








Nearly half of survey respondents 
report that they are currently in a 
campaign while more than a third are 
actively planning one. 







Respondents report that the largest gift 
represents 19% of the total campaign 
goal, up from 16.6% in 2018, reinforcing 
the central role of transformational 
philanthropy in campaigns. 

















Research implication: 
Affinity is becoming more granular. Strong 
prospect strategy sits at the intersection 
of all three.

Capacity

Could they 
give?

Affinity

What might 
they fund?

Timing

Why now?

















Possible 
connection

Confirmed 
relationship

Strength of 
relationship

Willingness 
to open the 

door

Strategic 
priority

Research implication: 
Relationship mapping evolves from 
connection to confidence. Not every 
connection is an access point.







Research implication: 
Match the research to the decision. The 
higher the strategic or reputational 
stakes, the deeper the research.

Quick validation: Capacity 
/ basic qualification

Focused 
research: Affinity / 

recent activity / 
relationship

Deep research: 
Lead prospect / 

transformational 
gift / complex 

circumstances

















What should research help the 
organization know? 
Are the prospects at the top of the gift chart real?
Is there enough depth behind them?
Are the relationships strong enough to act on?
How current is the evidence we're relying on?
Where are the risks?
And where are the gaps?



What does this mean for prospect research?
1. Test the campaign ambition: Assess whether the prospect pipeline can 

realistically support the goal.

2. Look beyond capacity: Consider affinity, access, relationship strength and timing.

3. Build depth, not just names: Understand where the pipeline is strong, where it is 
fragile and what happens if a lead gift does not materialize.

4. Keep the intelligence current: Reassess prospects, relationships and 
circumstances throughout the campaign.

5. Match research to the decision: Invest the deepest research where the strategic 
or reputational stakes are highest.



Shannon Moon
Vice President, Research + Analytics
smoon@kciphilanthropy.com 
linkedin.com/in/shannon-moon

Questions
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