral 
marketing campaign that sought to 
engage young alumni through social 
media networks. “Using new media to 
generate funds was something certain 
faculty members had wanted us to try, 
and it was exciting, but it didn’t yield 
a great deal of money. It demonstrated 
a willingness on our part to try their 
ideas, and underscored that using new 
media is no guarantee of a windfall.”

(con’t)

NANCY WINSHIP is Senior Vice 
President of Institutional Advancement 

at Brandeis University.
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Winship is most excited about the next phase of this ini-
tiative. The Faculty Senate recruited select faculty members 
from across the university to sit on a joint faculty/develop-
ment committee, which has already met twice. These efforts 
go a long way in maintaining strong, positive relationships 
with faculty, many of whom routinely make gifts to the uni-
versity.

GOOD STRATEGY PAYS OFF –
REGARDLESS OF THE ECONOMY 

Paul Taylor has spent his career in healthcare advancement 
and has served in his current role as Senior Vice President of 
Advancement of South Shore Hospital since 1991. Despite 
the economic downturn and the challenges it has brought 
to individuals and nonprofits, he has found his community, 
located a half-hour south of Boston, has stepped up to sup-
port the hospital like never before.  

Last year, South Shore Hospital’s foundation office raised 
$9 million, and this year the office is on track to meet its 
$12 million goal.

In 2008, the hospital successfully completed a $22 million 
campaign for cardiac and trauma care, and it is now in the 
quiet phase of a capital campaign to support cancer care 
services.  

Taylor dismisses the notion that philanthropy strategy was 
solely behind achieving such strong results during a reces-
sion of historic proportions. Rather, he points to his hospi-
tal’s growing patient base and community visibility over the 
years, and its new cancer care partnership with Dana-Far-
ber Cancer Institute and Brigham and Women’s Hospital.  

“Our recent successes are due to the culmination of com-
munity-wide initiatives and from the long-term investments 
in the development effort. Rather than build the staff quick-
ly, we opted for slow, steady growth – over 18 years our 
foundation has gone from four to 14.  We rolled out our 
capital campaigns carefully too, using benchmarking data 
from the Philanthropic Leadership Council of the Healthcare 
Advisory Board.” 

“We are also seeing benefits from revamping our Friends 
program several years ago,” he continues. “We instituted 
a new initiative where our Friends could join specialized 
committees, called affinity groups. It’s been a tremendous 
success. Now we have “Friends of Cardiovascular Center,” 
“Friends of Emergency Care,” “Friends of Nursing,” and so 
on.  Each group has its own leaders and events.”

Taylor says solid, ongoing communications has been essen-
tial. “Cancer, heart disease, or emergencies don’t stop be-
cause there’s a recession, and this message has had reso-
nance with our community.”  

In terms of major gifts, Taylor says his office is seeing a re-
duction in mid-level giving; this is balanced, however, by an 
increase in seven-figure level gifts and prospects.
  
And while most fundraising experts report a shrinking of 
corporate support, Taylor says the South Shore Hospital 
Foundation has seen an upsurge in interest in corporate 
sponsorships. “Again, I believe the hospital is in the right 
position at the right time. However, it is because we have a 
talented development staff that we have been able to capi-
talize on these opportunities.”

LOIS L. LINDAUER SEARCHES is one of only a handful of search firms solely dedicated to the recruit-
ment of development and institutional advancement professionals.  That means 100 percent of the firm’s re-
sources are devoted to building the contacts and knowledge base that help clients succeed in fundraising’s 
complex - and extremely competitive - hiring environment.

Lois Lindauer launched the firm in 1997 to serve nonprofits in the Boston area.  Now, 12 years later, the LLLS 
client roster encompasses North America’s leading colleges, universities, medical centers, social service 
and arts organizations.

For more information visit www.lllsearches.com or call 617.262.1102
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