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Discover trenDs anD best 
practices from peers in your area

New to the field?
Add the New Researchers Symposium, 
May 27-28, to your MARC experience!

Attend APRA’s Mid-Atlantic Researchers Conference (MARC) 2014, 
May 28-30, 2014 at the DoubleTree Philadelphia Center City in 
Philadelphia, PA.

The three-day agenda includes 20+ breakout sessions in the 
following content tracks, plus multiple opportunities to connect with 
peers form the Mid-Atlantic region.

 ⧫ Advanced Research

 ⧫ Research Fundamentals

 ⧫ Data Analytics/Prospect Identification

 ⧫ Relationship Management

 ⧫ Developing Professional Relationships (NEW!)

Don’t miss a single opportunity to enhance your prospect 
development efforts! 

Register for MARC by April 4 to save up to $60!

Visit www.aprahome.org/MARC2014 to register or learn more.
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chapters across the continent.
We will see the inaugural roll-

out of the APRA Body of Knowl-
edge later this spring. The Body 
of Knowledge is a different kind 
of educational tool – one that will 
provide a learning roadmap for 
prospect development competen-
cies and skillsets that will evolve as 
the field evolves. Through the Body 
of Knowledge, APRA members will 
have a clearer set of guideposts 
than even past issues of Connec-
tions can provide.  ▲

Yours,

Karen T. Isble
APRA President

CONNECT WITH KAREN  

❯❯❯

    

An APRA mem-
ber recently put 
out a request for 
a Connections 
article from 2004 
about creating a 
prospect man-
agement pro-
gram. it just so 
happened that 
i had saved a 

copy of that very issue, which i used 
heavily when i started my first role at 
the university of Michigan, creating 
a prospect management program 
where there previously was none. 
Having been out of the industry for 
several years, Connections articles 
were an invaluable resource for get-
ting reacquainted and learning how 
dramatically our work had changed 
since my early research days.

Education and knowledge shar-
ing is at the heart of everything 
APRA does – whether long-stand-
ing opportunities like Mid-Atlantic 
Researchers Conference (MARC), 
APRA’s Annual international Con-
ference, Connections, specialized 
symposia, the online education 
center or new opportunities like 
the recent Education Week, which 
drew on the knowledge of APRA 

Education and Knowledge 
Sharing is at the 
Heart of APRA 

“the Body of Knowl-
edge is a different kind 
of educational tool – one 
that will provide a learn-
ing roadmap for prospect 
development competen-
cies and skillsets.”
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Greetings from 
APRA Headquarters

expanded learning experience. in 
addition to the solid educational 
offerings, the networking oppor-
tunities are extremely valuable, 
especially to those starting out in 
our industry.

The Data Analytics Boot Camp 
is a new offering, held on November 
6-7 in Atlanta. This is an expanded 
program designed for those whose 
roles are evolving or those new to 
analytics. APRA will release more 
information very soon.

APRA wants to make sure it 
builds the best possible program-
ming and relevant member benefits 
for its members. To help the board 
meet its goals, the association 
solicits members’ feedback via a 
formal member needs assessment 
every three years. Look for this to 
arrive in the next several weeks. 
Your thoughtful responses will help 
shape your association. Thank you 
in advance for sharing your per-

spective. ▲

All the best,

Janet Rapp

APRA Executive Director

CONNECT WITH JANET  

❯❯❯

  

is winter over 
yet? it certainly 
seems like a 
good time to 
shake off the 
winter blues 
and re-connect 
with APRA col-
leagues via sev-
eral upcoming 
opportunities. i 
hope you were 
able to par-

ticipate in at least one educational 
session developed by APRA’s 
chapters as part of Education Week, 
designed to provide programming 
over the course of multiple days 
without leaving your desk. Atten-
dance numbers were strong and 
the chapter leaders look forward to 
next year’s opportunity to build on 
their success. 

We are excited to announce 
that registration is now open for 
Prospect Development 2014, APRA’s 
27th Annual international Confer-
ence, located in Las Vegas. The 
Curriculum Planning Committee 
assembled a fabulous line-up of 
educational sessions, keynotes 
and roundtable discussions. New 
tracks have been added to pro-
vide an even greater selection for 
attendees in all stages of their 
career.

The Mid-Atlantic Researchers 
Conference (MARC) is scheduled 
for May 27-30 in Philadelphia. This 
year the New Researchers sym-
posium has been extended to a 
two-day event and will provide an 
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Finding Access PeoP
is Key to AdvAnce 
MAjor giFts by Gil israeli
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Major Gifts Fundraising
With its unique challenges, major 

gifts fundraising is qualitatively dif-
ferent from other types of appeals 
for funds. Whether the prospects 
— most often individuals and foun-
dations — are young or older and 
experienced, their capacity and 
history of giving can be researched 
with a reasonable degree of preci-
sion. That’s the good news. Fund-
raisers then face multiple complica-
tions: major gift prospects may have 
an already-defined philanthropic 
agenda and be overcommitted; 
many foundations employ profes-
sional gatekeepers; and major gift 
prospects may also suffer from 
“donor fatigue” from being asked 
too often. so, how do you get your 
foot in the door to start to build a 

meaningful relationship?
While all fundraising involves 

iQCss (identifying a prospect, 
qualifying, cultivating, soliciting 
and stewarding), qualification of a 
major gift prospect also requires 
identification of the right access 
person who can secure the critical 
first introductory meeting. This first 
priority then makes all the other 
research actionable. For major 
gifts fundraising, our acronym for 
the process then appears as:

I — Q + Access Person — C — S — S 

When an access person makes 
the connection, then a highly 
focused and well-managed mini-
campaign may develop. Multiple 
professionals in your organization 

y
ears ago, a fundraiser sent me a research 
request with minimal data: an individual’s 
name and residence. He noted (with an 
exclamation point) that the family founda-
tion had assets exceeding $100 million. 

Responding too quickly, I reviewed the list of grants for 
the past three years and placed each gift in one of three 
categories that I had decided represented the founda-
tion’s giving: higher education, medical causes and social 
welfare. I generated statistics on the foundation’s inter-
ests and multi-year giving trends. Then, I listed board 
members, contributors to the foundation and changes in their 
investments. I sent this insightful research to the fundraiser 
and his response was to the point: “Great stuff, but what I 
need to know is how to access the foundation president.”

http://www.aprahome.org
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will be needed to support this long-
term engagement: the researcher, 
fundraiser, proposal writer, pro-
gram coordinator, legal support, 
etc. The time, attention to detail 
and long-term direct contact with 
the prospect is a costly undertak-
ing that exacts an investment from 
your organization with no guaran-
tee of success.

With strong communication 
and collaboration with fundrais-
ers and a stronger understanding 
of the entire fundraising process, 
prospect researchers can develop 
the resources to hone in on criti-
cal affiliation information that may 
point to a potential access person. 

Who is an 
Access Person? 
An access person believes in your 
cause and may (or may not) be a 
donor. The access person knows 
your organization and the prospect 
well. He or she facilitates the critical 
introduction as the prospect trusts 
his judgment. in turn, the access 
person trusts in your profession-
alism to conduct the introductory 
meeting with no solicitation. The 
access person also knows that 
your organization strives to develop 
long-term relationships that may 
lead to a solicitation often after as 
much as two years of cultivation. 
This method seeks to develop 

donors as genuine long-term 
(hopefully, lifelong) partners, not as 
funders who engage in a monetary 
transaction and then move on. 

Being an access person entails 
a level of trust with your organiza-
tion that can only develop through 
a long-term relationship. it also 
requires rising above any notion 
of risk: that promoting your orga-
nization will never turn out to be a 
liability to the access person in any 
sphere of his or her life.

Where do our access people 
come from? Traditionally, we look 
at the giving pyramid as an indica-
tion of an organization’s prospect-
donor pipeline. in this case, a view 
of our current and potential access 
people requires that we also look 
at leadership and donor recogni-
tion pyramids. Most access people 
can be pinpointed somewhere on 
this three-band equalizer that more 
accurately reflects involvement in 
your organization. 

is it critical that the person be 
a major donor to you? Feedback 
from my colleagues has indicated 
that the answer depends on the 
prospect. some require a peer role 
model and define their credibility 
through a major level gift, while oth-
ers view the access person from the 
perspective of their level of credibility 
in the prospect’s community.

Access People 
as Connectors
Malcolm gladwell in “The Tip-
ping Point” commented on three 
types of individuals in networks 
who make it possible for social 

Gil Israeli presented “Access People, Advance Major Gifts” at Prospect Development 2013: 
APRA 26th Annual International Conference. 
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movements and companies to gain 
critical momentum and then expe-
rience remarkable growth — much 
like the most successful fundrais-
ing campaigns.

For his purposes, he posited the 
term “connector” — people who 
have meaningful personal, social 
and professional networks of imme-
diate and extended family, friends, 
colleagues and other valued 
contacts. Along with connectors 
(access people), “mavens” (pros-
pect researchers) and “sales peo-
ple” (fundraisers) formed his triad of 
the critical team that enables these 
movements (our campaigns) “to go 
viral.” These team players are not 
mutually exclusive and are adept at 
sharing information and experience.

Finding Access People 
Online: Challenges and 
Opportunities
We now often refer to six degrees 
of separation (or five intermediar-
ies) as the classic textbook mea-
sure of the average social distance 
between two people. This distance 
is getting smaller with the advent 
of socially oriented online network-
ing tools such as Facebook and 
Twitter, though we must consider the 
strength of the ties between people in 
these too-easy-to-befriend networks.

While it is true that these tools 
have helped us improve our net-
working, the more substantial gift 
prospects (with seven- and eight-fig-
ure capacity) are usually not immedi-
ately accessible to us through these 
online networks for two reasons: 

1. Our online networking tools 
may not be the tools they use to 
access their online community 
(e.g., Affluence.org, a well-heeled 
version of Facebook, requires 
that members have annual 
income of $200,000 a year or a 
net worth of $1,000,000); and

2. Many philanthropists use other 
means of networking (offline) 
because they want to avoid 
being too visible to others.
in brief, the most effective 

access person directly knows the 
prospect.

However, especially for research 
purposes, Linkedin is designed 
to explore connectors through 
degrees of separation more effec-
tively than Facebook and Twit-
ter. Furthermore, at this time, 31 
percent of American adults with 
annual household incomes over 
$100,000 use Linkedin as com-
pared to 16 percent of all Ameri-
can adults (Jeremy Woolf and sally 
Boucher, 2013 APRA international 
Conference, Presentation: use 
Linkedin for Effective Research 
and Networking).

While major gifts prospects are 
not immediately visible via Linkedin, 
you can easily identify CEOs and 
business owners by their profes-
sional profiles. These people can 
be anyone from the millionaire next 
door to high net worth individuals. 
in addition, you can find profes-
sional and personal connections 
of those CEOs as well as business 
owners that resemble them. (ibid)

in a different way, fundraisers 

also use Linkedin. Part of their daily 
stock-in-trade is participating in their 
own offline and online networks 
of colleagues. These colleagues 
mutually share valuable information 
that may lead to an access person 
and may also just be generally infor-
mative about the prospect.

The Relationship: 
Access Person 
and Prospect
Access people are essentially char-
acterized by the types of salient 
affiliations they have in common 
with the prospect you’re trying to 
engage. specifically, the access 
person may:
❯❯ Know the prospect directly or 

knows someone who knows 
him or her directly;

❯❯ share the same interest as 
the prospect, related to your 
organization’s work, or unique 
to the access person and 
prospect (such as being avid 
car collectors); 

❯❯ Communicate in a compatible 
style, which may stem from 
upbringing, professional back-
grounds, source of wealth or a 
common foreign language; and

❯❯ He or she may have more 
significant overlapping social 
and professional connections 
(e.g., when an access person 
with a family-owned real estate 
business works with a prospect, 
such as a family-owned legal 
practice, and the families also 
have interacted socially for years).

in my own work, i  ask myself 

http://www.aprahome.org
http://affluence.org
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to readily move between two 
stances. in the first, i gather and 
interpret data that forms the back-
bone of prospect research reports 
(asset information and gift histories 
to inform ratings, capacity esti-
mates and estimated net worth). 
in the second — where my goal 
is to identify access people — i 
strive to understand affiliation data 
through the eyes of a fundraiser 
on the ground. My generous col-
leagues, with whom i have long-
term relationships, have helped 
me develop the latter perspective. 
Now, biographical data takes on 
an additional social dimension. 
Access people and prospects live 
in all types of communities; for 
researchers, delineating their per-
sonal, social and professional net-
works (and how to tap into them) 
is the key to making major gifts 
research as useful as possible.

Examples of 
Access People
some of the most immediate 
examples of access people include 
your board members, the constitu-
encies/consumers you serve, con-
sumer experts directly employed by 
your organization that provide your 
product or service, and lay people 
who serve as volunteers. Examples 
include a university’s students and 
alumni, the professors who get 
funded to conduct research and 
students’ parents. Likewise, these 
people can be transposed to con-
stituencies of other organizations 
such as hospitals, museums, social 

welfare organizations, etc.
Where to start? The first infor-

mation to review is the prospect’s 
board memberships, corporate 
and nonprofit. This opens the pos-
sibility that those board members 
may be your supporters and, there-
fore, potentially ready to aid you 
with the critical introduction. The 
actual research is often pedestrian, 
a simple matter of reviewing your 
own database, which must be up-
to-date and accurate.

You can use the same tact as 
you research a prospect’s career 
(boards and senior management 
of companies of current and past 
employment), education and col-
lege activities, business groups, 
industry and secular awards, other 
organizations they support, coun-
try clubs and social venues.

unfortunately, some research-
ers may not know which of their 
organization’s board members 
may be willing to reach out to new 
prospects as well as to their own 
personal, social and business 
networks. sharing this information 
within your organization bears no 
cost and aids researchers to find 
pertinent connections for prospect 
development. 

in brief, this means developing an 
organizational culture that promotes 
open communication. Researchers 
and fundraisers can cultivate this, 
probe the unique identities of access 
people, prospects and their com-
munities, and broaden their mutual 
vision of working together.

Examples of 
Access Opportunities
Access opportunities occur when 
a prospect uses a product or ser-
vice created by your organization 
that makes a meaningful difference 
in his or her life. A university may 
educate a future successful entre-
preneur; a hospital may perform 
a life-saving operation; a history 
museum may trigger a child’s inter-
est to become a future politician. 
These experiences are valuable in 
that they can inspire a consumer 
or supporter to become an access 
person and — as people identify 
themselves through public chan-
nels and to your organization 
(remember that privacy issues 
may be involved) — you should 
notify the fundraising team. Also 
ask: What are the unique access 
opportunities that my organization 
brings to the world? 

Techniques to 
Identify Access People
❯❯ Mine your database: Text-mine 

your strategy/move entries 
and other identity-related data 
fields.

❯❯ use search engines effec-
tively: search for associations 
between “access person” and 
“prospect” and use inductive 
(all these words) and deductive 
(none of these words) parame-
ters to fine-tune your searches.

❯❯ Map networks: Numerous free 
online tools depict relation-
ships and persons that you 
may be unaware of. Two good 
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examples are muckety.com 
and mapper.nndb.com, and we 
can expect more free network-
ing tools to develop for niche 
audiences. Also, companies 
are now offering their first-gen-
eration versions of this service 
with many bells and whistles.

❯❯ Create a “list of lists.” There’s 
an abundance of online lists on 
gifts, awards, best professional 
“X” of 2013, etc. These can be 
organized, viewed and cross-
referenced (once you’re savvy 
to connections between lists).

❯❯ go local! Collect “hot” 
information from daily online 
newsletters from churches, 
companies, country clubs, 
alumni notes, high-society 
event photos and blogs.

Challenges of 
Researching 
Access People 
❯❯ While you know you are look-

ing for a critical affiliation, you 
don’t exactly know where it 
will appear. in contrast, other 
research data is explicitly iden-
tifiable and easier to find (for 
example, a foundation’s gifts in 
the 990 PF tax form).

❯❯ Learn how to combine your 
resources and tools to follow the 
chains and degrees of separation. 
This may be idiosyncratic to your 
organization and each access 
person-prospect relationship. 

❯❯ You may not know when 
you’ve exhausted all search 
possibilities, but you will know 

when your return on invest-
ment (time invested) is no 
longer efficient.

❯❯ While we can count on the 
validity and reliability of data 
from certain sources, relation-
ships are dynamic, so you are 
at best identifying a potential 
access person.

❯❯ ultimately, it is the fundraiser 
who may confirm that the 
relationship is currently positive 
and viable for connecting to 
the prospect.

Gaining Perspective 
When your fundraising colleagues 
ask you to identify access people, 
your response should be: “Tell me 
about a variety of prior cases when 
you’ve identified a prospect, the 
essential access person and then 
secured the gift. Describe for me 
the parts of the fundraising process 
that i usually don’t see: cultivation, 
solicitation and stewardship. Then 
i’ll be better situated to transpose 
my skills and resources to also 
identify these crucial connectors.”

Change can be top-down. A 
mutual heads-up policy can help 

fundraisers and researchers rede-

fine their relationships, communi-

cate their mutual needs and jointly 

advance their day-to-day work. But 

bottom-up change can also be initi-

ated in a moment (not in a meeting 

room) when two professionals ask 

one another on a much more candid 

level, “How can i help you?”

Most importantly, articulate 

your special affinity: your commit-

ment and passion for your orga-

nization. You will become access 

people for one another and your 

best teamwork will emerge. Fun-

draisers will become eager to 

share their knowledge with you 

as they understand the critical 

contributions that you will make. 

The first stage of your best work 

will be strategic prospect research: 

identify new prospects along 

with potential access people who 

open their doors, accompanied by 

affinity-pertinent data. solidarity 

will help your organization grow a 

successful major gifts program. ▲

gil israeli  has served for the past 12 years as director of prospect research and 
senior writer at the American Technion Society, a 501(c)(3) that raises funds for 
the Technion, “Israel’s MIT.” Two years ago, together with Cornell University, the 
Technion won an international competition to establish  an academic-technology 
institute in New York. Israeli holds degrees from Johns Hopkins, the University of 
Virginia and Columbia University. 
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i
dentifying prospects is an important task for 
the prospect researcher. Traditionally, we use 
wealth screening and data analytics to iden-
tify prospects within the database. But now 
there are new tools on the market and sizzling 

competition among them to be your next best tool for 
finding prospects — including new prospects outside the 
database — using relationship mapping techniques. Can 
they deliver? Will this give organizations without a natural 
constituency, such as human services, a more level play-
ing field for bigger gifts? 

relAtionshiP MAPPing: 
hot new tools And techniques

by Jennifer filla
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Welcome to 
Relationship Mapping
Relationship mapping as a pros-
pect research technique is not 
new, but there is new technology 
to do it faster and maybe even to 
expand how we use it. What is 
relationship mapping? Relation-
ship mapping is when you create a 
visual or data path of relationships 
between individuals and, by exten-
sion, organizations. Take a look at 
the visual maps in figures 1.1 (page 
14) and 1.2 (page 15) and the data 
map in Figure 2 (page 16). i pulled 

echniques

these using a new tool, Prospect 
Visual. All of them represent the 
same data.

Another term we hear more 
often now in prospect research is 
data visualization. Figures 1.1 and 
1.2 are examples of data visual-
ization, but relationship mapping 
is not always a data visualization, 
and you don’t want to use the 
terms interchangeably. in their 
2012 Connections article, Kimberly 
Priebe and Emily Walsh indicate 
that data visualizations “communi-
cate information in a more intuitive 

and accessible way than one might 
experience by looking at a data 
set.” You may want to visualize all 
kinds of data, from program out-
comes to annual fund results. 

Relationship mapping is focused 
on identifying and connecting rela-
tionships among people. But not 
just any people, right? Think about 
the key items researchers look for 
when we research individuals. We 
love to use words like affinity, incli-
nation and gift capacity. 

if we listen to our frontline 
fundraisers, although they also 

http://www.aprahome.org
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love the word “capacity,” they are 
often near-obsessed with words 
like “linkage” and “connection.” 
in higher education, linkage and 
connection are often closely tied 
to whether the person is an alum, 
a parent of an alum or the spouse 
of an alum, but outside of higher 
education, linkage and connec-
tion can be painful unknowns that 
make a list of otherwise qualified 
prospects cold and intimidating. 

Typically, we use relationship 
mapping techniques to identify 
people our key internal connectors 
can introduce us to.

Relationship Mapping 
Before the Latest Round 
of Software
in the past, many of us have under-
taken the laborious task of carefully 
listing every known affiliation of our 
key internal connectors, such as 
our trustees, advisory board mem-
bers and top donors. Affiliations 
include employment, nonprofit 
and for-profit board service, club 

memberships, educational insti-
tutions, etc. For every affiliation 
we found, such as “trustee of the 
sweet Charity,” we listed every 
other board member with which 
our connector served on the board. 

some researchers took it a step 
beyond lists in Excel and created 
their own databases so connec-
tions could be identified through 
reports instead of manually sort-
ing. Among other difficulties, this 
approach often lost historical 
relationships, leaving us unable to 
evaluate factors like whether two 
people served on a board at the 
same time in the past.

A quick search of the PRsPCT-
L archives on the term “relationship 
mapping” shows that our member-
ship community has had an inter-
est in relationship mapping as early 
as 2008. in 2008, APRA member 
David Broussard of the Wellstar 
Foundation started a website 
where he reviewed the various tools 
available. Many of those tools had 
limitations such as faulty or limited 

data and steep learning curves. in 
general, they were clunky and not 
so helpful for those looking to mine 
the rich relationships within their 
own databases. in the past couple 
of years, new relationship soft-
ware companies have emerged. 
We’ll explore some of them in this 
article, but first let’s talk about the 
specific objectives we hope those 
companies will help us achieve. 

Relationship Mapping 
Objectives
Traditionally, prospect researchers 
have used relationship mapping 
to look for connections within our 
donor and prospect world — usu-
ally contained in our database — 
and to identify previously unknown 
prospects in the outside world. We 
might want to accomplish objec-
tives such as the following:

General Strategies
❯❯ Do any of our trustees know 

any of the prospects in the 

figure 1.1

Printed with permission from Prospect Visual
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prospect pool?
❯❯ Who do our trustees know that 

would be good prospects for us?
❯❯ Are there key relationships 

(such as a cluster of alums at 
the same corporation) in our 
database that could identify new 
donors or funding opportunities?

Specific Problems
❯❯ i can’t get a meeting with my 

prospect. Do any of our inter-
nal connectors know him? 

❯❯ Our annual fund chair in Chi-
cago was not successful last 
year. Are any of our alums in 
that area better connected?

❯❯ We need to create an endow-
ment for a specific program. 
Who was involved in that pro-
gram that has the greatest influ-
ence and could lead the effort?
With some of the new tools 

available, we can achieve those 
general and specific objectives 
more effectively and in a much, 
much shorter period of time. And 
we can do more things, such as:
❯❯ Map our top-rated donors and 

prospects and assign prospect 
pools based on interconnectiv-
ity. (Cultivation just got easier.)

❯❯ schedule cultivation events 
that take advantage of one 
person knowing, and being 
able to invite, 10 other people 
who are highly rated in our 
system. (A much more efficient 
“table captain” method, yes?)

❯❯ Reach those dream prospects 
(provided they are otherwise 
qualified).

i suspect you don’t need too 
much prodding to get imagina-
tive about the possibilities of data! 
Let’s take a brief look at some of 
the hottest tools on the market and 
what makes them special.

Hot New Relationship 
Mapping Tools
Among the new tools on the market 
that are specifically designed to map 
relationships, they seem to divide 
well into two categories: 1) mapping 
within your database/dataset, such 
as NodeXL and Touchgraph; and 
2) mapping with some or all of your 
existing relationships plus outside 
relationships, such as Relationship 
science and Prospect Visual. 

Mapping within your dataset 
can be done with many data analyt-
ics/data visualization products, but 

NodeXL and Touchgraph were the 
products i found mentioned most 
often by prospect researchers. The 
benefit of the internal approach is 
that you can see second- and third-
degree relationships within your 
own world and incorporate unique 
internal data more easily, like gradu-
ating school or sports participation. 
When you add external data to your 
internal analysis, such as Linkedin 
or other sources, your results can 
be more robust.

NOdEXL
NodeXL is a free plug-in to Excel, 
working with versions 2007, 2010 
and 2013. Jason Boley, who was 
working at Purdue university at the 
time, did a guest post on the Cool-
Data blog in 2010 that explained his 
process quite nicely. Jason pointed 

figure 1.2

Printed with permission from Prospect Visual
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out that, in addition to being able to 
use your own dataset, NodeXL has 
built-in tools for pulling information 
from social media sites such as 
Twitter, Flickr and YouTube. Melody 
song of the Calgary Zoo wrote a 
couple blog posts in 2011 about 
her forays with NodeXL, and she 
most recently presented on her 
project at the APRA’s 2013 inter-
national conference in Baltimore. 
Both Melody and Jason described 
in some detail how the product 
works and the types of relationship 
discovery projects they completed.

TOuCHGRAPH
in 2011, Queen’s university 
received an award for Best 
Advancement services initiative 
from the Canadian Council for the 

Advancement of Education for its 
relationship mapping project using 
Touchgraph. The initial project 
included building second and third 
degree, “person-to-person” rela-
tionship maps for 87 key internal 
connectors. using information from 
the donor database, a whopping 
1,667 relationships were identified. 
They chose Touchgraph because 
it was flexible, intuitive, scalable 
and accepted data in Excel format.

Mapping with some or all of 
your existing relationships plus 
outside relationships opens up 
different kinds of opportunities. 
in many cases, your existing rela-
tionship information is broadened 
and deepened by the product and 
connected to the world beyond 
your organization. This is where i 

suspect that non-higher-education 
organizations can find the leverage 
to take some leaps in fundraising.

Relationship Science
Relationship science splashed on 
the scene in 2013 in a New York 
Times article. i did a demo of the 
product for this article to get a 
firsthand peek. The product is 
intuitive, visually appealing and the 
information is robust. They employ 
hundreds of researchers to build 
out their individual profiles and 
subscribers can submit names 
they would like to be researched. 

With Relationship science, 
you can map first, second and 
third degrees of relationships, 
helping you to find a path to your 

Printed with permission from Prospect Visual

figure 2
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Jennifer J. filla, is president of Aspire Research Group and co-author of “Pros-
pect Research for Fundraisers: The Essential Guide.”

CONNECT WITH JENNIFER ❯❯❯       

prospect. The design emphasizes 
the individual user looking to lever-
age her contacts, but researchers 
can create multiple accounts and 
lists to work around that design, 
importing key connectors and 
prospects. There are also some 
powerful prospecting features, 
including seamless searching of 
your own contacts and Relation-
ship science’s global database. if 
you were looking to break ground 
in a new locale for example, Rela-
tionship science could quickly and 
easily demonstrate which of your 
key contacts could help you do 
just that.

Prospect Visual
You should know that, of the 
products in this article, i am a 
subscriber to Prospect Visual and 
work closely with it. This product 
encourages you to take your donor 
and prospect world and import it. 
You can include your capacity rat-
ings. The design emphasis is on 
mapping your internal prospects to 
each other and to Prospect Visu-
al’s global database. The results 
are displayed visually and in tabu-
lar format. 

While the user interface is clean 
and intuitive, it is not as “pretty” as 
Relationship science. That means 
it’s highly unlikely your CEO is 
going to want this on his desktop. 
This falls in line with the differ-
ences in the two products’ design 
emphases. Prospect Visual is a 
powerful tool to evaluate the net-
works among and between large 

and small groups of individuals. 
And just like Relationship science, 
it helps you find the pathways to 
your prospects.

Both Relationship science and 
Prospect Visual have been highly 
responsive to user suggestions 
and input and have changed and 
grown their products rapidly in 
response. it would be pointless to 
go into much detail for either prod-
uct, because they are changing so 
quickly. What they both do well is 
help you leverage relationships you 
didn’t even know you had. i can 
imagine some large organizations 
wanting a subscription to both 
products; they are that different. 

Yes, i deliberately omitted 
some tools, such as BoardX, Mar-
ket Visual, Muckety or the map-
ping tools in Foundation search, 
because they are relatively limited 
when compared to the new offer-
ings. if you are looking for data 
visualization tools first, and rela-
tionship mapping second, there 
are many powerful tools out there, 
including ThinkMap, Advizor solu-
tions, Tableau and many more.

What does Relationship 
Mapping Mean for 
Fundraising Research?
in the book i wrote with Helen Brown 

in 2013, “Prospect Research for 
Fundraisers: The Essential guide,” 
we describe relationship mapping 
as follows: “The purpose of relation-
ship maps is to find a connection 
between an organization, its close 
volunteers, and others that they 
may know who can make introduc-
tions to new prospects” (p176).

After taking a look at the variety 
of products on the market, i think 
we can safely expand that pur-
pose. Relationship mapping tools 
can be used to excite our top lead-
ership and engage them in a much 
more focused and direct manner. 
Relationship mapping can also 
inform efficient strategies for event 
invitations, cultivating our prospect 
pools, and even for assigning pros-
pect pools based on connections 
instead of geography.

For now, relationship mapping 
is working best for organizations 
with a lot of internal data and/or 
very high profile internal connec-
tors. For organizations using these 
relationship mapping tools, it can 
shorten a monthlong project to a 
week and deliver more and deeper 
information than traditional meth-
ods. Organizations without alums 
or some other natural constituency 
have always had to work harder. 
Now they can work smarter. ▲

❯❯❯

RELATIONSHIP MAPPING: ADDITIONAL RESOURCES ONLINE
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thinKer’s gAMe:
MAxiMizing dAtA AnAlysis 
through criticAl thinK

by ashutosh r. nandeshwar, Phd
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it is, of course, easy to analyze 
the work of others; ask yourself: 
Have you been guilty of jumping 
to a conclusion too quickly? Your 
colleague brings you an idea and 
you list 100 reasons why it can’t 
be done. You do not delay your 
judgment. You do not let the ideas 
form fully. You do the intellectually 
lazy thing and say “interesting” and 
walk away. saying “interesting” 
is exactly like a kid’s response to 
doing something mischievous: “i 
don’t know who did it.” We take the 
easy route. instead of challenging 
our intellectual capacity, we answer 
with intellectual dishonesty. 

Thinking about the problem is 
the first step in any sound analysis. 
Excellent critical thinking involves 
limiting self and other biases, eval-
uating many alternatives and pre-
senting multiple solutions. Analysis 
is hardly a one-shot process: take 
data, select favorite technique and 

gAMe: 
lysis 

King
i

magine yourself taking the blame for assess-
ing that Iraq possessed weapons of mass de-
struction (WMDs). Various committees found 
that managers “did not encourage analysts to 
challenge their assumptions, fully consider al-

ternative arguments” and that they were focused on the 
end results and not on the process.1 Thankfully, most of 
us are not in a position to provide recommendations that 
affect national security, but, if they did, would you change 
your thinking process?

apply it using favorite software. 
good analysts will first ask “why” 
rather than asking “how” and, after 
seeing the results, will ask “so 
what” rather than saying “interest-
ing.” The ultimate objective of anal-
ysis is to iterate continuously and 
not be satisfied with the present. 
Rather than asking “which is the 
best technique to solve my prob-
lem?” we must focus on maximiz-
ing the information-to-time ratio.

Programming, specialized soft-
ware or technique are irrelevant 
once the right question for the 
analysis is formed. good analysts 
possess excellent critical thinking 
skills, which they use to remove 
the insignificant (noise) details 
from the given information to focus 
on significant (signal) details and 
come up with multiple possible 
solutions. They don’t stop there, 
however. While thinking of those 
possible solutions, they also think 

http://www.aprahome.org
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how to come up with an optimal 
solution.1 in short, they focus not 
only on the end results, but also 
on the process. 

Stages of Analysis
in the book, “introduction to strat-
egy,” the authors say, “in any analy-
sis, it is important to be prepared to 
articulate your major conclusions 
and provide evidence and analysis in 
support of them. You should be pre-
pared to not only present your own 
analysis and conclusions, but also 
respectively challenge and extend 
the viewpoints of others … strategic 
analysis requires the honing of your 
skill in logic and argumentation.”2

similar to the analytics matu-
rity model for an organization, 

i propose a model, given in Table 
1, for maturity of analysis. At the 
bottom of this model, we have 
day-to-day trivial decision making 
where, given a problem, we come 
up with a solution rather quickly. 

Most of us in the knowledge 
industry spend a lot of time con-
ducting analysis from the second 
stage. This stage consists of bet-
ter planning as to how to answer 
the given question, generating 
multiple questions, collecting 
enough information and producing 
a result. 

The analysis stage is advanced 
when the analyst starts challeng-
ing his or her own findings. This 
is where the good analysts start 
differentiating themselves from 

others. in his book, “good to 
great,” Jim Collins described good 
leaders as the ones who seek self-
actualization, which is a process 
of understanding your limits and 
planning for your growth. it is very 
difficult to criticize your own work if 
you do not seek self-actualization. 

The last stage of analysis is 
where the analyst generates mul-
tiple and competitive hypotheses, 
broadens the thinking to include 
other possible solutions and iter-
ates the process. While discussing 
critical thinking in his book, “Critical 
Thinking and intelligence Analysis,” 
David T. Moore says that a thinker 
“reflects on the quality of the rea-
soning process simultaneously 
while reasoning to a conclusion.” it 
is not enough to generate a quality 
recommendation, critical thinking 
demands questioning the thinking 
process itself. Analysis at this stage 
will provide key recommendations 
and generate questions that have 
not been asked yet. The last two 
stages are critical when signifi-
cant decisions are made using the 

taBle 1: stages of analysis
STAGE COMPETENCIES

Higher-order extensive planning, generating multiple and competitive hypotheses, evaluating and broadening thinking to 
include other possible solutions, and then iterating. Presenting key recommendations and future questions. Most 
importantly, evaluating the quality of the reasoning to improve it

Differentiating advanced planning, gathering extensive information, generating multiple results, evaluating all results, and 
challenging findings

Competitive better planning, exploring questions, gathering information, and generating a result

Foundational given a problem, producing a solution quickly

“you should be prepared to not only present 
your own analysis and conclusions, but also 
respectively challenge and extend the viewpoints 
of others … strategic analysis requires the honing 
of your skill in logic and argumentation.”



  21 APRAHOME.ORg

analyses, and the depth of these 
stages are driven by the deadlines.

How to Improve 
Your Analysis
Hadley Wickham, a professor of 
statistics at Rice university and a 
chief scientist for Rstudio, believes 
that critical thinking can be taught. 
in one of his courses, he grades 
students on three components: 
curiosity, skepticism and organi-
zation. in his own words, “these 
reflect what i believe to be the three 
key attributes of a statistician: They 
should be curious about data and 
able to creatively apply old tools in 
new ways; they should be skepti-
cal about their findings … and they 
should be able to present their 
findings in an organized manner 
that guides the audience from raw 
data to results.”

As the first step in improving 
your analysis, assess your analysis 
using the grading rubric given in 
Wickham’s paper: “using visual-
ization to teaching data analysis 
and programming.”3 

The Thinker’s Toolkit
Former CiA analyst and a critical 
thinking teacher, Morgan D. Jones 
authored a book “The Thinker’s Tool-
kit,” which provides 14 techniques 
for problem solving.4 i have found 
the following techniques useful:
❯❯ Problem restatement – When 

a solution to a problem seems 
infeasible, problem restate-
ment can be helpful. stating 
problems differently helps us 

bring the key assumptions to 
light. sometimes the questions 
we ask have built-in biases, 
assumptions and restrictions. 
An example of this type of 
bias: “i know paranormal 
phenomena exists because i 
have experienced some things, 
which can only be described 
as paranormal.”5 An example 
from the field that is hard to 
explain as well is fundraising. 
if we cannot print hundreds of 
combinations of letters, we can 
conclude that we cannot send 
highly segmented mailings. 
By focusing on the objective 
— sending highly segmented 
mailings — however, we can 
restate the problem: What 
are our options to send such 
mailings? such restatement 
will allow us to find alternative 
options to send highly seg-
mented mailing.

❯❯ Divergent and convergent 
thinking – Our survival meth-
ods, and hence our evolution, 
are partly responsible for 
in-group bias or thinking.6, 7 
Observe any lines at a food 
court or a train station: People 
will usually gather around 
one or two spots. We believe 

that others’ decisions must 
be sound and we follow their 
decisions. (This is illustrated 
well in the first few minutes of 
Tina Seeling’s video) in contrast, 
this technique builds on the 
principle of “the more ideas, 
the better.” in the first stage, 
you generate as many ideas 
as possible without judg-
ment, and then you group the 
ideas together and select a 
few better ideas. using the 
segmentation example, during 
the divergent phase, we can 
generate as many ideas as 
possible, including silly ones, to 
send such mailings, and then 
during the convergent phase, 
we group and evaluate the 
ideas to select viable options.

❯❯ Decision and event tree – 
When only the ideas are 
discussed, we take the risk of 
people judging those ideas. 
The decision and event tree 
reduce that risk. imagine your-
self in a situation where your 
group is discussing which proj-
ect management software to 
use. This discussion could take 
any direction — from bringing 
out personal biases to wast-
ing time. if you use a decision 

“it is not enough to generate a quality recom-
mendation, critical thinking demands question-
ing the thinking process itself. Analysis at this 
stage will provide key recommendations and gen-
erate questions that have not been asked yet.”  

http://www.aprahome.org
http://youtu.be/mp-Jj6BBkzM%3Ft%3D43s


 CONECTIONS 22 Q1 issuE 2014

and event tree, however, you 
are more likely to stay focused 
on the issue at hand. in the 
project management software 
example, you can draw a tree 
with three branches for each 
software. Considering only 
one software at a time, under 
each branch, you can ask for 
pros and cons of every soft-
ware. After you have collected 
enough unbiased information 
on each software, you can 
decide which software to use. 

Conclusion
in their book, “Analyzing intel-
ligence: Origins, Obtstacles, and 
innovations,” Roger Z. george and 
James B. Bruce describe a com-
plete analyst. They posit that every 
analyst should possess, at a mini-
mum, these seven characteristics:
1. Mastery of the subject;
2. understanding of research 

methods;
3. imagination and rigor to gener-

ate and test hypotheses;
4. 4understanding of intelligence 

collection methods;
5. self-awareness of cognitive 

biases and influences;
6. Open-mindedness to contrary 

views; and 
7. self-confidence to admit and 

learn from mistakes.
george and Bruce argue that 

it is not the first three character-
istics that separate good ana-
lysts from the best ones, but it 
is the last four: being imaginative 
and curious to explain and find 

missing information; being aware 
of self-biases; being a self-critic; 
and, most importantly, being open 
to change his or her own mind. 

Although the time of the deci-
sion makers is limited, the com-
plete analyst, by presenting reflec-
tive analysis, can actually persuade 
the decision makers to use the 
recommendations of the analysis. 
Only then can we have truly data-
driven decisions and help us move 
away from descriptive analysis to 
prescriptive synthesis. ▲
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Don’t miss a single opportunity to enhance your prospect development efforts!

Visit www.aprahome.org to join or learn more. ❯❯❯

❯❯❯ JOIN
APRA

OR RENEW YOUR 
MEMBERSHIP  

TODAY!
❯❯

❯

❯❯❯



330 N. Wabash ave.
suite 2000
chicago, Illinois 60611
Phone 312.321.5196
fax: 312.673.6966

        

http://www.aprahome.org
mailto:info%40aprahome.org?subject=
https://www.facebook.com/APRAInternational
https://twitter.com/APRA_HQ
http://www.linkedin.com/groups?gid=108388&trk=myg_ugrp_ovr

