
Beginners’ Bootcamp: 
Research Essentials 

SESSION DATE: October 12th, 2016  

SESSION TIME: 10:45 – 12:00 

   1:45 – 3:00 

• Tracey Church, Tracey Church & Associates 

 

• Amy McKinnon, Toronto General & Western Hospital Foundation 



Agenda 
• Speakers & Introductions 

• Introduction to Development Research 

• Research Stages 

• Key Elements in Profiles for: 
• Foundations 
• Corporations 
• Individuals 

• Prospecting 

• Working with the Major Giving & Development Team 

• Media Monitoring 

• Time Management 

• Research beyond the profile 

• Other Topics – brought forward throughout the day 

• Questions & Discussion & Hand-outs 
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Who are we? And who are you? 

• Tracey Church, MLIS 

• Amy McKinnon, CFRE 

• Who is in the room? 
• New to prospect research? 

• New to fundraising? 

• Less than 6 months in position? 

• Research is a full-time or part-time part of your position? 

• One man shop? 
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Launching at the APRA-Conference! 
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Pre-sales Discount available today at: http://hilborn-
civilsectorpress.com/products/prospect-research-in-canada 
 
We will also be doing a draw today for one lucky attendee! 
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Introduction to Development Research 

• Prospect researchers do research to find potential donors for their 
organizations that have the affinity and the capacity to give at the 
major giving level*  

• *as defined by each organization 

 

• APRA: Association of Professional Researchers for Advancement 
• Conferences, publications, symposiums, mentors, webinars, networking and 

resource materials 

• APRA International www.aprahome.org (US $225/year) 

• APRA-Canada www.apracanada.ca ($45/year) 
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http://www.aprahome.org/
http://www.apracanada.ca/


Traditional Fundraising Pyramid 
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Major   

Annual 

Estate 

or Planned 
Prospect Researchers 

Target Major Gifts 
• With some Planned Giving 
• And some Sponsorship 



Continuum of Philanthropy 
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Generational Impact 
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Research Stages 
- don’t try and do it all at once – or you will become overwhelmed! 

 

9 



The Cultivation Cycle: Research Staging 
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Identification 

Qualification 

 

Stewardship 

Cultivation 

Solicitation 

Research 

Research 

Research 

Research 

Research 



Ideally: 
• 50% Reactive Research 

• Research requests 

• List generation 

• List review 

• Prospect follow-up 

 

• 50% Proactive Research 

• Find NEW prospects for pipeline 

• PUSH out generated leads to solicitors 

• Moves management of prospects through cultivation cycle  tracking 
& future solicitation strategies 
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Key Elements in a Foundation Profile 

Foundation Name Examples of Gifts to Other Organizations 
• And your organization if applicable 

Contact Information 
• How do they like to be contacted? 

Possible Linkages to Your Organization 
• And past activity with your organization 

Contact Person(s) Application Process & Guidelines 
• Follow these! 

Key Board Members & Staff Initial Estimated Capacity Rating 

Foundation Overview Date of Profile 

Philanthropic Interests 
• Which ones align with your mission 

Name of Person Who Prepared the Profile 

Geographic Focus Sources Cited & Used 
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Our Favourite Resources: Foundations 
• Imagine Canada Grant Connect (fee)  

• or through Pillar NonProfit Network 

• Charity Village Directories – Funders (free) 

• Canadian Charities Listings (CRA) – T3010s (free) 

• BIG Online Foundation Search (fee) 

• iWave PRO – Prospect Research Online (fee) 

• CharityCAN (fee) 

• Ajah Fundtracker (fee) 

• US GuideStar (free, basic)  990s   

• US Foundation Center (free, basic) 990s   

• Foundation websites (~25% have their own website) 

• Public or university libraries 
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http://www.imaginecanada.ca/grant-connect
https://charityvillage.com/
http://www.cra-arc.gc.ca/ebci/haip/srch/advancedsearch-eng.action
http://www.bigdatabase.ca/
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T3010s 
• All registered non-profit organizations in Canada must file a tax return 

with Canada Revenue Agency (CRA) that is called a T3010.  

• The information from this form is available to the general public for free.  

• Not great for prospecting as it includes all charities, not just granting 
organizations. 

Includes: 

• Contact information 

• Directors and officers 

• Funding interests 

• Financials 

• Grants 
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CRA 
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CRA 
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Imagine Canada 

Grant Connect 

• Grant Connect is a fee-based service from Imagine Canada and uses not 
only the CRA information each year but also collects profile information 
from the Foundations directly providing a more robust search tool. 
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http://www.imaginecanada.ca/grant-connect


Grant Connect: Example of Funding Interests Search 
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Grant Connect: Sifton Foundation 







Key Elements in a Corporate Profile 
Corporation Name Examples of Gifts to Other Organizations 

• And your organization if applicable 

Contact Information 
• Address, phone, email, social media, regional 

Sponsorship History 

(Community) Contact Person(s) Possible Linkages to Your Organization 
• And past activity with your organization 

Key Board Members & Staff Application Process & Guidelines 
• Community giving site?  
• Online application form? 

Corporate Overview 
• Do they have a foundation as well? 
• Include annual revenue 

Initial Estimated Capacity Rating 

Philanthropic Interests Date of Profile 

Geographic Focus 
• Is it just in regions in which they operate? 

Name of Person Who Prepared the Profile 

Recent & relevant news Sources Cited & Used 
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Our Favourite Resources: Corporations 
• Google Finance or Globe Investor (free) 

• Canadian Business Resource (CBR) (basic free, also by subscription) 

• Canadian Newswire (free, track your prospects using RSS feed) 

• Charity Village (free) 

• D&B Canada (dun & bradstreet): Hoover’s Business Directory (fee) 
• Also available in iWave PRO 

• Scott’s Ontario Manufacturers (fee) – smaller businesses 

• Industry Canada (free) – has contact names 

• SEDAR (free) – Canadian public company reports 

• SEDI (free) – Canadian public company shares 

• EDGAR (free) – U.S. public company shares 

• LEDC (free) City of London directory (new businesses & contact names) 

• BIG Online Corporate Directory (fee) 

• iWave PRO – Prospect Research Online (fee) – ZOOMInfo & D&B 

• CharityCAN (fee) – Corporate Canada Directors 

• PUBLIC or university libraries (free!) 
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Tracey’s rule of thumb: 
Have ONE really good 
business directory – 
you don’t need them 
all. Or better yet, see 
what you can get 
through a library 

https://www.google.com/finance
http://www.theglobeandmail.com/globe-investor
http://www.cbr.ca/Default.aspx
http://www.newswire.ca/
https://charityvillage.com/directories.aspx
http://www.dnb.ca/
https://secure.scottsdirectories.com/Search/SearchDetail/3350
http://www.ic.gc.ca/app/ccc/srch/cccSrch.do?lang=eng&prtl=1&tagid=&profileId=
http://www.sedar.com/
https://www.sedi.ca/
http://www.sec.gov/cgi-bin/srch-edgar
http://www.ledc.com/resources/business-directory
http://www.bigdatabase.ca/
https://pro.iwave.com/login
https://pro.iwave.com/login
https://pro.iwave.com/login
https://pro.iwave.com/login
https://www.charitycan.ca/default.aspx?ref=home


Finding out basic data about companies ought to be simple.  

It is not. 

The Economist 

Apr 21st 2012  

 

ONE of the five aims of the Open Government Partnership, a 

55-country initiative strongly backed by the Obama 

administration, is “increasing corporate accountability”. But a 

new report shows how poorly many in the partnership—

including some that pride themselves on transparency—

score on providing the legal name, official address, 

incorporation date and status, and other basic details of the 

companies they register… 

 

Researching Canadian Companies 



Corporate Ways of Giving 

Companies financially support their communities in various ways, 
including: 

• Donations 

• Sponsorships 

• Deep discounts 

• Collection from the public (scan when buy) 

• Strategic partnerships (CRM – cause-related marketing) 

 



Corporate Websites 
• Business Interests 

• Business Locations 

• Executive Speeches  

• Press Releases 

• Gift announcements 

• Executive and board changes 

• Financial situation 

• Corporate developments 

• Regional news 

• Philanthropic and community involvement 

• Corporate Responsibility Reports 

 

 



Example of Google Finance 



iWave PRO Company Search 



Key Elements in an Individual Profile  
Connection / Link to your Organization Summary of Giving, relationship connections, current 

assignments, summary of recent activities 

Research Rating & Gift Rating  Estimated capacity, affinity, and likelihood 

Biographical Details Age, Family, Contact Information, other relevant 
information 

Other Philanthropic Activity Donations, personal/family foundation, volunteer 
activity 

Career / Employment Just the highlights focus on current & recent 
employment, corporate directorships 

Wealth Indicators Rating in Canadian Business, Salary & Compensation, 
known stock holdings, private company ownership, 
real estate, inheritance, other notable indicators of 
wealth, i.e. art collection, private school tuition 

Other Honours & Awards, Education, details on the profile 
itself (when compiled, by who, for who, sources) 
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And… 
• Cite all sources 

• Who did the research 

• Date of research 

• Who requested the research 

• Who identified the prospect 

• Add information to the database 
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Our Favourite Resources: Individuals 
• Canadian Business Resource (by executive) 

• CharityCan  

• Canadian Who’s Who*, Donations to Other Orgs, Political Donors, Corporate Canada Directors, ZoomInfo, Public Sector 
Salaries, Charity Directors, Profiles, Relationship Mapping, ProspectPRIME 

• iWave PRO – Prospect Research Online  

• ZOOMInfo, D&B, Donations to Other Orgs, Real Estate, Wealth Ratings, Political Giving, Foundations, Matching Gifts, 
SEC Filings, PROScore and PROScreen 

• Alumni directories (online & print) 

• Obits (for family connections) 

• Financial Post Directory of Directors* 

• Who’s Who in Canadian Business (defunct 2005) Print & CD* 

• Top 100’s 

• Realtor.ca / MLS  & ZooCasa - for real estate information (home listing prices) 

• SEDAR (online) holdings/info for each public company 

• SEDI (online) share holdings in public companies 

• EDGAR (online) - US Securities 

• Charity Village News – Newsbytes 

• PUBLIC or university libraries 

  * = older directories are good for retired people 
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Warning! 
For all resources 
check if they are 
“auto-generated” 
and when last 
updated. 

http://www.cbr.ca/Default.aspx
http://www.charitycan.ca/
http://www.charitycan.ca/
https://pro.iwave.com/login
https://pro.iwave.com/login
https://pro.iwave.com/login
https://pro.iwave.com/login
http://www.mls.ca/
http://www.zoocasa.com/
http://www.zoocasa.com/
http://www.sedar.com/
http://www.sedi.ca/
http://www.sec.gov/cgi-bin/srch-edgar
http://www.charityvillage.com/


Gifts to Other Organizations the BEST indicator of 
capacity & giving level! 



NOZA – available from BB or CharityCAN 
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KCI Sector News 

34 



Canadian Who’s Who 

https://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCM_i8eTdpscCFYtekgodB4EAMQ&url=https://www.pinterest.com/3rdsector/canadian-whos-who/&ei=1-fMVY-bEIu9yQSHgoKIAw&bvm=bv.99804247,d.aWw&psig=AFQjCNGRsCEXIPhCrV0Pp9oB_YsM4xwD9w&ust=1439578443780109


Example Info from a SEDAR Report (ONEX Corp.) 



Real Estate Example: iWave PRO 



Example from Realtor.ca 



Example from ZooCasa 



Salary Estimates: Monster 

http://monsterca.salary.com/CanadaSalaryWizard/LayoutScripts/Swzl_NewSearch.aspx


Ontario Public Sector Salary Disclosure 
(The Sunshine List) 

*Note: many physicians are cross-appt with a university & have salaries with both! 



Prospecting 
• Qualify those currently giving to your organization 

• These could be lapsed major giving donors, mid-level giving donors, and/or 
donors who have given frequently at the annual giving range 

• Do they qualify to give at a major giving level, and, are they interested in 
meeting with a development officer? 

• Can you establish a scoring system for qualification? 
 

• Identify those who may be potential new donors 
• These could be identified through your network of executives, senior 

volunteers, committee members, and major donors 
• Or, those who have an affinity to your organization (alumni, grateful 

patients, family of clients) who may not have given yet 
• Or, those who support other “like” causes 
• Or, those who have identified certain areas of support in their corporate or 

foundation documentation 
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People, people, people! 
• First and foremost! – Do research which looks within at LINKAGES to : 

• Staff  Members 

• Board Members (key volunteers) 

• e.g.) Peer Screening 

• Committee Members 

• Event Volunteers 

• Event Attendees 

• Sponsors 

• Vendors 

• Current Major Donors 

• Advisory Groups 

• Professional Groups 

• And your database: RFM* 
• *recency, frequency, monetary  
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5 Minute Linkage Break-Out 
• Pick someone around you who you don’t know well 

• Find at least one linkage or commonality  
• that doesn’t include being in fundraising or being a member of the APRA! 

• Examples could be: 
• What schools did you attend? 

• Where did you grow up? 

• Who are your family members? 

• What are your other interests and activities? 

This is relationship building that: 
a) Is necessary in fundraising 

b) Is research 

c) Needs to be recorded 

44 



Social Media: not just for the young at heart, or those light in the wallet! 

 

As of the 2nd quarter of 2016… 

• Facebook had 1.71 billion monthly active users  

• Twitter, 313 million monthly active users  

• LinkedIn, 450 million members 

• Instagram, 500 million monthly active users 

“People Resources” influence their peers! 

Source: Statistica.com 



Influence on the Affluent 

Social Media 
influenced… 

Wealthy 
($1 million+ assets) 

Ultra-Affluent 
($250,000+ Income) 

Affluent 
($100,000+ Income) 

Which stores visited 56% 49% 34% 

Which designer 
brands purchased 

57% 47% 31% 

Web sites visited 59% 54% 41% 

Source: Jay Frost, 2012 



Once you have started a good list of 
names linked to internal resources  
Then you can start researching externally: 

• For giving to “like” organizations 

• Giving through foundations 
• Fundraising interests 

• Corporate giving 
• Community Giving pages 

• And, individual wealth capacity 
• Look for opportunities for upgrading your donors from annual giving 

to major giving 
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Pipeline Metrics  
– how many prospects do you need? 
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Relationship with the MG & Development Team 

• Important to have strong, respectful relationships with your 
colleagues, the majority of your work will be done with and for 
the front line fundraisers 

• Take time to understand their portfolios and goals, why should 
a donor support your organization 

• Integrate your work with the Major Gift Work, have a voice at 
the meetings you attend 

• Be Trustworthy, informal interactions matter, be consistent, 
care denotes confidence 
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Relationship with the MG & Development Team 

• Prove your worth – show front line fundraisers why your skills 
go beyond “just google it”, proactive prospecting, ask for 
clarification 

• Take the mystery out of qualification – help front line 
fundraiser focus on the right names 

• Understand what success means to Major Gift Staff – 
understand donor motivation, know the donor names & who 
they are 

• You are also a fundraiser – raising money is a team effort 
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Educate your Fundraising Team 

• Do a Research “Lunch & Learn” with your team and any new 
fundraisers that join your organization 

• Show them what “easy” resources they can access themselves and 
when they need to go to the research team for information 

• Teach them stronger “google” skills 

• Let them know realistic expectations regarding timelines, deadlines, 
and priorities 

• Show them the steps on how to send a research request 
• Email? 
• Database action? 
• Request forms? 
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Example of information for your Lunch & Learn:  
How long do research requests take? 

• Highest priority goes to those prospects/solicitors with upcoming meetings  good 
head’s up is appreciated! 

• A full “meal deal” (with fries) background research request = 8 hours (including record 
updated) for the researcher (does not necessarily mean that they will get it 8 hours later) 
  depends on the queue and priority 

• A “drive through” quick research request (e.g. update on capacity, contact person, or 
funding interests, etc.) = 1 hour 

• An event/group list requesting bio-blurbs on each attendee = at least 2 weeks 
• Send attendee names as they come in the door, not all at once 

• A list of professionals to update into database including adding to businesses, linking with 
individual & organizational relationships (can you get a student or volunteer for this?) 

 = ongoing as time permits 

• Keep in mind the researchers have a research queue – fundraisers need to let them know 
if they have a meeting booked – those requests have the highest priority! 



What activity is expected of your fundraisers? 
This relates directly to research activity, proposal writing and stewardship needs 
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Media Monitoring 

• A distribution of external information relevant to the activities of your 
organization  

• Fills an information void, keeps the office up to date 

• Can take on a variety of formats: e-mail, newsletter, share point item 

• Frequency – can vary usually daily  

• What will it look like – full article or links to articles or summaries of 
articles 

• Shows development research beyond the reactive profile 

• Helps with prospecting 
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Media Monitoring - Content 

• Your organization  

• Volunteers and top donors 

• Potential / Current Prospects (including top lists) 

• Gift Announcements / Campaign News / Sector News 

• Industry / Business News 

• Trends in the sector you operate in 
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Media Monitoring - Drawbacks 

• Time Consuming 

• Potential costs 

• Alert fatigue - not another e-mail 

• Expectations of arrival by the team 

• Knowing what to do with the information beyond inclusion in 
the report 
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Media Monitoring – TG&WHF process  

• Research Reporter Daily, to all Foundation Staff (Tues – Fri. by 
10 am, Monday by 11am) 

• Headline, lead paragraph, insert of relevant information, link to 
story online or *full text available to subscribers only, see 
research for full story 

• Physical papers – Toronto Star, Globe& Mail, National Post 

• Variety of Magazines, many via nextissue 

• Alerts via FP Infomart & Google 

• RSS via Feedly 

• Foundation Flash  
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Note: Print still includes more 
info than online, esp. gift 
announcements, and 
stewardship/campaign thank- you 
ads and events 



Media Monitoring - Sources 
• Online news, media scans, RSS Feeds  Reader (e.g. Feedly.com – push) 

• Regional Newspapers & Magazines 

• National Newspapers & Magazines 
• Globe & Mail 
• National Post & Financial Post 
• Canadian Business 

• Regional Directories 

• Public (& university) libraries 

• TSX & Dow Jones (what’s trending) 

• Chronicle of Philanthropy (US online) 

• Canada411 (online) – Reverse Look-Up 

• Google – News alerts, Street View 

• StatsCAN reports & tables 

• And many more… 

 

That’s my 

prospect! 



Time Management & Work Log 

• Track what you are doing and what is coming up 
• Simple system that is easy to maintain 
• Should include: 

• Date Requested 
• Date Due (Date Completed) 
• Requested By 
• Requested For 
• Request Type (Bio, event brief, full profile, update, wealth & philanthropy, 

prospecting project “reference question”, etc ) 
• Request Details  if a meeting is booked when is the meeting  
• Rush 
• Status – open, completed, on hold 
• If more than one person shop, who received the requests and who is 

assigned to the request 
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Research Beyond the Profile 

• Research requests come from multiple sources (especially if 
you are a one-person shop) 

• Development Officers, Directors of Development, CEOs, Board & 
Committee Members, Event Planners, Proposal Writers, and so on… 

• Research requests go far beyond the profile and can include: 
• Environmental scans (demographics, economy, fundraising climate) 

• Fundraising Trends 

• Cause-related marketing 

• Benchmarking (regarding fundraising and research) 

• Celebrities and wealthy Canadians with… {insert condition here} 

• How to purchase Red Nike Tennis Shoes only available in Spain 
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Be a Rock Star - Skills to Excel At 

• Excellent command & understanding of your donor database 

• Strong internet searching skills 

• Understanding of your main resources  

• The “Reference Interview” – find out what the requestor really 
wants 

• How to say no without saying no 

• Remember the names of your donors and the main players in your 
area, this will come in time 

• Get to know your peers at other organizations 

• Be approachable and eager to help 
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Questions & Discussion & Hand-Outs 

62 



Our contact information 

Tracey Church, MLIS 
Research & Charitable Sector Consultant 

Tracey Church & Associates, Research + Consulting Services 

Web: www.traceychurchresearch.com 

Email: traceychurch024@gmail.com 
 

Amy McKinnon, CFRE 
Director, Development Research & Strategic Analysis & Privacy Officer 

Toronto General & Western Hospital Foundation 

Web: www.tgwhf.ca 

Email: amy.mckinnon@uhn.ca 
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