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The Culture Business NYC
Key Learnings Report

The Key Learnings Report is your post-conference tool kit.
We have collected the notes of the conference and summarized the best practices into
key takeaways.
Share this report with your colleagues and target the lessons learnt you wish toimplement
in your organization.
We would like to thank our volunteers Jennifer Wang, Shellee Price and Chris Kucha for
their support in taking these notes during the conference.
We hope you make the most of the Key Learnings Report.
See you soon at Culture Business Canberra, 20- 22 November 2018 and Communicating
the Museum, 24 – September 2018.
The Agenda Team
Corinne Estrada, CEO and Founder
Emilia Keen, Project Manager Culture Business
Clémence Ferry, Project Manager, Communicating the Museum

What Does It Mean To Be
An Audience Focused Cultural Organization
Speaker
Gary Stoppelman
Director of Marketing & External
Afffairs, Indianapolis Museum of
Art, Newfields

Notes
What does it mean to be an audience focused cultural
organization?
In your organization is it easier to talk about philanthropic income
than earned income… why? What is the difference?

Key Learnings
Be willing to change mission
statement to increase revenue.

When Gary started at Newfields, the Museum had significant debt:
Step 1: get expenses in line and stop relying on the endowment
for an operating budget.
Step 2: organize to grow membership.

Be ready to bring down the wall
between curators and people.
Are we here for objects or
people? Newfield’s changed its
strategic plan to be there for
people, rather than objects.
Identify your audience. Then
create exhibits that appeal to
them.
You need the support of your
Trustees and Community to try
new things (things that
sometimes fail… failure must be
acceptable.

They looked to examine what they have that differentiates them:
a 50-acre botanical garden, a 100-acre art nature park.
Newfield’s mission changed from object focused to people
focused. Their goal became to enhance people’s lives through
exceptional experiences which involved both Art & Nature.
Changed mission → changed strategic plan.
Newfields set a goal to double its Philanthropic Income & its
Earned Income by 2020. They began looking into their
membership - while they had much information about members,
there was none on non-members.
In fact, 16% of population made up 93% of Newfields business.
The museum hired research and branding agencies to investigate
and determine out what motivates people when they engage in
their favorite activities, and work those into the museum’s
offerings.
Research showed that the area’s residents felt the museum is
indoors, is not for kids, is static (painting hanging on a wall). ‘Every
time I go experience is the same’
Indianapolis residents were asked to compare typical day off to
ideal day off. The answers were always the same: an ideal day off
included more napping and drinking. Shared common interests:
food, music, beverages.
Newfields decided to remove the perceived barrier of ‘Art
Museum’ and focus more on activities in outdoor spaces: Audabon
exhibition, 250 000 Spring Blooms including a spectacular beer
garden, Winter Lights, and so on. Open later, serving food and
beer.
The result: People started thinking about Newfields as outdoor,
shared space. Attendance increased 72%... most of the new
attendees were younger and multi-cultural.

Notes by: C Kucha

Corporate Membership – From Brand Alignment to Mission Fulfillment
Speaker
Will Cary, Senior Director of
Annual and Corporate Giving,
Barnes Foundation U.S.A.
Key Learnings
There are many significant ways
Museums can benefit from
Corporate Memberships.
Corporate Museum Memberships
have grown significantly the past
five years, a trend which is
expected to continue.
Corporate relationships can
include free advertising for
Museums.

Notes
Corporate Fundraising makes up a small portion of most
institutions overall budgets and as a result hasn’t received a lot of
resources, support or attention. However, based on the Barne’s
Foundation’s experience, there’s a lot of opportunity here and a
lot of benefits for both museums and the corporations that
partner with them.
It makes sense for businesses to partner with museums because
research shows that corporate customer and clients:
- Think highly of businesses that support cultural
organizations.
- Feel good about doing business with and making
purchases from these corporations.
- Are more likely to listen to and believe these corporations
messages, PR, advertising, etc.
As a result, the number of Corps supporting Art Museums
continues to grow each year, making Art Museums a major
business support category.
Why is there more opportunity here now than ever before?
Because of increased focus on:
- CSR (Corp Social Responsibility)
- Community Investment and Volunteerism
- Professional & Personal Development,
- Social Impact and Employee Retention.
Museums Brands have a lot of assets that can benefit
corporations:
- Museums lend credibility and visibility
- Memberships are easily replicable,
- Museums provide added Added Value benefits
- Help with team building and problem solving
- Help teach communication and storytelling.
The Barnes found that Corp memberships need to be more than
about just Institutional Giving. As such, the Barnes moved Corp
Giving to their Individual Membership Programs.
This helped make the relationships about individual engagement.
How many times do employees visit, what art, events, etc. are
they interested in.
Closely tracking corp member actitivies has given the Barnes a
sense of how it can help serve the Corporations.
To help further this new commitment, the Barnes created 3
separate Corporate Committees. The biggest is its Corp
Leadership Board, which is for Sn. Executives.

Notes by:

The second is the Professional Advisors Council made up of wealth
managers, lawyers and philanthropy specialists which is more
focused on corporate clients and customers. This committee
helps the Barnes tap into a whole new audience.
The third committee is a Young Professionals Board, made up of
young executives on the rise in their corporations, who’ve been
identified and recommended by their bosses. Their mandate is
increase employee engagement at their companies with the
Barnes.
The Barnes has also leveraged its Corporate Memberships with
inclusion in company advertising campaigns, benefiting both the
museum and the businesses. Corporations can use the campaigns
to demonstrate that they support the arts and non profits. The
Barnes benefits from free advertising that it otherwise couldn’t
afford. A win-win for all.

Notes by:

Cultivating Future Philanthropists: A New Mindset
Speaker
Kendra Foley, Executive Director,
Individual Giving, School of the
Art Institute of Chicago, USA
Key Learnings
MakeWork invests and cultivates
opportunities for new artist-led
businesses that have a social and
cultural impact, thus creating
impact and sustainability in the
future.
MakeWork also focuses on
collaboration and collective
problem-solving with both
council and alumni members
mentoring and advising students
continuously throughout the
process.

Notes
SAIC launched MakeWork in 2015 to cultivate future donors and
board members among professional and entrepreneurial creative
circles (e.g., Facebook, Herman Miller, LostArt.)
The goal of MakeWork Award is to fund sustainable creative
ventures that expand or preserve an important social value-such
as diversity yet inclusiveness, equality, disruption, growth, mutual
respect, and understanding while preserving an artistic tradition or
exploring the next artistic frontier.
Up to 10 alumni and 10 students from Chicago and other areas in
the U.S. are awarded a spot in the challenge where they can win
up to $10,000. Students and alumni that win a spot are also
invited to join the Auxillary Council that introduces alumni of the
challenge to mentor the next round of participants and receive
access to creative entrepreneurs.
SAIC MakeWork Council Member Requirements:
1. A small commitment of time to advise and mentor
students.
2. A tax-deductible $1,000 contribution for
the MakeWork Fund.
Kendra highlighted a few 2017 challenge winners and discussed
their success stories.
Key Takeaways:
80 Hours of Mentorship by the council members to students and
alumni in areas such as the application process, business plan, and
business start-up.
120 Students and alumni participated in workshops, coaching
sessions, or one-on-one mentorship.
More than $20,000 and two six-month memberships have been
awarded to nine students and alumni, and they have access to the
network of MakeWork mentors.
In the first year, there were 35 students that applied for a spot in
the MakeWork challenge. There was a decline in the second year
so they did focus groups to correct the model and attract people.
MakeWork would like to continue to grow and expand its
program.

Notes by: Shellee Price

Adapting To Success – An Individual Giving Journey
Speaker
Silvia Meichior, Head of
Individual Giving, English
National Ballet, UK
Key Learnings
Take stock of what matters and
have no fears.
You should always question
critically and analyze the
situation at hand.
You should be confident when
making changes.

Notes
Silvia discussed the series of events since her tenure (4-1/2 years) at
ENB from the individual giving strategies, friends and patron
schemes to philantrophy-driven giving models, new legacy
programming, and fresh approach to appeals.
No fixed home.
They looked at data. They do not sell tickets on their own. They
performed surveys and focus groups.
From there, they started to build strategies and different packages
and levels (e.g., patrons have 4 different tiers), which were tweaked
along the way.
The friends category (initially 700), mostly over the 60s age group
had doubled, and they could no longer offer discounts.
They also took away their buddy group (300) for the childrens
program because it was not profitable and did not grow donors.
They send out newsletters and offer priority bookings, meeting a
dancer, etc. Each venue has different setups and benefits.
They were too focused on benefits to recruit new donors.
They sent out personalized regular communication; two letters a
month for patrons and one a month for friends.
The dance group use to be more traditional five years ago, and now,
they are reinvigorating the ballet dance form, and performing more
exciting works. They have started to perform abroad, in places such
as Hong-Kong, and are looking to expand more.
Silvia was not as confident as she should have been with the new
schemes.
Their needs to be better communication by them. They have to be
creative, have social media campaigns, be visible to the public, and
engage supporters.
Silvia said to take stock of what matters and have no fears.
She continues to always be critical and analyze the situation at
hand. They have to do more with less.
She is currently decluttering the administration (e.g., database),
building a team of fundraisers not administrators (e.g., no handwritten notes) and restructuring benefit offers and delivery.
Her next challenges will be focusing on philanthropic giving not
transactional benefits, telling the story using their assets, the
dancers, and highlighting successes, developing new networks, such
as global donors and international donors as well, and building
assets for the future of the English Ballet.
They will also be moving some offices and two studios (will become
5) from Kensington to one location in East London. They are
researching and evaluating resources and needs and whether there
might any future program cancellations.

Notes by: Shellee Price

MASTER THE ART OF INTERNATIONAL GIVING
Speakers
Chair: Alison Wright, Assistant
Director, Engagement &
Development, National Gallery of
Australia, Australia
Silvia Melchior, Head of Individual
Giving, English National Ballet, UK
Daphne Butler Birdsey, Deputy
Chief Development Officer, The
Met, USA
Hanne Støvring, Director of
International Philanthropy,
Statens Museum for Kunst,
Denmark
Key Learnings
Although International giving is
considered essential by all
members of the panel, museums
are still exploring, expanding, and
defining their position abroad to
secure more donors.
They do not have a firm position
on whether traveling abroad to
the international donors and
potential donors helps the giving
situation or not.
Everyone was in agreement that
there is room in fundraising for
all.

International Giving - Is it a need or a want? It is believed to be
essential.
AW Asia Pacific looks to America and America looks to Asia Pacific.
Programs are not just home based.
Their Friends Program has been in place over 40 years.
Asia Pacific is at times left out.
Not home-based thinking (e.g., American Friends and vice-versa).
DBB Fund-raising has outgrown the American donor space.
The Met is over 150 years old. They tend to have 30 shows a year and
capital projects. It is a global institution. They need to defray the
costs.
If International Counsel reaches out to the top collectors and
philanthropists, they will get a deep return. They asked a few
members abroad to invite new members with dues of $25,000 and
twice a year visit. The goal is 50.
The goal is to engage visitors abroad more which brings in more
money, larger gifts.
HS Denmark is a small country. Giving is abroad in the U.S.
They promote Danish artists abroad. They raise funds in the U.S. and
have exhibitions in the U.S.
The last 3 years have shown exhibitions through the American friends
here.
SM There’s more opportunity abroad in other countries (e.g., New
Zealand, Hong-Kong, Mexico, and Russia).
They are not yet forming those relations. They are still trying to figure
out how to do it and the best way to do it.
They are also trying to determine why they are special and what work
towards getting the money. They need to focus on branding and
define who they are and what they do. The UK fundraisers are not
extremely forward.
AW It’s also about the product. For example, exhibits tied to
Versaille. Product can drive giving.
Servicing – “Is it Right or Wrong”? and “Is It Too Much or Too Little”?
DBB They try to be mindful of the value to the members. They meet
with them twice a year for 2-3 days at time. It’s about the
stewardship. The museum tries to keep in touch with the customers
and when they know that the customers will be in New York, they try
to meet with them and engage. They ask the customers which
curators they like or what show they want to see. They figure out
ways to help.
HS Their program started from zero. They want to engage with all
levels of patrons and ambassadors. She agrees with

Notes by: Shellee Price

DBB There are different varieties of giving. The different needs
require different servicing by the museum.
Travel is in at the director and personal level. Experiences are being
created by curators.
Think about the brand. Is it global?
A personalized website can also help.
Stewardship through a Few Different Ways – Finding Balance
SM Fundraising dinner in Hong-Kong. It didn’t happen before.They
took on a sponsorship, and then, they sold tickets. There needs to be
a meaningful relationship for a long-term relationship to evolve.
DBB Who are their key collectors and do they want to develop them?
The Met has their own connections in China, India, and South Korea.
The key collectors also have their own connections, and they have
not had a very strong interest.
The Met has 50 collectors in Southeast Asia. They are not branding
and necessarily waiting for the right opportunity.
AW She gave an example where the Indonesian market was
considered immature. They did a study with 7 curators and a
Director. There was a fact-finding mission for an exhibit next year on
contemporary Indonesian artists. They ended up with 50 new donors.
SS They get the government agencies (e.g., IKEA) involved for culture
and trade development focusing on relationship building and what
the museum (500 people) has to offer.
DBB Yes, The Met also works with government agencies for example
when doing an exhibit.
HS Yes, they work with the International Council and every 3 years
they initiate and target specific countries.
The French have many Friends groups and often they tend to be the
same people. Is the Denmark American Friends group the only group
and is it all people related to Denmark, or are they recruited?
HS The Denmark American Friends Group is the only group. They they
have both related to Denmark and unrelated. The group has fostered
growth in other Denmark related groups, such as food and
technology.
Travel is time consuming, and sometimes, a useful tool to increase
donors and other times not. What is the panels take on it?
HS Danish art started the connection here. Then, subsequently, the
food, technology, and sciences came. The U.S. didn’t really know the
Danish.
DBB For the Met trips for donor friends the international council
organizes the trips abroad.

Notes by: Shellee Price

The Met has its own travel programs for 45-50 people at a time for
about 3 days.
The Met does not know yet if the travel is successful.
AW Booze and food, and trips, support life. Donors interconnect and
hang out more together and become friends.
SM They, the donors, tack on money for themselves and the
organization.
Bill Friedman, who manages the travel program at The Met, and
works with other museums as well, commented from the audience.
He said that the travel program for individuals brings more individual
donations (e.g., $1Mil) and sometimes gifts of artwork. The patron
giving is not the same, it’s different.
He believes it is very important for Americans to get out there and
show their cultural side.

Notes by: Shellee Price

Enhancing a Global Brand Locally Through Arts & Culture
Speakers
Garrett Gin, Senior Vice
President, Global Marketing and
Corporate Affairs, Bank of
America, USA
Key Learnings
Days of Corporate Philanthropy
are over… it’s now about how
Corporations can use
philanthropy to market
themselves.
Corporate Sponsorships have
become Corporate Partnerships

Notes
Art is universal… at the same time, art is local. Very local. This
philosophy has shaped Bank of America’s relationship with the
Getty and other cultural organizations.
In 2011, BoA launched Pacific Standard Time: Art in LA. The
central theme was LA’s influence on post modern art. The
campaign was so successful BoA and The Getty relaunched it in
2017, and again achieved great results.
BoA originally created PST to win back customers after the
financial crisis in 2008 severely damaged consumer trust. BoA
partnered with The Getty Foundation which helped enlist 78
additional LA based art institutions, giving PST phenomenol scale.
The bank wanted to show that it had become people centric and
was working to improve its connections with people. So it set up a
BoA Free day – BoA provided a free day at the Getty for people in
So CA.

Art is universal - everyone can
relate to it. Art provides corps
with a great vehicle to promote
As part of its commitment to the public, BoA set up ‘Museums on
themselves through Philanthropy. Us’ which allowed people w/BoA credit cards/ accounts to attend
museums for free on Friday nights.

Additionally, BoA loaned out its own art collection to other cities/
museums so those institutions could exhibit that art to the public.
Through its partnership with the Getty, BoA was able to make
powerful artistic and cultural connections. Artistic theme is very
powerful. It’s like connective tissue between people. That’s one
of the reasons BoA got behind PST.
To evaluate the PST collaboration, an Economic Impact Report was
commissioned. The report examined how the exhibits were doing
regionally, how impactful they were, who attended, where
attendees came from, etc. Lots of very relevant statistical data
resulted. Both the Getty and BoA were pleased with the results.
In conclusion Garrett Gin says the days of Corporate Philanthropy
are over… it’s now about how Corporations can use philanthropy
to market themselves. Institutions must now talk to their
sponsors and learn as much as they can. Who are the
corporation’s customers? What’s important to those customers?
What is the corporation’s message to sponsors?
Corporate Sponsorships are now Corporate Partnerships.

Notes by: C Kucha

The Future of Corporate Membership
(Panel discussion)
Speakers
Richard Brown, VP Philanthropy,
American Express

Notes
Moderator’s Question: What are your criteria when deciding
where to place your Corporate Membership dollars?

Polly Rua, VP Institutional
Advancement, Museum of the
City of New York

AmEx - We keep a very close tally of what events, institutions, etc
our employees are attending. For example, we have the Culture
Card Program. This allows us to see exactly who is taking
advantage and what they’re taking advantage of.

Lori White, Associate Director,
Institutional Giving, Jewish
Museum

MCNY – We are very aggressive. We also do our homework. We
research the corporation’s mission. For example, Am Ex’s mission
is Conservation and Preservation… which is a great fit for us, since
we’re the Museum of the City of New York.

Kelli Cross, AVP, Preferred
Programme Manager, Americas,
Southeby’s USA

Jewish Museum – same. We are also about conservation and
landmarks.
Moderator’s Question: How do you see the current political

Moderator: Anne O’Malley, VP of
climate impacting Corporate Memberships and participation?
Membership at WNYC
Key Learnings
Corporations should closely track
all events attended by their
employees to monitor what is
and isn’t working and adjust their
philanthropic support
accordingly.
In targeting corporate sponsors,
Institutions must thoroughly
research their missions, values,
culture, etc.

AmEx – we don’t expect any impact. We’re continuing to move
forward the way we always have. We want to provide our
employees and our customers with opportunities to see and
experience what’s great about the City.

Moderator’s Question - What do you think about in terms of
creating value for Corporate memberships?
MCNY – We can add value through the use of our beautiful space
for employee gatherings, for celebratory events.
We are very aggressive about pursuing corporate parternships.
Any corporation that is located in or does business in New York,
should support the MCNY.

The current political climate isn’t
impacting the way large
corporations like Am Ex are
engaging with the cultural
organizations they support

Notes by : C. Kucha

World Café
Key Learnings
Align your values with those of
your corporate sponsor through
transparencey, trust & research.
Don’t take ‘no’ for a final answer.
Back off and find out what
prompted the answer and see if
there’s a way to turn it around.

Notes
Question – How do you best align the values of your
institution with the values of your corporate partner?
•
•
•
•
•
•

Transparency
Trust your partner
Understand your non negotiables first and foremost
Do your research
Don’t assume… talk, ask questions, learn as much as
you can
Be authentic

Question - How do you enhance your global partner locally?
•
•
•
•
•
•
•
•

Get a local, trusted interpreted
Mission alignment helps corporations
Energy
Make your global partner feel at home in your city.
Having a local event that can be
Start and build relationship with the consulate.
Figure out how to make a global challenge local.
Understand marketing objective and connect locally.

Question – How do you react to a ‘no’?
•
•
•
•
•
•
•

Figure out what kind of ‘no’ it is that you are dealing
with. Is it a final ‘no’ or one that can be turned
around
Don’t overask
Ask the right person
Try asking again tomorrow
Be flexible, tweak proposal
Ask for feedback and know when to go back
Listen… listen… listen. Most people don’t!

Notes by: C Kucha

	
  

Prix Elysée an Innovative Public Private Partnership
Speaker
Pascal Hufschmid, Musee de
L’Elysee, Switzerland
Key Learnings
Key to Success:
You must always have trust
along with long-term
commitment, involvement,
relevancy, ongoing flow of
information, and learning.
Summary Conclusion:
•   Brands do not meet.
People do.
•   A prize is a means to an
end.
•   Share, trust and
empower.

Notes
Musee de L’Elysée
•   A museum dedicated to photography.
•   More than just a museum, a point of view.
•   A catalyst for change and value.
Parmigiani Fleurier
In year 2014, a prestigious watchmaker brand (restores
pieces), Parmigiani Fleurier, approached the museum
creating content together with an exclusive photography
exhibit to launch their new watch collection. It was very
successful.
Parmigiani Fleurier and the museum identify with the
same values, heritage, innovation, and bringing more
knowledge into the 21st century.

There’s a new project to create content book together.
Project cycle, applications to content book, is from
January 2018 through June 2020.
Dreaming Big & Outreach
•   325 Candidates
•   5530 Photographs
•   56 Countries
It’s a win-win collaboration for the museum, artists, the
sponsor, and the publisher.
The company is important in the project process; however,
it does not have the ability (authority) to change the
project. They can offer input.
The museum did not have to pay for marketing, most of it
was through word of mouth.
These are new ways of working together.
Key to Success:
You must always have trust along with long-term
commitment, involvement, relevancy, ongoing flow of
information, and learning.
Challenges:
•   Tailor-made
•   Resources
•   Experiment
•   Museum Outreach
•   Patience
Key Learnings:
Brands don’t meet. People do.
A prize is a means to an end.
Share, trust and empower

Notes by: Shellee Price

	
  

From Cultural Organization to Business Hub

Speakers
David Bruckert, Secretary
General, Institut du Monde
Arabe
Adèle Parrilla, Head of
Fundraising, Development
and Business Meetings,
Institut du Monde Arabe

Key Learnings
Launching the business
meetings in a cultural
organization is time consuming
and demands a lot of selfmotivation
A key to success : the support
from the internal governance.
Get your organization on board
by proving to them that the
event works.
The effort pays off:
The meetings have been a wellknown brand and a major source
of income for the Institute.

Notes
The Arab World Institute, a strategic network for
companies
-   How to attract patrons with a mission dedicated to
such a specific region – which suffers from negative
public opinion
-   How to stand out in an extremely competitive
environment, which includes prestigious Parisian
institutions?
-   Building on our added value : a unique institution,
at the crossroads of cultural and diplomatic
matters, with an access to a unique diplomatic,
political and economic network
A platform for business with the Arab League
-   How to use this asset as a central focus for our
patronage strategy?
-   How to be identified by companies as a venue for
strategic networking?
-   How to develop a credible brand in a businessfocused sector?
Arab Business Meetings
- Offering companies high level events gathering
economic and political leaders, in a cultural atmosphere
- That’s how we had the idea to create business oriented,
with a space for strategic networking, with an opportunity
to have visibility where key players gather, VIP…
- Hence, the creation of economic meetings: roundtables
that discuss current issues and provide significant
business opportunities
- How to present quality events without an appropriate
expertise on business issues? How to attract major
leaders?
From an internal point of view
Ø A key to success : the support from the governance
Ø How to deal with a lack of interest from internal bodies,
no human resources and a limited budget?
An innovative tool for fundraising
Ø How to turn these time-consuming events into a source
of income?
Ø An opportunity to attract prospects on cultural projects
suffering from a lack of interest
Ø Implement notion of season

Notes by:

	
  
Current limits and challenges
Ø Finding new ways to explore issues / question of
expertise
Ø How to attract more strategic players, especially from
the Arab world
Ø Difficulty of obtaining press coverage
Ø How to become more influential in the Arab world,
especially for the purpose of attracting Arab sponsors
Ø Time spent: very time-consuming
Summary
Ø Has become a well-known brand name for this business
target
Ø Gives a strategic dimension to partnerships.
Ø Has become an efficient fundraising tool for
development and loyalty

Notes by:

Key to success for reaching out to corporate donors
Speaker
Kola Luu, Director, Partnership
Development, National Gallery
of Singapore
Key Learnings
The stewardship of the client
often requires more attention
than securing the donations.
Reframe from asking for help
and instead invite to create
impact for society.
In sharpening the appeal, you
must be specific with the needs
and application of the funds for
the pillars of support.
The Key to reaching out for
corporate donors is:
• Craft a message to
appeal to the donor.
• Know what resonates
with the corporation.
• Brand awareness is to
have exclusive client
engagements.
• Make case for support
much clearer.

Notes
Art provokes dialogue and connects people regardless of culture
and country.
It nurtures a new generation of creative, critical, and lateral
thinkers.
How do you craft a message that resonates with and truly appeals
to donors?
What donors want is Brand Association (PR value), Client
Engagement (opportunities), and Corporate Social Responsibility
(CSR) for social impact.
Clients usually want sophisticated stories that are measurable and
have key performance indicators (KPI’s).
Therefore, from selling a vision and dream to funding and the
Return on Investments (ROI), you need to plan the campaign, the
opening, and the future, the ROI model and sustainability.
Reframe from asking for help and instead invite to create impact for
society.
In sharpening the appeal, you must be specific with the needs and
application of the funds for the pillars of support.
When the brand is strong, and there is a connection, corporations
will want to be associated and partner. You should continue to
engage them. They will probably want clients or staff to hold events
and conferences at your space.
There are two components after donations: 1) the
acknowledgement; and 2) privileges (never call them benefits,
which means entitlements).
It should be a program that the institution is already planning to do
and not just because the corporation wants to do it. The donation
will help the institution defray costs.
The entire team needs to be involved from bottom up and top
down. The lead curator meets with the client to discuss the project
and s/he forms that connection. There is not an upfront pitch.
There needs to be thought as to the different types of donor
programs (e.g., levels of commitment, length of time, types of
privileges, individual versus corporate, conservation, adoption, etc.)

Notes by: Shellee Price

Build Your Capital Campaign
A new building, a new capital campaign

Speaker:

Notes:

Margaret Hunt
Chief Development Officer
The Shed
USA

The Shed will open in 2019. It operates like a true start-up the world’s first mission center for all arts, focusing on
community service, early career and local artists. $457m goal
(construction, staff, opening expenses).

Key Learnings:
How to stand out? A unique
commissioning mission.
Focus fundraising efforts on
people you can get to, people
who are actually interested.
You can’t do it all. Eg, young
patron committee / business
council will spread resources
too thin at the moment.
Build a visionary leadership
team. Diverse in background,
perspective, skills; sharing
hard-working attitude. Good
ideas come from all over.
Choosing a database:
Tessitura supports multipurpose seating.
Using technology in new ways
(core of mission): digital first,
beacon technology (pop-ups
on mobile).

Mission: First center in NYC to commission, produce and
present all trypes of performing arts, visual arts and popular
culture…a unique mashup of gallery/performance/theater.
How to stand out from 1,200 cultural institutions in NYC? A
unique commissioning mission: no permanent constituents,
all new art, commitment to non-traditional audiences (food
stamps community, housing authority sites), 21st century
visitor experience, accessible (25% of tickets free / $5).
Location: Hudson Yards, over a train yard (the largest private
development in the history of the US). A new vibrant
neighborhood with retail, restaurants, apartments, corporate
offices (80K people a day). Walk off The Highline (8 mil people
visit a year) and straight to the Shed.
Multi-functional moving structure creates open-air pavilion
(energy efficient, main hall, outdoor stadium, blackout,
temperature-controlled, adaptable seating, etc.), separate
floors for galleries, theater and event space.
Anatomy of campaign: Focus on 7-8 figure gifts (apartment
developers, private donors), membership to The Shes as
package of benefits for residents and tenants. Coporate
membership and patron level memberships ($1,000 value).
Building a donor- base from scratch: 3 board members to
over 20 now, each donating around $5 mil. to the project.

“It isn’t building/technology
that will fulfill the Shed’s
promise. It’s what we do with
it.”
Notes by: Jennifer Wang

Build Your Capital Campaign
Keeping your eye on the ball: are new cultural
building projects a distraction?

Speaker:

Notes:

Chris Denton
Director Marketing,
Communications & Digital
Strategy
Southbank Centre
United Kingdom

In 2016, there were 35 000 cultural institutions.

Key Learnings:
Stop building institutions.
Create festivals.
Focus on audience,
accessability, not starchitecture.
Investment in art, programming
and local communities is often
diminished for construction of
building. We need to scale back
venues, to create more green
space.

Examples of failed capital building projects: over budget,
architectural masterpieces, acoustic innovation, culture
and creativity as a catalyst for local regeneration.
Funding: not enough consideration about programming,
audience, assumptions made about operating coasts =
failing projects.
Construction outpaced demand and funds for these
massive cultural institutions. Local reqources are drained.
Local people are outraged. Many projects are built on a
whim as vanity projects by the government without actual
local community support.
Too reliant on fundraising from the private sector with no
focus on who the building is actually for.
Finished centers fail to attract visitors, and original
projects are closed or repurposed after one year.
Open-air festivals: less funding, nimble/responsive,
inclusive. Southbank Centre (2013) defined its future by its
building and infrastructure – celebrates the culture of
people around the world.

Events create shared communal
experiences. The power of
shared experiences will dictate National/international festivals (e.g. WOW) unite
communities. Are we building temples for people already
the future of these projects.
Grassroots vs. capital building:
build audience and community
engagement first

in the know? How do we blur people of different
backgrounds in a less alien/threatening environment? How
can everyone feel welcome?

Recognise that funding for
operating costs are critical.
“A chalkline and a bit of
inspiration is all you need.”
Notes by: Jennifer Wang

CONTINUE THE CONVERSATION
Speaker
Margaret Hunt, Chief
Development Officer, The Shed,
U.S.A.
Chris Denton, Dir. Marketing
Communications & Digital
Strategy, Southbank Center U.K.
Key Learnings
More important to be about the
performances than the
performance building/venue no
matter how elaborate the
building is.
Cultural institutions need to raise
funds for the organization,
building, performances before
establishing the endowment.

Notes
Q: You’re a brand new arts organization with a $550-million
fundraising goal. Does this goal include money for an
endowment?
MH: We’ll raise funds for the endowment after we reach our first
budget goal which is to raise $550M to launch The Shed and to
seed our programming for the next three years. We are well on
our way to achieving the initial $550-million. In fact, at this point
we hope to exceed our goal, and if so some of that could go
toward the endowment..
CD: In 10 years will you be about building or about the program?
MH: The building is important because it enables our programs to
take place and you can do absolutely anything with that structure.
But we are, first and foremost, about the programs, and the
artists, and the visions the artists have coming into the space. Yes,
the building is interesting… it’s already won incredible awards for
architecture and it’s an iconic space. Still, the first thing we have
to do however is build it. And during our first year we’ve planned
performances that show off the building. For example we’ll have
artists hanging from the structure.
…
MH : Tons of criticism. We’re so far over on the West Side, who’s
going to go that far for a performance? There are 1200 arts
institutions in NY, many are struggling even though they have
good missions, and so on. We don’t diminish the criticism.
Hopefully over time it’ll shift to enthusiasm. In the end donors
have to decide where to spend their money.
Delegate: How important is education, and children and learning?
MH: It’s definitely there and its part of the overall plan. But it
isn’t defined yet. There’s a general department vision. We
definitely want to be out in the communities, taking our
productions out into the Boroughs.
Delegate: It sounds like focus is on individual fundraising. Will
there be corporate fundraising as well? What’s the model there?
MH: Most of the corporate fundraising is about naming
sponsorships and seasonal sponsorships. They’ll be traditional
sponsorships with tickets and visibility, with places in our
programs and ads. Certainly the launch of The Shed is an
opportunity for visibility. The whole neighborhood will be in the
spotlight when the Hudson Yards officially opens. That’ll be a big
splash and it gives corporate sponsors a reason to become
involved, because they will also benefit.

Notes by:

Delegate: Is your team structure set up on performing vs. visual?
Are your specialists in one area or another? How are the efforts
divided up?
MH: We’re putting a lot of thought into that as we come to life as
an organization. Are we putting on productions, or performances?
Are we doing Exhibitions? We have a curatorial team and a team
of producers. Curators for the visual arts and producers for live
performances.
We try to hire people with a blend of visual and performing arts
experience. And people who don’t have any of that, but who are
incredibly smart and creative at what they do. What I’m trying to
do is put together a team that’s doing thing the same old way.
We’re trying to build a diverse team. So I have people on my team
who are from education, and the corporate sector, as well as the
arts and visual world.

Notes by:

Stepping Stones in Creating A Unique American Friends Program
Speaker
Hanne Støvring, Executive
Director of American Friends at
the Statens Museum of Kunst,
Denmark
Key Learnings
American Friends programs can
be built outside of the classic
fundraising models.
Hanne’s vision was a success and
she is now educating Americans
about Danish art and artists. This
close contact cultivates further
donations.
There are fundraising
opportunities for foreign nonprofits in the U.S. It’s a whole
new source for these
organizations to tap into.

Notes
By setting up the American Friends Program at the Statens
Museum of Kunst in Denmark, Hanne Støvring created a brandnew revenue stream and diversified the museum’s fundraising
efforts. The American Friends Program has been a huge success
for the SMK and could serve as a model for other foreign cultural
organizations.
The Statens Museum of Kunst is the National Gallery of Denmark.
Funding sources include: foundations, individuals, sponsors,
government grants… and now grants from its American Friends
program.
Hanne set up a 501C3 in the US - and the accompanying American
Friends Program – the SMK now receives tax exempt charitable
donations from U.S. donors. Rather than return the money to
Denmark, which the SMK legally could do, it keeps the funds in the
U.S. and uses them to educate Americans about Danish art,
thereby inspiring and cultivating even more new donors.
Hanne came up with the idea of diversifying fundraising for SMK
after living in the U.S. and working at U.S. museums. First,
however, she had to sell the Museum on her idea. Once the SMK
was on board, Hanne had to fundraise to pay her salary for 3 years
and move to the U.S. to implement her plan. Her goal was to
prove that International fundraising matters. She succeeded.
How do you set up a 501C3?
By hiring a lawyer or going through the King Baudouin Foundation
which is headquartered in NYC, and which can serve as your
organization’s 501C3.

Notes by: C Kucha

Tapping Into American Generosity
Speakers
Jean Paul Warmoes
Executive Director
King Baudouin Foundation
Key Learnings
In 2017 the U.S. charitable
contributions topped $410billion.
Foreign Non Profits can benefit
from U.S. gift giving generosity.
The King Boudauin Foundation is
a non profit set up to assist them.
The KBFUS can act as a foreign
non profit’s 501C3 (the non profit
must be located in Europe or
Africa

Notes
Foreign non-profits have started to diversify their fundraising efforts by
tapping into international donors. In doing so they’ve found profitable
new opportunities, particularly in the U.S. where they can set up 501C3’s
which allow donors to make tax deductible contributions which they
aren’t taxed on.
The King Baudouin Foundation, with offices in NYC, facilitates gift giving
from the U.S. to non profits in Europe and Africa. It is also set up to
serves its clients as a 501C3, providing them with the tax benefits.
PBF provides services for U.S. donors interested in supporting foreign
non profits, and for European & African non profits that want to tap into
U.S. funding.
Americans are very generous when it comes to making charitable
donations. In 2017, charitable contributions in the U.S. topped $410billion. This record was boosted by Individual Giving which rose to an alltime high of $14.27-billion.
How can you, as a foreign non profit get your share of these dollars? Let’s
start by turning to the American Fundraising model:
1.

Strategic Planning – The first step toward fundraising success.
Create a plan of action that the organization agrees to, commits
to, and put into effect.

2.

What Makes You Special? Identify and verbalize the uniqueness
of your product and what sets you apart from everyone else.

3.

Fundraising is everyone’s job and everyone at the organization
must participate. This includes the Board (the idea here is to
‘Give, Get or Get Off’). It also includes the CEO, the Curators,
Development Department, etc. Donors want to know and
interact with CEO’s. Adam Weinberg, Director of the Whitney,
spends 40% of his time meeting with and cultivating potential
donors. Donors also want to meet and speak to curators, who
are experienced and knowledgeable about art.

4.

Identify donors and potential donors, and cultivate them by
creating special membership programs that appeal to their
needs and interests, major gift fundraising, capital campaigns,
planned giving and special events.

At the end of the day, It’s about
personal connections.

And finally… when appealing to and cultivating donors… think M.A.S.S.:
(M)ission – people driven by causes that are meaningful to them.
(A)ccess… people want to meet and network with people who can help
them professionally.
(S)ocial – the sense of belonging to a social group.
(S)tatus – everyone wants to looks good.

Notes by: C. Kucha

	
  

Board Business

Speaker
Janine Collins, Principal
Consultant, J9 Consulting
Key Learnings
Fundraising strategy in the
arts organization are
dependent on effective chairs
and proactive boards.
Best Practices to Improve
Effectiveness are:
Board members’ contacts of
client prospects should
include the “I’ll introduce
you” approach.

Notes
Fundraising strategy in arts organizations are dependent
on effective chairs and proactive boards. Often, the board
does not have the skills or inclination to do so.
These barriers were identified and broken-down for us
and best practices were described as to how best to work
with them for an intertwined and common purpose.
For major performing art companies, the total revenue
generated from the sponsorships, donations, and events
from the years 2001 through 2016 increased from roughly
30.0 to over 90.0 ($m).
While there is continual growth in fund-raising with more
people giving, there are less resources (e.g., employees,
some countries government support) available.
In year 2001, Australia’s government legislated through
their agencies that businesses get more involved in arts
organizations.
There was a study of boards and chairs to identify how to
raise support, broaden diversity, who should lead the
board, and how to grow the board.
The board offers suggestions and ideas about how to
increase the fundraising, including contacts.
The development director’s primary responsibility is to
oversee fundraising, rather than to actually raise money.
They choose how to implement the fundraising ideas of
the board.
Key Points
Board members’ contacts of client prospects should
include the “I’ll introduce you” approach rather than no
associated details. There maybe a trade-off involved for
the boards needs (e.g., car, travel).
Present every year your fundraising strategy to the board.
Make sure to speak the same language, and when needed,
perform a return on investments analysis (e.g., excel) and
understand associated risks.
Disband fundraising committees they are not effective.
Instead take the first 5 minutes of every board room
meeting as the first agenda item for discussion, follow up
with each board member after these meetings, and share
your suggestions with them.
Fundraising management should meet with the
Development Directors with more one-on-one meetings to
explain the process and the agenda. You want to be very
clear and make sure that you both are in agreement.

Notes by: Shellee Price

	
  
If the board is not in agreement with you that fundraising
is a top priority, then, consider hiring a consultant to
present and explain your case to both the development
director and the board members.

Notes by: Shellee Price

	
  

Fundraisers Using Data O.M.G.
Author:
Erin Koppel
Senior Director, Enterprise Consulting
Tessitura Network
Key Learnings
Analytics can be intimidating — fundraising analytics in particular. The idea of fundraising
analytics has been misunderstood, misapplied, and even misdefined, to the point that the
‘results’ we get can be mystifying. Yet if we overlook or dismiss our analytics tools, we
dramatically limit our fundraising results. It’s essential to make sense of our data.
We all have information in our CRM system. What we need to do is absorb that data by turning
that raw information into concrete knowledge. In his book Smarter, Faster, Better, author
Charles Duhigg talks point out the difference between finding an answer and knowing what it
means. The more time you yourself spend processing data, the more meaningful the data will be.
In other words: the deeper your process, the greater your understanding.
Data analysis doesn’t have to be esoteric. Everyone raising funds for arts and culture already has
some basic knowledge about their key donors and prospects. This workshop offered a structure
in the form of four simple charts:
1. YOUR PROSPECT
Rate the intersection of (a) how well you KNOW your prospect and what’s important to them, and
(b) how INVESTED they are in your organization’s mission. (Note that this axis moves from
immune to invested, with “not invested” as the midpoint.) Are they deeply invested, but you
don’t know them well? Do you know them well, but they’re only somewhat invested in your
mission? This intersection will guide your priorities with them.
2. PARTICIPATION
This measures the quality and quantity of donor interactions with you. Assess (a) the QUALITY of
the donor’s interactions with us, from superficial to meaningful. We strive for meaningful; note
that it is their definition of meaningful, not yours. Measure this against the (b) QUANTITY of
participation, from rare to regular.
3. RELATIONAL STYLE
We must consider styles of relating to our patron beyond simply “communication.” The style and
timing of communications matter. Here, we rate our communication styles with each person on
two axes: (a) from familiar to formal, and (b) from planned to spontaneous.
4. TIMING
Consider both (a) our timing, or how urgently we need funding for our programs, and (b) and the
donor’s timing: how ready they are to give.
List your top donors and prospects, then chart them along each of these four sets of criteria.
You will find yourself holding a chart of essential information about these people, as well as a
map of the work you need to do.

	
  
We at Tessitura see our clients succeed using these concepts and our analytics tools every single
day. Thank you so much for the opportunity to partner with Culture Business and share these
important ideas.

Never Waste a Good Crisis
Speaker:

Notes:

Sue Sinclair
Head of Advancement
Auckland Art Gallery
New Zealand

A leap into the unknown.

Key Learnings:

This presents a challenge for sustainable funding. Auckland
city is 1.4 million people and is one of the most diverse cities
in the world. It’s a cultural leader and 60% of visitors are
tourists. Auckland Art Gallery is the leading visual arts
museum.

People are the most important
thing in the world. Break out of
your bubble.
Explore international work,
cultural diplomacy,
Learn a lesson from crisis. It
forces you to tell your story
better and mobilizes your staff.
Relentless positivity and
gracious agitation.
Look after your people.
Think big and work with
partners to achieve your goals.
Break down silos.
Tell your story better.
Create niche market for
something money can’t buy.

New Zealand: a culture of supporting sports culture and
outdoor tourism, government has traditionally funded
sporting events, not the arts. Philanthropy is not part of their
DNA.

The Crisis: 2016 Auckland was under pressure. The city was
trying to solve transportation, housing and water problems.
Art galleries became a niche/wealth initiative and not the
city’s priority.
The Tipping Point: Financial crisis made the gallery consider
turning away visitors one or two days a week (even considered
a heft entry fee of $20, which would create a high barrier to
entry). There was no operating budget, no exhibition money,
the gallery lost talent and staff.
Leveraging our IP. Fundraising with regeneration. Foundation
of trustees. Collaborations with university partners. City
center businesses. International gallery relationships (LACMA,
the Tate).
-Project Another Country – disenfranchised groups
-Youth at risk (New Zealand Police)
-Local people (Maori people)
Auckland Art Gallery introduces international changes, The
media comes on board. Mayor confirms additional funding for
the gallery, A national debate ensues about the value of
culture and art galleries, A national cultural review is initiated,
Success: Auckland citizens and beyond participate in the
social media campaign, public rallies and make submissions.
Gallery eventually confirmed additional funding for the next
10 years.

Notes by: Jennifer Wang

After the Gift, The Fun Begins
Speaker
Jill Westgard, Director of
Development, Yale School of
Architecture and Yale School of
Art, USA

Notes
Fundraisers often fall short on the follow up. What you do
after you receive the gift needs even more attention than
what you did to secure the gift.

Key Learnings
Integrating the all-important
aspect of stewardship into
practice and productivity can
create for better and more
fruitful donor relations.

Key Objectives:
• Thank the Donor.
• Engage More Deeply.
• Build Toward the Next Gift.

The key to success is to thank the
donor, engage more deeply, and
build toward the next gift.

Matrix of Thank You’s:
(keep in mind what medium is appropriate when and the
timeliness)
• Email
• Mail
• Phone
• Visit
• Fete
Ways to Impact:
• Newsletters
• Reports (tie back accomplishments to donor’s gift)
• An On-site Observation or Experience (invitations go
a long way even if they cannot attend)
Steps to the Next Gift:
• Build Trust
• Build Relationships
• Build Passion
Demonstrate You Know Your Donors:
When – Birthdays, Anniversaries, Children’s Engagements &
Giving Birth, Significant Personal Milestones
How – Share Links, Articles & Books
Create – Unique Opportunities for them

Notes by: Shellee Price

