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Agenda

* Introductions

* Intro to Prospect Research, Apra & Ethics
« Traditional vs Integrated Giving

« Some Trends/Thoughts pre-Research

* Prospect Identification

 Researching: Foundations, Corporations, Individuals
— Wealth Indicators & Calculating Wealth Ratings

A few words on Creating a Healthy Pipeline
* |In Summary
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About the Presenter

Professional researcher for 20+ years, worked with over 400 charities
Principal, Researcher & Consultant, Tracey Church & Associates
Research, training, strategy, partnerships

Founding President, AFP London & Region Chapter

—  (AFP, Association of Fundraising Professionals)

Past President, Apra Canada
—  (Apra, Assoc. of Professional Researchers in Advancement)

Fmr Director, AFP Golden Horseshoe
Fmr Director, Apra International

Co-Editor & Co-Author “Prospect Research in Canada: An Essential Guide for Researchers
and Fundraisers” (Civil Sector Press, 2016)

Chapter contributor “Excellence in Fundraising in Canada, V.1” (Civil Sector Press, 2022)
Inaugural recipient of Apra Canada’s Excellence in Prospect Research Award (2018)

Part-time faculty, Western University in MLIS program teaching “Prospect Research in
Fundraising” course

MLIS and Professional Certificate in Not-for-Profit Management
AFP Master Trainer Certification
Regular presenter at Apra, AFP, AHP, CAGP and other conferences

And you are?
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What Iis prospect research?

« Traditionally, prospect researchers were hired to
research and find individuals, corporations and
foundations who would be the most likely major giving
donors for their organizations and have an affinity to
their case, campaign, or programming

 Now, prospect researchers are strategic partners with
the fundraising team to find the best fit for prospective
donors to their organization (more later!)
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Apra (aka APRA)

* APRA: Association of Professional Researchers for
Advancement (rebranded just “Apra”)

— Ongoing education: conferences, webinars, regional meetings
— Mentors, publications, websites, networking

« Apra www.aprahome.org (US $277/year)

« Apra-Canada www.apracanada.ca ($50/year)

— Note, you do not have to be a member of Apra (International)
to be a member of Apra-Canada!

— Scholarships, mentorships, webinars, networking,
conferences, job postings
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http://www.aprahome.org/
http://www.apracanada.ca/

Ethics and Standards Documents

« Donor Bill of Rights (AHP, AAFRC, AFP, CASE)
« AFP Code of Ethical Standards
 Apra Statement of Ethics and Standards

(}pm ethics toolkit

This Tool kit serves a2 a reference fool for all Apra Members and others, including

prozpect
specialish, and development officers.

Frospect & vsis of information
Research | used fo identity and enhance parinenhips. connections and

inferest: between insBlulions and ofhers with the goal of

s oo

Prospect ressarch, fogether with infemal anecdotal and
¢ el .

determine fhe

nnnnnn

globa. nafional. state. and local lows. a3 well o3 insfiufional
policies. governing the colection. use. mainfenance, and
disseminafion of information in the puruit of the missions of ther

October is AFP Ethics Awareness Month!
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http://www.ahp.org/member-center/donor-bill-of-rights
https://afpglobal.org/ethicsmain/code-ethical-standards
https://www.aprahome.org/Resources/Statement-of-Ethics:~:text=Apra%20Principles%20of%20Ethics%20and%20Compliance&text=Prospect%20development%20professionals%20must%20balance,%2C%20record%2C%20and%20disseminate%20information.

Apra Statement of Ethics

Apra Principles of Ethics and Compliance (updated June 2020)

. Apra is an international membership body for professionals who drive their institutions' philanthropic missions through work in prospect development. All members of Apra agree to
abide by the following Principles of Ethics and Compliance, which governs collection and use of data gathered from all sources, including social media.
. Prospect development professionals must balance a constituent’s right to privacy with the needs of their organizations to collect, analyze, record, and disseminate information.

To guide our work, the following principles apply.

Ethical Standards and Integrity

. Act with integrity and honesty and avoid any acts, omissions, or practices that could harm supporters, beneficiaries, your organization, the prospect research community, Apra,
or the general public.

. Prioritize the interests of supporters and beneficiaries and be a steward of their interests for the benefit of the organization, the prospect development community, and wider
society.

. Be alert to, and manage openly, any conflicts of interest.

Professional Standards and Behaviors

. Follow all applicable laws and regulations, the policies of your organization, the terms of use for all data sources you use, and the best practices and policies of Apra.

. Stay abreast of changes in laws, policies, and terms of use and adjust your practices accordingly.

. Track data provenance to ensure all information is legally obtained and publicly available from reliable sources.

. Uphold the highest standards of conduct in every professional situation, perform all work with the highest level of discretion, and accept responsibility for your own professional
actions and decisions.

. Respect the privacy of constituents and maintain the confidentiality of constituent information at all times. Record and disclose only information appropriate for fundraising
activities.

. Be honest about your identity and role when using social media in your work and do not unreasonably intrude on an individual’s privacy through social media platforms.

. Follow your organization’s social media policies regarding the online interactions that are appropriate for your role.

. Maintain a level of professional knowledge, accuracy, and competence appropriate to your responsibilities.

. Commit to continuous learning to ensure your knowledge and skills are relevant and up to date.

. Seek support and guidance, as needed, from your organization and Apra.

Apra Representation

. Always act in a way that supports and upholds the reputation and values of the prospect development profession and of Apra.

. If you suspect unethical conduct, alert your senior leadership and/or Apra for guidance and recommended courses of action.

. Act in a manner that increases public understanding of prospect development.

. Promote the professional development of others in the sector.
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https://www.aprahome.org/Resources/Statement-of-Ethics:~:text=Apra%20Principles%20of%20Ethics%20and%20Compliance&text=Prospect%20development%20professionals%20must%20balance,%2C%20record%2C%20and%20disseminate%20information.

Apra-Canada Resource

¢

30
contributors!

PROSPECT
RESEARCH IN
CANADA

AN ESSENTIAL GUIDE
FOR RESEARCHERS AND
FUNDRAISERS

Available today at: http://hilborn-
civilsectorpress.com/products/prospect-
research-in-canada

Apra-Canada members’ & student discount price: $65
Non Apra-Canada price: $87
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Ultimately, what do we want to collect?

Contact Information (home, work, foundation)
— Address, Phone, Email, Website, Social media: LinkedIn, Twitter, Facebook, Instagram

Date & place of birth

Family information

Education & designations

Current & past positions

Current & past corporate directorships ':::ll:'
Current & past volunteer roles

Awards & honours

Corporate overview

Foundation overview (if applicable) Recent photo(s)
Recent & relevant news

Additional hobbies, interests, clubs

Additional strategic notes for solicitation (known associates, friends)

Relevant giving (don't list it all: think large gifts and relevant gifts to your org)
Wealth indicators (executive compensation, real estate, share holdings, others)
Affinity to your mission, CASE, programming, campaign

Linkages to your organization / Past activity with your organization
Estimated capacity rating
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Time to think outside of the box!

* Or pyramid!
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“Traditional” Prospect Research Focus

Types of Giving Prospect Research

Targeted at Major Gifts
Some Emphasis on
Planned Giving

or Planned

Annual




Why do we do major giving & campaigns?

Fundraising Activity Cost to Raise One Dollar

Capital Campaign / Major Gifts $0.05 to $0.10 per dollar raised
Corporations & Foundations $0.20 per dollar raised

(Grant Writing)

Direct Mail Acquisition $1.25 to $1.50 per dollar raised

(with 1% or better rate of return)

Direct Mail Renewal $0.25 per dollar raised
(with 50% or better rate of return)

Planned Giving $0.25 per dollar raised

Special Events $0.50 of gross proceeds

AFP & Affinity Resources, 2017
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Today - Integrated Giving
>

Red Flag: if you are
researching
someone and they
are “asset heavy” —
think PG or
Integrated PG/MG
gift!

\\\
~Annual
~Giving

&

All donors have a home somewhere - if not, bless and release them!



Integrated Thinking

What Major Gift Officers Think

What Personal Gift Officers
Should Think (Ideally)

What Planned Gift Officers
Think

Look for outright gifts

Look for outright and deferred
gifts

Look for future gifts

Focus on gifts from income

Focus on gifts from income
and assets

Focus on gifts from assets

Prospects have high net worth

All qualified prospects are
cultivated

Prospects include those with
modest or limited incomes

Longevity as a donor is not vitally
important

Longevity of relationships is
understood to be of interest to
all concerned

Longevity as a donor is central
to prospect segment

Planned gifts are confusing and
technical

Understanding both current
and deferred gift options is an
asset

Love to talk about the technical
aspects of gifts

Goal deadlines and urgency for gifts
drive activity

A balanced approach to align
recipient needs with donor
interests/intentions

More focused on problem
solving than closing gifts by a
certain date

Spend most of their time with
middle-age donors

Spend time with qualified
prospects within appropriate
age segments

Spend most of their time with
older donors

Compensated for current year gift
production

Fraser & Yates, 2015

Compensated for both current
year gift and expectancy
production

Compensated for current year
gift production

& Associates

Canada Research » Consulling Services
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Blended/Integrated Gift Case:
What does the donor want?

Social Services Charity

Loyal annual donor and gala attendee couple identified by research team as
potential major and planned giving prospects

Director of Development did not want to ask for a major gift because it might
jeopardize the revenue for the gala!

Convinced/trained Director of Development (D of D) to ask the donors how they
wanted to give and their response was they wanted to name the building!

The building naming amount of the building was determined, the donors and the D
of D worked out a beautifully blended gift:

one-half of the total amount would be a major gift;

one-quarter of the total amount would be a planned gift in their will;

and, one quarter would be from a number of hosted events at the donors’ home over the
next five years.

And, just as important, the donor would continue to give annually and support the gala.
The Director of Development was on board from that point on!

The donor went from annual engagement to a lifetime commitment!
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Some pre-research thinking!
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TOTAL ANNUAL GIVING

Generational Giving 2018
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FIGURE 1
PERCENTAGE OF GIVING BY GENERATION IN 2018

66% Give
+ 4.9M donors

72% Give
» G.4M donors

Th e e o

+ 3.4 charities

» 4.6 charties

55% Give
* 4.9M donors

« 3944 yr/avg.
+ 5.4 charities

73% Give

PERCENTAGE GIVING

@ Millennials @ Gen X o Boomers e Civics

| %] ™e Next Generation of Ganadian Giving

blackbaudinstitute.com

Canada

traceychurchresearch.com

( -

Research + Consulting Services \,.'/

Tracey Church *
& Associates (=



New Canadians

« Currently, 1 in 5 Canadians are immigrants and this is projected to grow to 1 in 3
by 2036. Over 320,000 newcomers are arriving in Canada annually, which is
projected to surpass one million in the next three years.

* 75% of (multicultural and newcomer) respondents said giving is the right thing to
do, while 3 in 4 reported donating to charitable causes in the last year.

« The Imagine Canada report showed that foreign-born Canadians tend to donate
larger amounts than Canadians born in Canada.

Donation rate and average donation by birth locale and length of time in Canada

| 57%
< 3 years 3315

I !
5-5 years sési?
s-10years I sig‘-:

. 79%
10+ years 3978

i ] 78%
Born in Canada 2996

. Giving rate MAwverage donation

Multicultural & Newcomer Charitable Giving Study, Imagine Canada,

Tracey Church
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Cultivation Stage

Research Stages

Don’t try and do it all at once — or you will become
overwhelmed!

Prospect Research

Prospect Management

Identification Identify prospects through various sources Add/update prospects in database
Qualification Collect information regarding new prospect Rate prospects (internal and/or external tool) for capacity &
affinity. MG team plays a role in qualifying prospects.
Cultivation Collect news alerts, update development officers on any Prospects are assigned to development officers for
new activity. Whichcultivation activities might interest the cultivation. Make sure "right" prospects are invited to the
prospect? Profile may be requested at this stage. "right” cultivation & stewardshipevents (at the "right" time)
Solicitation Compile profile information for development officer's (& Track prospects along cultivation cycle (moves
volunteer's) first meeting with prospect. Identify probable managementwith team)
ask amount based on past giving, capacity, and
development officer's added knowledge through cultivation
regarding affinity
Stewardship Research includes ongoing tracking of the donorin regard | Team: Update database after gift, new rating, stewardship

to change in financial status and potential and timing for
next major giving ask.

activity, and beginning date for next cycle of cultivation

Canada

traceychurchresearch.com
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The Cultivation Cycle

How a Prospect Researcher “Sees” it:

A FULL profile
takes over 8 hours
of research — so
save it, until/if you
need it!

Stewardship

R

Research

V o

Solicitation

Research Identification

Research ‘ Cultivation

Think — how much
research/info does
the fundraiser need
to get to the next
stage?

Research

S 4

Qualification

\ 2

Research



Prospecting

FIRST: Qualify those currently linked or 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 higher level, and, are they interested in meeting
with a fundraiser?

Can you establish a scoring system for qualification?
Can you do ‘data mining light’ on RFM: recency, frequency, monetary

THEN: 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

Tracey Church
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How do | Prospect ID?

Prospect Type Resources

i Imagine Canada Grant Connect

Foundations « Search by Funding Interest & Geography
iWave / Kindsight
« CRAdownload & gifts to other orgs (like yours)
CharityCan
*  Prospect suggestions
« CRAdownload & gifts to other orgs (like yours)
No subscriptions
+ CRA & gifts to other organizations (like yours)
+  25% of funding foundations have websites

i Imagine Canada Grant Connect
Corpo rations « Search by Funding Interest & Geography

iWave / Kindsight

« D&B/ Zoominfo & gifts to other orgs (like yours)

* Look at orgs with large revenue/interests in your area
CharityCan

*  Prospect suggestions

« Zoomlnfo & gifts to other orgs (like yours)

* Look at orgs with large revenue/interests in your area
No subscriptions

» Library business resources (look at orgs with large revenue in your area)
»  Gifts to other organizations (like yours)

* Vendors

* Linkages to stakeholders

* Business magazine lists

* Imagine Canada Caring Companies

Tracey Church *
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How do | Prospect ID?

Prospect Type Resources

i\/i Is Imagine Canada Grant Connect
Individua » Search by Funding Interest & Geography (look at families & directors)

iWave / Kindsight

+  Gifts to other orgs (like yours or in your area)

* Relationship Science (linkages to your key stakeholders)
 D&B / Zoominfo (executives at companies)

CharityCan

*  Prospect suggestions

*  Gifts to other orgs (like yours or in your area)

« Zoomlnfo (executives at companies)

* Relationship Maps & Paths (linkages to your key stakeholders)

No subscriptions

»  Gifts to other organizations (like yours or in your area)

« Library business resources (executives at orgs in your area)
* Vendor executives

« Linkages to your key stakeholders (peer review)

* Business magazine lists

* Regional business magazines (any new players in your area)
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AFP’s Prospect Training

Rosso’s Concentric Circles
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LINKAGES

Linkages to your key stakeholders:

Staff Members
Board Members

— e.g.) Peer Screening
Committee Members
Event Volunteers
Event Attendees
Sponsors
Vendors

Current Major Donors
Advisory Groups
Professional Groups
Social Groups

traceychurchresearch.com
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Linkage
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Gifts to Other Organizations

(important note!)

 Remember when using a donor’s first gift to an organization, “under-giving”
IS real!

« Itis most prevalent at the beginning of the donor/charity relationship: 49% of
donors always offer a modest gift intentionally when they give for the first
time, and an additional 22% sometimes do.

(Burk, Penelope. Donor Centered Fundraising, 2" edition. Cygnus Applied Research Inc. 2018)
* S0, look at an individual’s historical giving and trends when thinking about
capacity
— Don’t use an individual’s first gift to you or others as the only capacity
indicator
— And, look for gift trends:
» Did a donor give their largest gift when they were also a senior
volunteer for the charity?
* |s your first solicitation step to ask for involvement before asking for
a gift?
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Resources: Foundations *

« Imagine Canada Grant Connect (fee)
— or check through your NonProfit Network or Public Library

« Canadian Charities Listings (CRA) — T3010s (free)

« BIG Online Foundation Search (fee)

« IWave / Kindsight (fee)

e CharityCAN (fee)

 US GuideStar (Candid, free, basic) 990s

« US Foundation Directory (Candid, 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://apps.cra-arc.gc.ca/ebci/hacc/srch/pub/dsplyBscSrch?request_locale=en
http://www.bigdatabase.ca/
https://kindsight.io/iwave/
https://charitycan.ca/
http://www.guidestar.org/Home.aspx
https://fconline.foundationcenter.org/

Imagine Canada Grant Connect

Keyword or funder

Filters RESET Funder Search SAVE MY SEARCH l l VIEW MY SAVED SEARCHES ] m

Cause -~
Mental health care ¢ Ontario Toronto X

Health (502) ~
Language Open to Requests Median Gift Sort By

Mental health care (49)% A
All hd All v s0 to | $Unlimited Match =

Addiction services (3)
Crisis services (1) 1-10 of 502 results on 51 pages

Mental health

counselling (1) Featured Resuls

Diseases and conditions (82) »

Health care (82) v

Echo Foundation .
Public health {19) w Funding Programs: 2 Median Gift: $25,000 ADD TO PIPELINE ¢

Environment, Mental health care, Montréal, New Brunswick,
Newfoundland and Labrador, Nova Scotia, Ontario...

Reproductive health care (3)

MrhEEEE e 9 Headquarters: Montreal, QC t/j Ongoing
Health policy (1)
Social Services (248) v Coast Capital Savings .
Funding Programs: 3 ADD TO PIPELINE H
Education (169) o Alberta, Burnaby, Central Saanich, Children and youth {0 to 18
years), Cogquitlam, COVID-19, Dropout prevention...
Religion (159) v ° Headquarters: Surrey, BC
Arts and culture {137) ~
Krembil Foundation .
Funding Programs: 1 Median Gift: $152,000 ADD TO PIPELINE H
SHOW 23 MORE N N
Brain and nervous system disorders, Canada, Diseases and
conditions, Health, Life sciences, Ontario, Toronto
) @ Headquarters: Toronto, ON
Region ~

Canada (502)
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Resources: Corporations Y

« Google Finance or Globe Investor (free)

« Business in Vancouver (BIV) — great lists! (fee)

« Canadian Newswire (free)

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

« Scott’s Directories (fee) — smaller businesses & manufacturing

« Indigenous Business Directory (Can gov)

« Canadian Council for Aboriginal Business (CCAB)

« Corporate Knights (responsible companies)

- Federal Corporation Directory (Can gov) — great for contacts & directors (home
addresses for some foundations/businesses)

— Does not include financial institutions
« SEDAR (free) — Canadian public company reports
« SEDI (free) — Canadian public company shares
- EDGAR (free) — U.S. public company shares
« LEDC (free) City of London or other city directories (new businesses with contacts)
« BIG Online Corporate Directory (fee)
« IWave / Kindsight (fee) — ZOOMInfo & D&B
« CharityCAN (fee) — Corporate Canada & Directors
« PUBLIC or university libraries (free!)

*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
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https://www.google.com/finance
http://www.theglobeandmail.com/globe-investor
https://biv.com/
http://www.newswire.ca/
https://www.dnb.com/ca-en/
https://www.scottsdirectories.com/canadian-directories/ontario-manufacturers-directory/
https://www.sac-isc.gc.ca/rea-ibd
https://www.ccab.com/
https://www.corporateknights.com/
http://www.ic.gc.ca/app/scr/cc/CorporationsCanada/fdrlCrpSrch.html?locale=en_CA
https://www.sedarplus.ca/landingpage/
https://www.sedi.ca/
https://www.sec.gov/edgar/search/
http://www.ledc.com/resources/business-directory
http://www.bigdatabase.ca/
https://kindsight.io/iwave/
https://charitycan.ca/

Why do companies give?

OVERALL PERCEIVED EFFECTIVENESS OF COMMUNITY INVESTMENT BY AREA

Improving company’s reputation 27% 45% 24% 96%
Strengthen the commun\i;i:z ;;g;g 23% 38% 33% 94%
Helping retain employees 42% 33% L9 90%
Increase brand awareness 39% 33% 12°% KT U8
Helping recruit employees 40% 25% 17% EKEI1ES
Creating competitive advantage 34% 23% 20% 77%
Retaining customers 38% 28% 1017y 75%
Attracting media attention 46% 17% 8% Fak
Generating new business 44% rk R[5 61%

Imagine Canada, 2018
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Imagine Canada Caring Companies

* A good place to start!

* Imagine Canada has ~120 Canadian businesses as
members of the Caring Company program.

* https://www.imaginecanada.ca/caring-companies

Their “characteristics™ are becoming more like major giving
Individual donors in that they state:

« Caring Companies are good corporate citizens.
« Caring Companies drive social innovation

 Caring Companies invest money, ideas and time in
communities across Canada.
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Libraries!

I o toronts
» public library

Business & Personal Finance

Guide To Researching A Canadian Company
February 5, 2010 | Margaret W.

a o Comments (0)

Keyword Searching
A mix of the following keywords will help you find good results when you search
our website.

Corporations, Finance, Directories, Canada, Periodicals, Financial statements, Annual
reports

Checking the Shelves

Ifyou're in a library, browse the shelves around these call numbers
* 380.10257

* 338.70257

* 670.5

* 6705

Relevant Titles
These books can give you relevant information on Canadian companies:

Blue Book of Canadian Business

Canadian Key Business Directory

Canadian Trade Index/CTI

Fraser's Canadian Trade Directory

National Services Directory

Ontario Business to Business Sales & Marketing Directory
Scott’s National Distributors Select - CD ROM

Scott's Directories: Greater Toronto Business Directory (3 vols.}

Using Online Sources
Get access to a wide range of databases online and in the library.

Once you sign in with your library card, you will be able to select and search
Business databases to find listings of magazines and newspaper articles about
specific companies.

traceychurchresearch.com

=
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About this Blog

Welcome! We are specialized librarians
in our business department and we
write about current issues for small
business owners and those interested
in personal finance matters. For more
information and resources see our
small Business and Personal Finance
pages.

Recent Posts

Top 10 Business Books You Can Find
At The Library

Startup Marketing Tips For Credibility

Maintaining a Healthy Work-Life
Balance

Addressing Workplace Bullying

5 Online Courses for Entrepreneurs
and small Business Owners

Niche Market Research Tools &
Resources

Toronto Public Library Partners with
Prosper Canada

Categories

select an option v
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Favourite Resources: Individuals ¢

+  CharityCan
— Canadian Who’s Who, Donations, Political Donors, Corporate Canada Directors,
Thomson Reuters, ZoomInfo, Public Sector Salaries, Charities, Charity Directors,
Profiles, Relationship Paths, Real Estate, ProspectPRIME, Recommended Prospects

. iWave / Kindsight

— 360 search, ZOOMiInfo, D&B, Donations, Real Estate (Can & US), Wealth Ratings,
Political Giving*, Thomson Reuters, Insider Filings, Foundations, Matching Gifts,
PROScore, PROScreen, Profiles, Connections

+ US & Canadian resources

* G.O.L.D. - Grey House Online Databases — Venture Capital Firms (fee)
«  Global Data Wealthinsight — High Net Worth Individuals (HNWIs) worldwide (fee $$$)
. International Resources collections (e.g., Helen Brown Group and others)
. Farm Credit Canada: Farmland Values Reports
. Re/Max Canada Recreational Property & Farmland Reports
. Salary Estimates: Monster, Payscale, and Public Sector Salary Disclosures
. Demographics: Realtor.ca, Prizm/Environics, GIV3
*  Alumni directories (online & print)
. Relationship Science Rel/Sci (fee)
*  Obits (for family connections)
« Top 100’s
. Realtor.ca / MLS & ZooCasa & Zolo & HouseSigma (real estate, for sale & sold)
. Individuals cities/provinces home assessments (free in most provinces, not Ontario)
+  SEDAR (online) holdings/info for each public company
«  SEDI (online) share holdings in public companies
. EDGAR (online) - US Securities

PUBLIC or university libraries

A For all resources check if they are “auto-generated”, when last updated, and double-check family
connections.
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https://charitycan.ca/
http://www.charitycan.ca/
https://kindsight.io/iwave/
http://gold.greyhouse.com/
http://gold.greyhouse.com/
http://gold.greyhouse.com/
http://gold.greyhouse.com/
https://financialservices.globaldata.com/HomePage/Home
https://www.helenbrowngroup.com/prospect-research-links-library/
https://www.fcc-fac.ca/en/knowledge/economics/farmland-values-report.html
http://download.remax.ca/PR/2021RecreationalPropertyReport.pdf
https://www.ontario.ca/page/public-sector-salary-disclosure
https://prizm.environicsanalytics.com/
https://relsci.com/
http://www.mls.ca/
http://www.zoocasa.com/
https://www.zolo.ca/
https://housesigma.com/web/en
https://www.sedarplus.ca/landingpage/
http://www.sedi.ca/
https://www.sec.gov/edgar/search/

SEDAR: Proxy/Management Circulars

SUMMARY COMPENSATION TABLE

Non-equity incentive
plan compensation

Long-
Share- Option- Annual term
based based incentive incentive Pension All other Total
i Salary awards awards plans plans value compensation compensation
Name and Principal Position Year 3 (3)(1) $)2) 3) (3) (3 ®)3) (3)
Mr. Gerald W. Schwartz (4)_........ 2013 466 573 — — — — — — 466,573
Chief Executive Officer (refired) 2022 1.300.000 — — — — — — 1,300,000
201 1.300.000 — — 5.000,000 — — — 6,300,000
Mr. Robert M. Le Blanc................ 2023 1000000 2300000 5201000 — — — — 2,501,000
Chief Executive Officer and 2012 1000000 2500000  2.440,000 — — — — 3,940,000
President 2021 750,000 — — 5.000,000 — — — 3,750,000
Mr. Christopher A. Govan ... 2023 302,440 756,086  1.134,130 571,377 — — 137,703 2901.736
Chief Financial Officer 2022 300,481 751,202 1.126,803 900,000 — — — 3078486
201 315,520 — — 2,200,000 — — — 2515520
Mr. Romnie Jaber (). 2023 400,000 — 750,000 3,100,000 — — — 4,250,000
Head of Onex Credit 2012 — — — — — — — —
201 — — — — — — — —
Mr. Tawfig Popatia (). 2023 400,000 — 730,000 1,483,000 — — — 2635000
Co-Head of Onex Partners 2022 — — — — — — — —
2021 — — — — — — — —
Mr. Nigel S. Wright (3).......coovc..... 2023 400.000 — 730,000 1.485.000 — — — 1,635.000
Co-Head of Onex Pariners 2022 — — — — — — — —
2011 — — — — — — — —
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Canadian Who’s Who

Canadian Who's Who Biography l == Abbreviations Index

SCHWARTZ, Gerald Wilfred, O.C., B.Comm., LL.B., M.B.A., Ph.D. (Hon.), LL.D.; businessman; b. Winnipeg, Man. 24 Nov.
1941; s. Andrew O. and Lillian (Arkin) Schwartz; m. Heather Reisman; children; Carey, Jill, Andrea, Anthony; e. Univ. of Man.
B.Comm. 1962, LL.B. 1966; Harvard Univ. M.B.A. 1970; FOUNDER, CHAIR AND C.E.O., ONEX CORPORATION 1984— ;
Dir., Celestica Internat. Holdings, Inc.; Vice-Chair, Dir., Gov. & Mem. Exec. Cite., Mt. Sinai Hosp.; Chair of the Bd. of
Trustees, Cdn. Friends of Simon Wiesenthal Center; Bd. of Trustees, Simon Wiesenthal Centre; Chair, HESEG; called to Bar
of Man. 1966; law practice Asper, Freedman & Co. Winnipeg 1966—68; Assoc., Corporate Finance, Estabrook & Co. Inc. N.Y.
1970, Vice-Pres. Corporate Finance 1971; Sr. Assoc., Bear, Stearns & Co. 1973, Vice-Pres. Corporate Finance 1974; Co-
Founder, Pres., Mem. Exec. Ctte., CanWest Capital Corp. 1977—-83; Assoc. Prof. (Adj.), N.Y. Univ. Grad. Sch. Business
Adm_; Dir., Indigo Books & Music Inc.; Vice-Chair, Mount Sinai Hospital; Mem_, Ctte. on Univ. Resources, Harvard Univ. Bd.
of Overseers; Dir., Gov., or Trustee of a number of other organizations, incl.: Jr. Achievement of Central Ont. and The Simon
Wiesenthal Center; honours: Hon. Dir., The Bank of Nova Scotia; Officer, Order of Canada 2005; Lifetime Achievement
Award (Ont.), Ernst & Young 2005; el. to Cdn. Business Hall of Fame 2006; Hon. Doctorates, Tel Aviv Univ. (Ph.D.) and St.

Francis Xavier Univ. (LL.D.); recreation: sailing, tennis.
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Re/Max Recreational Property Report

\J‘ Canada

"2 2021 RECREATIONAL PROPERTY REPORT

ANTICIPATED ANTICIPATED
PRICE AVERAGE

PROPERTY

AVERAGE RECREATIONAL SALE PRICE CHANGE GROWTH SALES pmcg
/=) F
TYPE

Farm

‘Waterfront 56?5 45500 5320,9501}0: $843,975.00 592! IT2ED

County Mon-Waterfront 5445 OBE.00

Peterborough | Waterfront SM'I,J}!M

524, 7R8.00 374184440

Hawarthas | Non-‘Waterfront 544! 56200 5725,831 a0

‘Waterfront $I OF0.BTE00 : 9% 15% ‘ll 70585480

Muskoka Mon-Waterfront | $302.830.00 ; 7% 20% $745,758.80

0% 2% 559.2133‘9?

Waterfront sss288200 62% 15% s1,u!u.941.ss
— R e [t —
iy [tee] ioman  essstsn  gmpecnn | o e o s
Condo $382 58300
Waterfront $875,05600 | 311552700-0: $1546,561.00 | 77% % $£1,685,751.49
Niagara '
Region | Mon-Waterfront | $424,28200 | $564,939.00 | $758776.00 | 7% % $411,890.32
-On-The- ‘Water access
Lake) | .
$568,7200 | $476200.00 "% $554,282.94
Waterfrant wu 73700 :srr_au 00 ax a% tm 127.45
Thunder Bay ) I :
Non-Waterfront | $262406.00 | $276145.00 o% 12% $2904.236.32
Waterfront 57128600 | $545.257.00 6% 0% $860,208.70
Mon-Waterfrant ms,z:'s 00 | 5253 423.00 % 25% 53;4 49375
. i [ I
Water access | $571.286.00 | $545.237.00 1% 25% S843.675.75
Condo $320971.00 $602,514.00
Gray Brucs | oteronk .smgg ADTAD
Countie: | yon-Waterfront ssss.mz o0
Waterfront $713,000.00
Barry's Bay

Mon-Waterfront

53&1,250 i i}

$1,528,740.00

‘Waterfront

Tracey Church
& Associates

Research + Consulting Services

¥




Demographics (e.g., Prizm, Environics)

Viede Réve

67 Segments 14,948,843 Households 767,473 Postal Codes

South Asian

Kidk-Back Country Enterprise Asian Avenues

Savvy Seniors

N6G 4J1 REPRESENTS

Savvy Seniors

Upper-middle-income seniors in urban apartments

traceychurchresearch.com

T Filter Segments

Multicultural
Corners
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https://prizm.environicsanalytics.com/

“People Resources” influence their peers!

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

As of 2024...

« Facebook had 3.07 billion monthly active users worldwide
« Instagram, 2 billion monthly active users worldwide

« X/ Twitter, 586 million monthly active users worldwide

« LinkedIn, 830 million members worldwide

 And more...

How to use:
 Have a presence
» Track your donors and prospects on their public feeds

Source: Statistica.com & LinkedIn
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What Canadian Donors Want

... Foundation for Phiarchropy

Facebook is the most mentioned social media platform ’ A F P
actively used by the respondents, followed by Instagram. Aok

Ferdinen Caradieroe pou
b phiarstvpe

Attitudes / Behaviour / Drivers /
Social media platforms actively used (%)

Facebook |, >
instagram - | 0
Linkedin [ NN

Twitter || 20

TikTok [ NEGN 2

Reddit [N ©

Another type of social media account or profile - 6

Account on an online forum/community [JJj 3

Ablog ] 2

None of the above 15
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Other Sources

* Online news, media scans, RSS Feeds - Reader (e.g. Feedly.com — push)

* Regional Newspapers & Magazines

— Gift announcements
— New entrepreneurs

« 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)
« (Canada4ll (online) — Reverse Look-Up
 (Google — News alerts, Street View
« StatsCAN reports & tables
 And many more...

That’s my
prospect!

~ Tracey Church *
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What activity is expected of your fundraisers?

stewardship needs
Performance Goals for Major Gift and Planned Giving Officers

4.

Weekly Contact Goal for Individual Fundraiser = Total Number of Donors/Prospects Under Management divided by

This relates directly to research activity, proposal writing and

CONTACT (MOVES) OBJECTIVES AND MIX

(In order to provide a model, we use the number "100" as an example of the contacts under management.)

Qualifying Cultivation BSolicitations or Asks Need-|  Stewardship
Standard Contacts Contacts ed Contacts
New Fundraiser 70% of Contacts 20% of Contacls 5% of Contacts 5% of Contacts
(18 per week) (5 per week) (1 per week) (1 per week)
Experienced Fundraiser 25% of Contacts 50% of Contacts 15% of Contacts 10% of Contact
(3 10 5 years) (5 per week) (13 per week) (4 per week) (3 per week)
Ven':uE:dprearii:;oed 5% of Contacts 65% of Contacts 20% of Contacts 10% of Contacts
1 K 16 K 5 k 3 per week
(5 years and longer) (1 per week (16 per week) (5 per week) (3 per week)

« Areasonable target for gifts secured is 6 per month by whatever method. Depending upon the organization and the giving constituency,

this could result in $1 million per year.

+ A contact (move) has an objective. It may be accomplished by letter, telephone, or personal visit
« With good prospects, one contact (move) per month (12 per year) is desired, with 4 10 5 per year in the for of personal visils

« The number of personal visits will be somewhat determined by the geographical distribution of your contacts— the more dispersed the

group, the more likely the difficulties in making the 4 or 5 personal contacts a year.

Jerold Panas, The Institute for Charitable Giving

Canada

traceychurchresearch.com
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Calculating Wealth

Wealth indicators help to determine the “right” ask amount. We use the
word “indicator” because this is based on small amounts of information.
This does not provide a complete financial picture of a prospect. The
sources to use include:

 Prospect review: meeting with staff and volunteers. Peers would
understand the circumstances of their situation therefore have a
good idea how much they can give

« Donation history: to your organization and other organizations.
« Wealth lists: e.g.) Canadian Business Rich 100
« Articles: such as those detailing a sale of a private business, etc.

* Information circulars: provide information of directors and top
executives of public companies

» Real estate holdings estimates
« Salary estimates

Tracey Church *
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Estimated Total Net Worth (HNWIs)

Estimated Total Net Worth Wealth Indicator | Estimated %
of Net Worth

Income ~10%
Real Estate ~20% - 25%
Stock ~30% - 35%

Other/Unknown ~30% or more

*Sometimes we use these formulas
when there is no history of giving.

* Individuals on average give between 1% - 5% of their net worth - to everyone,
over 5 years (i.e., major gift ask/pledge)

« The 1% - 5% depends on affinity, age, engagement, campaign status, etc.

Tracey Church
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Setting up Capacity & Affinity Ratings

Capacity estimates what a prospect is able to give (think predictive & external)

Researchers may look at what donations, if any, a prospect has given to
other organizations or foundations.

An individual’s salary may be found on SEDAR, if he or she is a top
executive of a public company.

— Individuals on average give between 1% - 5% of their net worth
Corporations often have written commitments to community support on their
web pages or in their annual reports.

— Corporations on average give ~1% of their revenue

Foundations usually list their totals assets and also their gift ranges.

— For charities and foundations (including family foundations), the current disbursement quota (DQ) is 5% on
property / assets exceeding $1 million (as of Jan. 1, 2023).

— Private foundations invest their money on the markets, so this will affect their giving.

From all of these sources, and more, a researcher may be able to estimate
how much a prospect is able to give to any organization.

Tracey Church
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Setting up Capacity & Affinity Ratings

Affinity rates how likely a prospect is likely to give to your organization
based on a closeness or connection with your organization.

* In health-care organizations, a grateful patient may have a high
affinity to your institution.

« Unfortunately, or fortunately, because of the privacy laws in Canada,
unless a grateful patient comes forward to declare his strong affinity,
we may never know it.

« But, there are other ways to see affinity:

— Current or past solicitation activity with your organization

— Past donations to your own organizations or others like it

— Volunteer activity in your organization or others like it

— Common business associations with your organization, and so on.
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Setting up Capacity & Affinity Ratings
For capacity, researchers & solicitors can set up potential gift ranges, such as:

« Under $1,000

« $1,000 — 4,999
 $5,000 —-9,999

« $10,000 — 24,999

o $25,000 — 49,999
 $50,000 — 99,999
 $100,000 — 499,999
* $500,000 — 999,999
* $1 million or more

Similarly, affinity ratings can be created, such as:
0 - Unknown

e 1-Low

2 — Moderate

« 3 - Excellent

Tracey Church *
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Capacity vs Affinity

High Capacity

Major Giving Potential
Needs Cultivation

Low Affinity Cultivate & Move

Giving Potential Low
Affinity Low
Don’t Waste Resources

Low Capacity
Low Affinity

Major Giving Potential Low
Affinity High
Good Planned Giving Prospects

Low Capacity

High Affinity

Bless & release!

= blended/integrated zone!

Tracey Church
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Other Ratings

 Linkage
— A bridge/connection from your organization to the prospect.
« Ability
— Based on their ability to give (now, to this project) not what they are able to give
* Interest
— Similar to Affinity. The interest the prospect has in your organization and/or its
programs.
* Likelihood

— Often used within a proposal. The likelihood of supporting a particular ask.
— Some organizations place a percentage on this: High Likelihood (90%); Medium (50%);
Low (10%)
« Access
— Similar to Linkage. Is there a volunteer willing to make in introduction?
+ Affluence

— Similar to Capacity or Ability. Has qualification taken place to determine potential ask
amount?

Tracey Church
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Creating a Healthy Pipeline

Prospects at all capacity levels

rProspects of all types: Individuals, Fdns, Corps

Prospects at all stages of the development cycle

rAII Info In the database

Regularly review and clean pipeline
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In Summary

« A charity deserves targeted, relevant, well-timed asks

« Researchers are uniquely skilled to complement a fundraising team to meet
their goals with well-matched prospects

— For appropriate giving programs — at appropriate giving levels
» Researchers work strategically with fundraising teams to provide the “right
prospects” for the “right programs”, at the “right gift amount”, at the “right
time”
* Note, capacity # philanthropy!

* Use your research resources to find: individuals, corporations & foundations
that match your charity’s mission & financial goals

 Manage the database to be able to easily add your prospects, rate them,
and extract them according to fundraising needs
« Part of a researcher’s/research worth is steering the fundraising team

AWAY from those prospects who have neither the capacity NOR the affinity
to give to your organization!
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Questions?

Tracey Church, MLIS
Tracey Church & Associates, Research + Consulting Services

www.traceychurchresearch.com
tracey@traceychurchresearch.com
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