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Where can we raise 
more money?

I

EXECUTIVE SUMMARY

?

?
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ROOM40’S MAP OF OPPORTUNITY HELPS NONPROFIT 

LEADERS ANSWER THIS FUNDAMENTAL QUESTION.    

We present an actual map of philanthropy— 

The Map of Opportunity after which this report is 

named. The Map reveals the distribution of the 

$333B in philanthropy in the U.S., showing the  

381 metro areas from which 90% of it originates.  

The Map includes data on individual, corporate 

and foundation giving by county for the top 50 phil-

anthropic markets in the U.S.  Beyond sharing this 

data, we will help you put it to use through three 

Insight to Action sections that will help you answer 

these critical questions:

1.	How much philanthropy is in my market?

2.	How much can I raise in my market over time?

3.	What revenue target should I set for next year?

 

Of course, there is no silver bullet; The Map alone 

won’t solve all your problems. However, it CAN 

inform and improve decision-making, helping you 

raise more money.

The need for our services feels endless. 
We must find the dollars to do more,  
but WHERE will we find the money?
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This is HARD
The authors of The Map have served in almost 

every nonprofit management function: fundraising, 

program, operations, finance, chief executive. As 

our roles and responsibilities changed, so did our 

perspectives on what to do, when, and how…and 

experience sometimes makes life more complicated! 

In every nonprofit executive role, figuring out how 

much we could raise, and from where, was HARD.

Markets differ in many ways, including how much 

philanthropy exists, who gives, to whom, and why. 

Nonprofit leaders are constantly attempting to 

triangulate philanthropic potential (what’s possible), 

fundraising competency (strength of the team), and 

capacity (size of the team), any of which can swing 

performance. A third of our folks set targets too 

high, a third too low, and the rest in the middle…but 

no one agreed on which third is which! Making de-

cisions about how much we could raise and where 

felt like an expensive game of Russian Roulette: 

spin the chamber, pull the trigger, pray!

The stakes are HIGH
In all cases, the stakes are high. If we overesti-

mate how much we can raise, we over-extend our 

teams and undermine our financial condition. If we 

underestimate how much we can raise, we forgo 

the opportunity to raise more money to serve more 

constituents, or to serve them more effectively.

We are NOT ALONE
Our frustration was not unique and we were not 

alone in this struggle. We found the same issues in 

organizations with one location in a single market 

and those with many locations in many markets; 

those looking to sustain and those looking to grow; 

organizations with a budget as small as $1 million 

and as large as $250 million. The specifics varied, 

but they all wrestled with the same issues year 

after year. 

When we turned to each other and our colleagues 

for advice, we found we were too often reinventing 

the wheel, and there were no easy ways to learn 

from each other. Thus, we struggled to make effec-

tive, timely decisions across our organizations and 

markets. We muddled through by trial and error, 

got some things right and some wrong, always 

learning. Our organizations ultimately survived our 

lessons and thrived. 
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TH
E LO

NG W
AY

A BETTER WAY

There is A BETTER WAY
We knew more of the right information could be 

transformative for our organizations and those 

we serve. We decided there ought to be A Better 

Way…except when we looked around, there wasn’t. 

For-profit analogues like Advisory Board, Corpo-

rate Executive Board, and Forrester Research gave 

us glimpses of what we wanted for the nonprof-

it sector. Higher demand for data by nonprofit 

leaders, and more data accessible at lower cost 

through cloud-based, off-the-shelf systems, made 

the creation of A Better Way possible, but it didn’t 

exist just yet. We decided to make it happen. We 

founded The Room40 Group to help nonprofits 

learn from each other.

The Map is based on our proprietary Fundraising 

Peer Performance Insights work, where we  

combine philanthropic market information with 

nonprofit peer data to help nonprofit leaders make 

better decisions, faster. We believe this is truly  

A Better Way.

It starts with THE MAP 
The Map begins by providing important context for 

and foundational insights on “The Map of Opportu-

nity,” an actual map of Philanthropy across the U.S. 

Next, we present information never seen before: 

Market Overviews of the top 50 markets (e.g. New 

York, NY) detailing philanthropy by source (corpo-

rate, foundation, individual) and county (e.g. Bronx 

County). These overviews provide a common set 

of facts organized within a framework that helps us 

understand, communicate, and act.
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Finally, we show how to move from insight to  

action through three practical guides (Table 1).

In each case, we combine a set of instructions 

(think IKEA) with an illustrative story based on 

real life experiences.  We also provide a different 

perspective in each story to help anchor these 

examples in specific roles including Board Chair, 

Chief Executive Officer (CEO), Chief Development 

Officer (CDO), or Chief Operating Officer (COO).

All the above help us make better decisions about 

where and how to raise more money.

Insight to Action Guides Questions We Will Answer

Orient Leadership to Markets  

We use The Map to create a shared understand-

ing of our markets with our team—a prerequisite 

for making better decisions, faster.

•  �Where can I get data on the very different communi-

ties in which I fundraise?

•  �How can I organize quantitative and qualitative “data” 

to create “information”?

•  �How can I use this information to help my team com-

municate and learn more effectively?

Assess Market Potential   

One-third of what we raise is determined  

by where we are. We show how to combine  

The Map with peer data to assess the potential 

of a market.

•  �How can I assess my philanthropic potential, i.e. how 

much I can raise in each market?

•  �How does my current philanthropic revenue compare 

to peers in each of my markets?

•  �How can I use this information to help me plan for 

sustainability over time?

Set Annual Revenue Targets   

Now we get tactical and combine market  

potential with internal pipeline, competence,  

and capacity data to set revenue targets for  

next year.

•  �What factors do I need to consider in setting revenue 

targets?

•  �How can I use these factors to inform revenue targets 

for each market?

•  �How do I determine what resources I need and where 

to invest?

TABLE 1
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Board Chair

•	 Define strategic vision, mid- 

to long-term goals

•	 Hire/fire/evaluate CEO,  

including onboarding

•	 Approve CEO-recommended 

strategy, budget

•	 Accountable for overall  

organizational performance

•	 Create multi-year plan to 

meet goals set by the Board

•	 Set annual plan and budget 

•	 Oversee leadership, includ-

ing the CDO, COO 

•	 Accountability for achieving 

revenue target

•	 Create annual and multi-year 

fundraising plan

•	 Lead national fundraising 

team

•	 Oversee fundraising infra-

structure and support

•	 Accountable for program  

and operating performance

•	 Manage annual planning  

and budgeting process

•	 Lead program, operating,  

and analytics teams

•	 Oversee operating  

infrastructure and support

IF YOU ARE A...

YOUR CORE 

RESPONSIBILITIES ARE:

YOUR LEADING  

ROLE IS:

Insight to Action 1:

Orient Leadership to  

Your Markets

pg. 36

Insight to Action 1:

Orient Leadership to  

Your Markets

pg. 36

 

Insight to Action 2: 

Assess Market Potential

pg. 45

Insight to Action 3: 

Set Your Annual  

Revenue Targets

pg. 55

FIGURE 10: The Four Executive Perspectives

Chief Development 
Officer

Chief Executive  
Officer

Chief Operating 
Officer
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The Room40 Perspective

THE MAP OF PHILANTHROPY PROVIDES A NEW 

PERSPECTIVE ON HOW NONPROFITS CAN IMPROVE, 

GROW, AND CHANGE. It was created for the nonprofit 

executive faced with too many decisions, too little 

time and too much to get done. As you can see 

in our bios below, we’ve been there. We founded 

The Room40 Group to help our peers. Here is what 

makes The Room40 Group different:

Consultants and executives
You have limited executive bandwidth to balance 

the day-to-day operations, deal with the crisis of 

the moment, and plan for the future. Room40 has 

experience “finding the answer” as consultants, 

and “making it happen” as executives. We use 

these complementary but different skillsets to 

cut through complexity and identify your most 

important decisions.

Decisions, not just data
There’s plenty of data available to you. Success 

is rarely about gathering more. Good decisions 

result from identifying and analyzing the right data. 

We work with our clients to create a strong initial 

hypothesis, and overlay available data to help you 

efficiently find the best path forward.

Knowhow in executing strategy
Room40 helps answer the questions that every 

successful nonprofit faces at some point: Now that 

we have the right strategy in place, what comes 

next? We’ve been there as nonprofit executives, 

board members, and consultants. We have the 

experience and practical knowhow to help you 

execute your strategy efficiently and with limited 

resources.

Pattern recognition, peer learning
Your organization and mission are unique. But  

the management challenges you face have almost 

certainly been tackled successfully by others. 

There’s no need—and no time—to reinvent the 

wheel. We draw on learning from across sectors 

and organizations to get the right answer for you. 

We free your time for other important things.

These experiences shaped us and in turn this 

report.

Who’s behind all this?

THIS REPORT IS THE WORK OF THE ROOM40 

GROUP, A CONSULTING AND ADVISORY GROUP 

THAT WORKS WITH THE LEADERSHIP OF NON-

PROFITS TO HELP THEIR ORGANIZATIONS 

IMPROVE, GROW, AND CHANGE. The Room40 

Group is led by Benjamin Mahnke, George 

Chu, and Anna Fincke, experienced nonprofit 

executives, strategy consultants, and board 

members. We’ve helped organizations of all 

sizes plan for growth, execute the plans, and 

adjust as necessary as reality differs from ex-

pectations. Along the way, we achieved some 

big wins, made our share of mistakes, and 

have both the lessons learned and scars to 

prove it. We want to help you experience more 

of the first and fewer of the second. 
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George Chu is a hands-on executive with a record of delivering results in en-

trepreneurial, high-growth nonprofit organizations. As a consultant with Bridgespan 

and Arthur D. Little, George focused on defining strategy, creating buy-in, and lead-

ing execution and implementation from the frontlines to the executive team. George 

served as Chief Operating Officer, Chief Analytical Officer, and Chief Financial Officer 

for Citizen Schools, a nonprofit focused on improving schools. He serves on the 

Board of two social benefit corporations: Year Up Professional Resources and The 

Bridgespan Group Social Impact. George holds a BS in Mechanical Engineering from 

Worcester Polytechnic Institute and an MBA from the Sloan School of Management 

at MIT.

Benjamin Mahnke is a skilled executive with a broad range of experience 

in education, youth services, civic society, and family services. Prior to co-founding 

Room40, Ben served as Executive Director and Operations and Finance officer for 

several large nonprofits, most recently Facing History and Ourselves and Jumpstart 

for Young Children. In addition to his senior management experience, Ben provided 

strategic and management consulting services to dozens of nonprofit clients at The 

Bridgespan Group and also served on the boards of several organizations. Ben holds a 

BA from Wesleyan University and an MBA from the Kellogg School of Management at 

Northwestern University.

Anna Fincke is an experienced nonprofit executive with a knack for zeroing in 

on the key questions that lead to good decisions and the ability to translate strategy 

into day-to-day activities. Most recently, Anna was Vice President of Work Exchange 

Programs at CIEE, responsible for bringing 30,000 young people to the U.S. each year 

for cultural exchange programs in a highly regulated and quickly changing environ-

ment. Prior to CIEE, Anna was a Consultant with The Bridgespan Group and worked in 

a number of entrepreneurial, high-growth organizations, spanning industries from food 

to construction. Anna holds a BA from Harvard University and an MBA from the Tuck 

School of Business at Dartmouth College.

So, our name...

THE ROOM40 GROUP TAKES ITS INSPIRATION 

FROM A REAL PLACE USED DURING WORLD WAR I 

TO UNDERSTAND AND BREAK CODES. Early in 

the war the British stumbled across a German 

naval codebook. Cryptography as a discipline 

did not yet exist, so they gathered a team of 

diverse, smart folks together to see what  

they could do. The group included a military 

officer, a business executive, a biblical  

scholar, a German linguist, a Nobel-prize  

winning mathematician, and others. The two 

big things they all had in common were their 

ability to solve hard problems and that they 

met in Room 40 of the Old Admiralty Building 

in London. The group ended up cracking the 

German code and went on to generate lots of 

other actionable analysis over the course of 

the war. Like its namesake, the contemporary 

Room40 is a place where smart people from 

many diverse parts of the nonprofit sector 

come together to collaborate, analyze data, 

uncover meaning, and make progress toward  

a greater good.
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Our overarching goal—with The Map and everything else we 

do—is to make nonprofit organizations more successful. The 

work nonprofits do is too important not to. And honestly, it 

ought to be easier than it has been. And now it is. Good luck! 

We’re pulling for you. 

We are deeply indebted to the dozens of nonprofit executives who worked with us to create this Map. 

Their observations, insights, skeptically arched brows, and lessons from their respective schools of 

hard knocks were invaluable. You’ve heard it from us before and it won’t be the last time: thank you!

Finally, we welcome your reflections on The Map of Opportunity. We have no doubt there is room  

to enhance and improve. We want to hear how you use it. Please let us know your thoughts at  

improvethemap@room40group.com. 
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Why Philanthropy 
and How Does It Fit?

II

ORIENTATION TO THE NONPROFIT SECTOR

9 THE NONPROFIT SECTOR © ROOM40 GROUP  
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TO GIVE YOU A SOLID FOUNDATION FOR THE MAP 

(WHERE THE MONEY IS GEOGRAPHICALLY), WE’LL 

SPEND A COUPLE OF PAGES ORIENTING YOU TO 

THE NONPROFIT SECTOR AS A WHOLE—HOW BIG (IN 

DOLLARS), HOW MANY ORGANIZATIONS, AND WHERE 

REVENUE COMES FROM. We start with a definition of 

the sector. We show the sector is big, diverse, and 

complicated. We present revenue sources across 

the sector and how and where philanthropy fits.  

We’ll explain why we’re focusing on philanthropy 

and how philanthropy breaks down into individu-

al, corporate, and foundation dollars. Finally, we 

outline the implications for analysis of the sector in 

general, and for this work specifically. 

Those doing a casual read can skim this section. 

Those considering replicating the analysis should 

read closely. A faulty analytical framework can 

push one into blind alleys and twisted paths, lead-

ing to mistaken conclusions.

Before diving in, a little context 
is important. 

The Nonprofit Sector Defined
The nonprofit sector is the set of tax-exempt 

organizations in the United States that meet the 

criteria outlined in Section 501(c) of the United 

States Internal Revenue Code. Yup, our sector 

is defined by that which we do not seek: profit! 

Figure 1 (p. 11) outlines the types and numbers 

of organizations with this designation and how 

much revenue is generated by each.

It’s Big! It’s Diverse! It’s Complicated!
The nonprofit sector is Big—comprised of more 

than 1.5 million nonprofits1 generating $2,317  

billion in revenue2. Economists estimate the 

sector represents 5 percent of gross domestic 

product (GDP)3 and employs more than 10 per-

cent of the workforce.4 That puts us in third place 

behind retail and manufacturing...where is our 

bronze medal?!

1  �The Room40 Group estimate based on: McKeever, B. (2015). 

The Nonprofit Sector in Brief 2015: Public Charities, Giving, 

and Volunteering. Retrieved from Urban Institute http://www.

urban.org/research/publication/nonprofit-sector-brief-2015-pub-

lic-charities-giving-and-volunteering.

2  �The Room40 Group estimate based on: McKeever, B. (2015). 

The Nonprofit Sector in Brief 2015.

3  �McKeever, B. (2015). The Nonprofit Sector in Brief 2015.

4  �McKeever, B., Gaddy M. (2016, October 24). The Nonprofit 

Workforce: By the Numbers. Nonprofit Quarterly, Retrieved 

from https://nonprofitquarterly.org/2016/10/24/nonprofit-work-

force-numbers/.



11 THE NONPROFIT SECTOR © ROOM40 GROUP  DRAFT 5/11/17

FIGURE 1: The Nonprofit Sector: Big! Diverse! Complicated!

2013 Nonprofit Sector Overview

DESCRIPTION
NONPROFITS

(IN THOUSANDS)

REVENUE
($ IN BILLIONS)

PHILANTHROPY
($ IN BILLIONS)

501(c)(3)  
Public 
Charities

Public Charities that register 

with the IRS. This category 

represents what most think 

of as “nonprofits” and the 

majority of Nonprofit Sector 

organizations and dollars.

954 $1,751 $236

Unregistered

Exempt organizations that are 

not required to register with 

the IRS, primarily churches  

for our purposes.

110 $30 $30

Other  
Registered 
Nonprofits

A myriad of other tax exempt 

organizations, most of which 

are only eligible to receive 

charitable (i.e. deductible) 

contributions under specific 

circumstances. 

456 $536 $67

TOTAL 1,520 $2,317 $333

Sources: The Room40 Group estimates based on: McKeever, B. (2015). The Nonprofit Sector in Brief 2015: Public Charities, Giving, and 

Volunteering. Retrieved from Urban Institute http://www.urban.org/research/publication/nonprofit-sector-brief-2015-public-charities- 

giving-and-volunteering. Giving USA: The Annual Report on Philanthropy for the Year 2015 (2016). Chicago, IL: Giving USA Foundation™. 

The sector is diverse. When we think of nonprofits, 

charitable organizations—such as Big Brothers 

Big Sisters, local food pantries, and homeless 

shelters—come to mind. But 501(c)(3) charities also 

include large institutions such as foundations (e.g. 

Bill & Melinda Gates), universities (e.g. Emory Uni-

versity), hospitals (e.g. Cedar-Sinai Medical Center), 

faith-based institutions (e.g. the Roman Catholic 

Church or local Zen Center), and museums (e.g. the 

Rock & Roll Hall of Fame & Museum). Furthermore, 

there are nearly thirty other types of nonprofit 

organizations, including civic leagues, chambers 

of commerce, recreational clubs, and our personal 

favorite, fraternal beneficiary societies such as 

the Elks Lodge or Freemasons (They always have 

great hats).

Size plus diversity equals complicated, so we need 

to be careful in constructing our analysis.

Size plus diversity equals 
complicated, so we need to  
be careful in constructing  
our analysis.
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FIGURE 2: �More than Two-Thirds of Revenue is Fee For Service; Philanthropy is #2

TOTAL NONPROFIT REVENUE: $2,317B

Fee for Services and Goods

$1,658B

Government Grants

$180B

Other

$145B

Philanthropy
$333B

Sources: The Room40 Group estimates based on: McKeever, B. (2015). The Nonprofit Sector in Brief 2015: Public Charities, Giving, 

and Volunteering. Retrieved from Urban Institute http://www.urban.org/research/publication/nonprofit-sector-brief-2015-pub-

lic-charities-giving-and-volunteering. Giving USA: The Annual Report on Philanthropy for the Year 2015 (2016). Chicago IL: Giving 

USA Foundation™. 

Why Philanthropy?
“Why focus on philanthropy?” you ask. Great ques-

tion, particularly since, as Figure 2 shows, fees for 

services and goods is the dominant revenue gen-

erator, representing more than two-thirds of total 

nonprofit sector revenue.

Here’s why we are NOT focusing on fees for ser-

vices and goods: Revenue from fees for services 

and goods is dominated by a relatively small num-

ber of institutions such as hospitals (via insurance 

reimbursements, Medicare, Medicaid, etc.) and 

universities (via student tuition and fees). In most of 

those cases, the “unit of analysis” (who or what be-

ing studied) should be “hospitals” or “health care” 

regardless of tax status, not the “nonprofit sector.” 

With rare exceptions, fee-based models are a func-

tion of our business, not something we choose. This 

limits the applicability to different circumstances.

Here’s why we ARE focusing on philanthropy. First, 

it’s big—the second biggest source of funds at 

$333 billion in 20135. Next, philanthropy is flexible; 

people and organizations are willing to fund a wide 

variety of issues and activities. Finally, philanthro-

py is ubiquitous; it’s a significant source of revenue 

for most nonprofits, particularly the 501(c)(3) organi-

zations who constitute the primary audience for 

The Map. The insights, best practices, and lessons 

learned we present are broadly applicable across 

this audience. We firmly believe there is much we 

can learn from each other despite (or even be-

cause of) our differences!

5 �Giving USA: The Annual Report on Philanthropy for the Year 2015 (2016). Chicago, IL: Giving USA Foundation™. Yes, this figure 

has increased to $373 billion in 2016 per same report – but we are sticking with a common base year for the analysis, and 

2013 is the latest common date across sources.
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FIGURE 3: �Individual Giving is Dominant Source in Total, but also the Most Fragmented

Individual: 80%

$267B

Foundation: 15%

$50B

Corporate: 5%

$16B

PHILANTHROPY TOTAL: $333B

Sources of Philanthropy
Philanthropy has three major sources (see  

Figure 3): Individual: by far the largest, represent-

ing ~80 percent of philanthropy; Foundation:  

representing ~15 percent; and Corporate:  

representing ~5 percent. 

80 / 15 / 5 is a useful rule of thumb for comparing 

markets. Most fall near to this benchmark with 

some interesting nuances by market. There are 

also some major exceptions such as Seattle, where 

mega-philanthropists like Bill & Melinda Gates 

skew the numbers. A little more about each source 

of philanthropy below: 

Individuals are by far the largest source of philan-

thropy, totaling $267 billion in 2013. Individual 

philanthropy is also the most fragmented, with 

several hundred million current and potential  

donors, each with different motivations, histories, 

and capacities to give. Included in this figure is 

the $5 we gave to support the neighborhood kid’s 

hockey team, our $200 annual gift to the soup 

kitchen where we volunteer every Thanksgiving, 

the $75 we sponsored our spouse to run a 5K for a 

cause, the $15 we put in the church collection, and 

the $10 we hastily promised the student phone-a-

thon victim from our alma mater so we could hang 

up and resume binge-watching Game of Thrones. 

Also included are the $500,000,000 gift by Philip 

and Penelope Knight to the University of Oregon, 

Sheryl Sandberg’s $107,200,000 gift to the Sheryl 

Sandberg & Dave Goldberg Family Foundation, 

the $25,000,000 from Brian and Aileen Roberts 

to the Children’s Hospital of Philadelphia, and the 

$5,000,000 from Les and Pam Muma to Junior 

Achievement of Tampa Bay6. This category does 

not include any donations to political campaigns.

For those of us salivating over the biggest box in 

the figure, we say, “beware of the 1% Fallacy.”7 

Finally, note that ~40% of individual philanthropy 

goes to religious congregations, missions, religious 

media and other related organizations, so depend-

ing on what we do, we may not be the most likely 

candidate for that slice of the pie.

6  �Big Charitable Gifts Database. (2017, March 15). Chronicle of 

Philanthropy, Retrieved from https://www.philanthropy.com/

factfile/gifts.

7  �Our version of the 1% Fallacy: In business school, classmates 

focused on creating world-conquering start-ups would often 

look at China, one of the most populous and highest growth 

markets in the world, and say “There are a billion people in 

China. All I need to do to be successful is to get one-tenth of 

one percent to buy my product!”. It turns out, soliciting a million 

people, in a diverse, complex, and geographically disperse 

nation is quite difficult after all. Yes, individual philanthropy  

is a target rich environment, but each person is a relationship. 

Here is the more traditional version: Sherman, E. (2013,  

March 12). The 1 Percent Fallacy. Inc., Retrieved from https://

www.inc.com/erik-sherman/the-1-percent-fallacy-that-trips- 

many-entrepreneurs.html.

Sources: Giving USA: The Annual Report on Philanthropy for the Year 2015 (2016). Chicago, IL: Giving USA Foundation™. 
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Foundation includes all philanthropy from foun-

dation sources, except corporate foundations 

and corporate giving programs. Foundations are 

nonprofit corporations or charitable trusts that 

make grants for charitable purposes. There are 

two types: private foundations controlled and 

funded by a family or individual, such as the Bill 

& Melinda Gates Foundation; and public foun-

dations funded by a variety of sources, such as 

The Greater Kansas City Community Foundation. 

Foundations are the second largest source  

of funds, totaling $50 billion in 20138. 

Corporate includes all philanthropy by compa-

nies, including funds given through corporate 

foundations or corporate giving programs. This 

figure includes laptops donated by a technology 

company to the local mentoring program,  

a $5,000 cash gift to a national nonprofit promot-

ing STEM and matching employee gifts. Corpo-

rations are the third largest source of nonprofit 

philanthropy, totaling $16 billion in 2013.

Define Analysis with Care!
So far, we’ve learned the sector is defined by what 

it does not seek and that it is big, diverse, and 

complicated. We see revenue is raised from myriad 

sources that differ greatly depending on which part 

of the sector we inhabit, the availability of different 

options and the strategy we’ve chosen. All of this 

makes analysis challenging. 

To generate valuable insights, we need well- 

defined questions, clear understanding of how  

data can inform those questions, and a unit of 

analysis that will yield a meaningful answer. In the 

absence of these, it often feels as if there is a lot of 

data but no information, if you know what I mean.

�Data  / 'dātə  /  noun   Facts and 
statistics collected together  
for reference or analysis. 
 
Information  / infərˇmāSH(ə)n  /  noun   
Data that has been processed, 
organized, and structured within 
a given context such that it 
conveys meaning.

8  �Giving USA: The Annual Report on Philanthropy for the Year 

2015 (2016). Chicago, IL: Giving USA Foundation™.
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Our first step was to narrow our lens from “reve-

nue” to “philanthropy” for all the reasons above. 

Otherwise, we might conclude that an afterschool 

program serving low income students should start 

charging Harvard-level tuition.

Next, we identified several questions we strug-

gled to answer effectively as executives:

How can we create a shared understanding 

of our philanthropic markets? Individual team 

members often have very different impressions, 

experiences, and beliefs about the places in 

which we fundraise. Not surprisingly, we found it 

difficult to agree on what to do in the absence of 

shared understanding.

How can we assess fundraising potential for  

each market? Experience tells us philanthropy  

is highly localized. Understanding is a big leap 

forward, but how do we move to “what is our  

fundraising potential?”

How can we set ambitious and achievable reve-

nue targets? Potential tells us how much we can 

raise if we do all the right things, which takes time. 

How much can we raise next year based on where 

we are right now?

All the above led us to use metropolitan areas, or 

“markets,” as the primary unit of analysis. Other-

wise we might conclude an arts organization in 

Albuquerque raising $1,000,000 is underperform-

ing relative to an identical organization raising 

$2,000,000 in New York City when the opposite is 

probably true! 

How we came to answer these questions is the 

subject of the following sections. Let’s keep going!



© ROOM40 GROUP  DRAFT 5/11/1716 THE NONPROFIT SECTOR

THE LONG AND SHORT

1.  �The Nonprofit Sector in the U.S. consists of any organization 

with tax exempt status as defined by the IRS.

2.  Consequently, the Nonprofit Sector is big, diverse, and 

complicated!

3.  �We focus on philanthropy because it’s a big, flexible, and 

ubiquitous source of revenue for our primary audience, 

501(c)(3) organizations.

4.  Philanthropy has three sources: Individual (80%), Foundation 

(15%), and Corporate (5%).

5.  �To generate valuable insights, we need a well-defined set  

of questions, clear understanding of how data can inform 

those questions, and a unit of analysis that will yield a 

meaningful answer.
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III

THE MAP OF OPPORTUNITY

Philanthropy is concentrated; 
philanthropy is local; and market 
size really does matter! 

17 THE MAP OF OPPORTUNITY © ROOM40 GROUP  
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IN THIS SECTION, WE WALK THROUGH THE THREE 

INSIGHTS THAT ARE THE FOUNDATION FOR THE MAP 

OF OPPORTUNITY: PHILANTHROPY IS CONCENTRATED; 

PHILANTHROPY IS LOCAL; AND MARKET SIZE REALLY 

DOES MATTER!

Philanthropy is Concentrated
Look at Figure 4. This is “The Map” that inspired 

the name of this report. It shows all 381 metro-

politan statitical areas9 or “markets” in the U.S. 

These metropolitan areas are represented by 

colored circles, the size of which is proportionate 

to the amount of philanthropy originating from that 

location. The big blue dots are the top 50 largest 

philanthropic markets in the U.S., the focus of this 

report. The brown freckles are the remaining 331 

metropolitan areas. Excluded from The Map are 

micropolitan areas and rural counties, AKA “Every-

where Else”. 

FIGURE 4: �The Map of Opportunity – Philanthropy in the 381 Metropolitan Statiscal Areas in the U.S.

Sources: See Appendix B: Primary Sources for The Map of Opportunity.

9  �Metropolitan Statistical Area (MSA) is used to define each  

“market” and is our primary unit of analysis. The definition  

is useful because it (a) is based on population density and  

economic ties, which are relevant given philanthropy’s local-

ized nature; (b) provides a standardized approach for all 381 

MSAs in the United States; and (c) many other data sources, 

studies and reports also use the MSA as their unit of analysis. 

Note, we also break down philanthropic market data within 

the MSA down to the county level. This is useful to under-

standing the dynamics of philanthropy within a market.
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Top 50  
Metro Areas
$204B

Other  

Metro Areas

$89B

Everywhere Else

$39B

FIGURE 5: Two-thirds, or $204 of the $333  

billion in philanthropy originates within the  

top 50 markets 

FIGURE 6: �The Top 50—No. 1, New York is 30x bigger than No. 50, Providence! 

PHILANTHROPY TOTAL: $333B

As we can see in Figure 5, The top 50 markets rep-

resent two-thirds or $204 billion of all philanthropy.

Finally, there is significant concentration even with-

in the top 50. Figure 6 takes a closer look at those 

top 50 markets in snazzy bar chart form. Even 

among this small group of large markets there is 

a strong concentration towards the left…and holy 

New York, Batman! 

Philanthropy is Local
To understand how much money a nonprofit orga-

nization can raise in a market, we need to know 

how much of the philanthropy originating from that 

market stays in that market. For example, a New 

York foundation might allocate a portion of funding 

to New York City programs, a portion to programs 

operating in other U.S. cities and a portion to fund 

international work. 

The answer: Proximity matters. People give to mis-

sions, organizations, and people with whom they 

have a relationship or affiliation. “Local” is only one 

dimension, but it is a dominant one. Our analysis 

suggests that the larger the market, the larger the 

percent of funds that donors direct outside their 

own neighborhood. The data here is admittedly 

anecdotal but triangulates well. See the sidebar on 

page 20 for a synopsis of our approach. 

Sources: For total philanthropy: Giving USA: The Annual Report 

on Philanthropy for the Year 2015 (2016). Chicago, IL: Giving USA 

Foundation™. For breakdown by metropolitan area see Appendix 

B: Primary Sources for The Map of Opportunity.

Sources: See Appendix B: 

Primary Sources for The 

Map of Opportunity.
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What did we learn? For the uber large markets 

(over $10 billion), we estimate two thirds of the rev-

enue stays in market and one third goes to organi-

zations in other markets, domestic or international. 

For the middle of the pack (~$3 to $10 billion), 

about three quarters stays in and one quarter goes 

elsewhere. As markets get smaller (less than $3 

billion), in-market dollars approach 100%. See this 

“Room40 Rule of Thumb” in Figure 7.

	

Origins of the Room40 Rule  
of Thumb
The flow of philanthropy in and out of markets is 

complex to measure. We can get a sense of this from 

several perspectives: Foundation Center helps us see 

both who gives and who receives foundation dollars. 

Studies like “Giving in Chicago” by the Lilly Family 

School of Philanthropy at Indiana University help us 

understand specific markets at a point in time10. Peer 

data by market provides organization-level data on 

how much is raised, from whom, and for what purpose. 

We also have our own anecdotal experience cultivat-

ing donors, crafting proposals, and discussing use of 

funds with donors across a wide variety of circum-

stances and markets. We “triangulated” the above 

information to develop our Rule of Thumb and then 

road-tested it with dozens of our nonprofit colleagues. 

So far, we’ve found the rule to be a helpful, practical 

(if imperfect) guide. We welcome feedback based on 

your own knowledge and experience. 

Exceptions to the Rule!
Rules of Thumb are famous for being useful but  

imperfect, so we thought we’d highlight an exception- 

to-the-rule for you. Seattle, WA is the 6th largest 

market in the U.S. with $7,714 million of philanthro-

py. Roughly $3,606 million of that total originates 

from the Bill & Melinda Gates Foundation (BMGF), of 

which $63 million supports work within Washington 

State and the remaining $3,543 million leaves the 

Seattle, WA market. If we assume for simplicity that 

only BMGF dollars leave the Seattle, WA market this 

means 54% (= [$7,714 - $3,543] / $7,714) of philanthropy 

stays in-market. This is significantly less than our Rule 

of Thumb, and would indicate something between 

two-thirds and three-quarters after adjusting for just 

one (extremely atypical) foundation. How atypical: is 

BMGF? BMGF alone granted more money in 2013 than 

every foundation in the Chicago, IL market!

FIGURE 7: How Much Philanthropy Raised From a Market Stays In-Market? A Room40 Rule of Thumb

This information has some interesting implications 

for how we might construct an ask. In larger mar-

kets, we might appeal to individuals with roots in 

another of our communities, e.g. a New York donor 

raised in Montgomery, AL might be willing to invest 

in both places. Finally, note there are, of course, 

exceptions to these general rules of thumb. Hi, Se-

attle and Mr. Gates! Also check out the the sidebar.

10  �Giving in Chicago (2015). Indianapolis, IN: The Indiana  

University Lilly Family School of Philanthropy.

Sources: See sidebar.
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Yes, market size really  
does matter! 
Our analysis indicates that one-third of what we 

raise is determined by the size of the market in 

which we operate. Think about that for a moment: 

one-third for market size ALONE. We aren’t (yet) 

looking at other market factors such as demo-

graphics, socioeconomics, culture or ratio of Red 

Sox to Yankees fans. Nor are we (yet) looking at im-

portant organizational factors like, oh I don’t know, 

mission, strategy, how many fundraisers we have 

or how good they are! That’s a little wacky, no?

Wacky but true! Below is an abbreviated version 

of how we developed that rule with some editorial 

comments on our use of data. Check out the side-

bar on page 22 for more.

First, we took the philanthropic dollars by market 

we saw earlier in Figure 6. This data becomes our 

X-axis in a moment, so let’s hold this in our heads. 

Second, we collected philanthropic revenue data 

for more than a dozen multi-site organizations 

raising money in multiple metropolitan areas. For 

example, Nonprofit A raised $112 million across 

twenty-seven markets in the following amounts: 

$8.9 million in New York, NY; $18.0 million in Los 

Angeles, CA; $2.5 million in Chicago, IL: and so on 

and so forth. This becomes our Y-axis in a moment.

Third, the moment is here! We created a scatter 

plot with each of Nonprofit A’s sites becoming a 

“dot”. For example, Nonprofit A’s New York office 

is ($32,669 million, $8.9 million), Los Angeles, CA 

is ($14,052 million, $18.0 million), and Chicago is 

($11,058 million, $2.5 million), so on and so forth for 

the remaining twenty-four markets. This gives us 

Figure 8, a plot of Nonprofit A’s revenue by market 

for each of its twenty-four offices.

Fourth, we performed a linear regression analy-

sis to quantify the correlation between revenue 

and market size, represented by the line in Figure 

8. The r-squared in the box is a measure of “fit” 

between the observations (dots) and the predicted 

values (line) and indicates, for this example, market 

size “explains” 0.285 or 29% of the variation in 

revenue for Nonprofit A. 

Fifth, we wash, rinse, and repeat steps one through 

four for the other dozen organizations. All of the 

organizations have a significant correlation with 

r-squared values of 10% to 75%—a big range! The 

mean and median r-squared of the sample are 

both ~33%. It is from this last calculation that we 

derive our rule of thumb: that one third of what we 

raise is determined by where we are.

FIGURE 8: The Relationship Between Market Size and Revenue for Nonprofit A 

Sources: See Appendix B: Primary Sources for The Map of 

Opportunity; Guidestar; individual organization reports.
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THE LONG AND SHORT

1.  �Philanthropy is concentrated. The top 50 markets represent 

two-thirds of philanthropy, thus the focus of The Map. 

2.  �Within the top 50, there is a high concentration among the 

biggest markets.

3.  Proximity is important.  Money that is given in a market, for 

the most part, stays there.

4.  Yes, Market Size Really Does Matter. One-third of what we 

raise is determined by where we are.

The three insights we covered in this section are important for understanding what is broadly true across 

markets. Understanding the specifics of individual markets is the subject of our next section.

The Room40 Use and 
Abuse of Statistics!

FOR OUR FELLOW DATA GEEKS, KNOW WE REC-

OGNIZE WE ARE USING INCOMPLETE, IMPERFECT 

DATA OF VARIABLE QUALITY AND COMPARABILITY 

AND THAT WE ARE PLAYING A LITTLE FAST AND 

LOOSE WITH THE RULES OF STATISTICS. Data on 

philanthropy can be sketchy, compiled from 

various sources over various time periods, and 

we’ve made assumptions to fill in the gaps. 

Our approach is empirical in nature, but we 

also rely upon our judgment and experience to 

make some analytical leaps that might make 

some cringe. For example, we need to be 

careful in how we think about correlation and 

causation. We know the world isn’t so simple as 

to say “big” automatically equals “raise more.”

Here’s why we argue this is OK:  we are help-

ing folks make the best possible decisions 

based on available data, not proving the exis-

tence of the Higgs boson. Our conclusions also 

fit our intuition and experience.  We’ve road- 

tested our thinking with dozens of nonprofit 

leaders. We make the case “Good Enough!” 

but welcome your feedback and thoughts to 

the contrary! 

22 THE MAP OF OPPORTUNITY
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Red Sox Nation! 

IV

SAMPLE MARKET OVERVIEW

23 SAMPLE MARKET OVERVIEW23 © ROOM40 GROUP  



© ROOM40 GROUP  DRAFT 5/11/1724 SAMPLE MARKET OVERVIEW24 © ROOM40 GROUP  

IN THIS SECTION, WE WILL USE OUR HOMETOWN, 

BOSTON, TO INTRODUCE YOU TO THE DATA BEHIND 

THE MAP. We’ll show you how to use The Map as a 

valuable communication tool, and how qualitative 

experience and knowledge are as important as the 

quantitative data. Sit back and get ready to see 

Boston, land of wicked awesome beans, chowdah, 

lobstah, and steamahs, in a whole new way.  We’ll 

combine local knowledge of the market with the 

data in the Market Overview to create a foundation 

that will lead to insight—and then to action. Con-

sider this our “answer key” to the Top 50 Market 

Overviews at the end of this report.

The Map is a Communication Tool!
An executive once asked us how The Map would 

help their top local fundraiser in Alabama who 

knew “every gas station, residence, warehouse, 

farmhouse, henhouse, outhouse, and doghouse 

in the area.” What could this tell him that he didn’t 

already know? 

When it comes to his own neighborhood, only so 

much. But this framework and information, cou-

pled with his years of experience and accumu-

lated knowledge, can help him understand how 

his neighborhood compares with other places his 

organization works—and might work in the future. 

The Map can help him orient his staff leadership, 

board, and volunteer fundraisers to their shared 

fundraising strategy. It can assist in onboarding 

and training new staff and supporters. It forms the 

basis for how, together, the Room40 Group and 

his organization can identify successful strategies 

used by peers in his own neighborhood and in oth-

er places around the country, helping us to find the 

dollars to do more everywhere we operate.

Ok, enough with the context and rules of 
thumb! Let’s get to the data!  
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Interpreting the Market Overview
The Market Overview has five sections. See 

Figure 9. For each section, we show you what’s 

there, what it means, and how to use it.  We 

blend the quantitative data with our knowledge 

of Boston as we do so; just as you would for any 

of the markets included in this report. Note, all 

figures may not add up due to rounding.

Source: AtoZdatabases Source: Foundation Center Source: IRS, Philanthropy.com
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1

4

1 MA
2 MA
3 MA
4 MA
5 MA
6 NH
7 NH
Grand Total

$181.0M
$133.8M
$59.7M
$43.7M
$17.8M
$14.8M
$3.3M

$453.9M

1
1
1
1
1
1
1
1

$99.5M
$1,039.5M

$129.7M
$48.8M
$14.0M

$119.0M
$0.2M

$1,450.8M

$1,933.8M
$1,003.7M
$1,058.1M

$505.4M
$324.1M
$174.0M
$40.4M

$5,039.7M

$2,214.3M
$2,177.0M
$1,247.6M

$597.9M
$355.9M
$307.8M
$43.9M

$6,944.4M

1

2 3

4

5

FIGURE 9: Five Section Market Overview
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The Header Section tells us the 
market name, rank, and amount 
of philanthropy originating from 
that market in millions of dollars. 

What it Means: 

Let’s explore what this tells us about Boston, other 

than the name of this cradle of liberty. In the mid-

dle of Box 1 we see that Boston is the 10th largest 

philanthropic market in the United States. On the 

right, we see that the total annual philanthropy 

originating from Boston is $6,944 million. 

The Header

Source: AtoZdatabases Source: Foundation Center Source: IRS, Philanthropy.com
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5
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1

4

1

How to Use It: 

This section immediately tells us the absolute and 

relative size of the market. First, the absolute size 

of the market:  $6,944 million dollars, which is 

almost $7 billion. With a “b.” That’s a lot of philan-

thropy and includes local Harvard alumni giving 

back to their alma mater, a wealthy Brahmin donat-

ing a Warhol print to the Institute of Contemporary 

Art, and a marathon crowd raiser gift to Rosie’s 

Place women’s shelter. 

Now let’s consider the #10 rank. Respectable, but 

how does Boston compare to other cities? Recall 

from the prior section that Boston’s philanthropy is 

one-quarter the size of New York City’s, which tops 

the chart at $32,669 million. Boston is six times the 

size of our neighbor to the south, Providence, RI 

which falls in at #50 with $1,104 million. We are just 

ahead of #11 Philadelphia, PA and just behind #9 

Atlanta, GA.
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Source: AtoZdatabases Source: Foundation Center Source: IRS, Philanthropy.com
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What it Means: 

The light blue shaded areas represent the geo-

graphic area of the market. Markets boundaries 

are consistent with metropolitan statistical areas 

(MSAs) as defined by the Office of Management 

and Budget and used by the Census Bureau and 

other federal agencies for statistical purposes. Also 

shown are individual county boundaries within 

each MSA, numbered in descending order of phil-

anthropic market size.

How to Use It: 

Someone familiar with Boston might be surprised 

by the size of the market the map represents. It 

stretches from Boston, north into NH and south to 

the Providence line—far beyond Boston city proper. 

This makes sense when we realize the market 

definition is based on population density and 

economic ties rather than municipal boundaries; 

think “commuting distance” as a rough proxy. While 

the boundaries of the MSA are broad, the Boston 

2

market is a single urban ring city with no compet-

ing major cities within the MSA. This is important 

because, despite the diversity of the people who 

inhabit this MSA, it suggests a singular cultural 

identity within the area. In fact, we might refer to 

the Boston market as “Red Sox Nation;” this has 

implications for how and to whom folks give. 

For example, it is quite common for an individual in 

an outlying suburb, such as Concord, to consider 

themselves a Bostonian and direct their philanthro-

py accordingly. In comparison, #11, Philadelphia, 

includes three principle cities: Philadelphia, PA; 

Camden, NJ; and Wilmington, DE. Three cities, 

three states, and yes, three distinct identities.  

Local nuances matter.

The Market by County 

The Market by County section 
defines the geographic 
boundaries of and counties 
within the market.
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Funding by Source & Top Counties

Source: AtoZdatabases Source: Foundation Center Source: IRS, Philanthropy.com
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The Funding by Source &  
Top Counties section breaks 
down total philanthropy by 
source and county.

What it Means: 

The top chart, Philanthropy by Source, breaks 

down the philanthropy by individual, foundation or 

corporation source within the Boston market. The 

bottom chart, Top Counties, ranks total philan-

thropy from all sources within those counties. The 

number next to the county name corresponds with 

the number on the map in Section 2. If there are 

more than 10 counties in the MSA, we see them at 

the right under “Other Counties” (Boston has only 

seven, so no other counties are listed).

How to Use It: 

The source data helps us understand the relative 

amounts of different types of money in Boston. A 

glance at the source chart tells us Individual is near-

ly 3x Foundation, which is more than 3x Corporate. 

Quick math or a flip to the “Philanthropy by Source” 

page in Appendix A tells us Boston’s Individual, 

Foundation and Corporate philanthropy are 73%, 

21% and 7% respectively. This indicates a more  

robust than typical foundation and corporate mar-

kets; recall U.S. average philanthropy by source is 

~80% individual, 15% foundation, and 5% corporate. 

The county data indicates that when it comes  

to philanthropy, all counties are not equal. Almost 

two-thirds of philanthropy comes from Middlesex 

and Suffolk counties, leaving the rest split among 

the remaining five counties. In other words, the  

bulk of philanthropy originates from Boston proper 

and townsto the north west. Is there money on  

the South Shore, North Shore and in southern  

New Hampshire? Of course, just less of it! Suffolk, 

which encompasses Boston proper plus a smidge, 

is geographically tiny compared to Middlesex 

(refer to the map in Section 2), indicating a much 

higher geographic concentration of philanthropy  

in the former. 

All the above is helpful in planning how and where 

to invest our limited fundraising time and resources!
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The Top 10 Companies, Foundations, and Zip Codes

philanthropy in millions of dollars, and is based on 

IRS data.  Note this data is good but imperfect due 

timing lags and evolving quality of source data! So 

yes, by the time this is printed the numbers may 

have changed, but the story stays the same.

How to Use It: 

As fundraisers, we want prospects, leads and 

opportunities. This table helps us validate and un-

derstand the market, and the Top 10 lists can help 

us determine where to start, continue, or grow.

In pulling together this data, we were somewhat 

surprised by the Corporate Top 10. We expect-

ed long time corporate stalwarts TJX, Raytheon, 

Boston Scientific, State Street, and relatively recent 

up-and-comers such as EMC, Thermo Fisher, and 

Alere to make the shortlist. General Electric, which 

recently decided to move its headquarters to 

Boston, will presumably make this list in the future.

The Top 10 Companies, 
Foundations and Zip Codes 
section lists the biggest  
players by source.

What it Means: 

The Top 10 Companies by Sales is a list of the 

largest companies by sales, headquartered in the 

market and is based on AtoZdatabases data. The 

dollar figures are annual sales in billions of dollars, 

not philanthropy as the latter data is not uniformly 

available. The Top 10 Foundations by Philanthropy 

is a list of the largest foundations in the market by 

annual philanthropy in millions of dollars, and is 

based on Foundation Center data. The Top 10  

Zip Codes by Philanthropy is a list of zip codes 

in the market with the highest itemized annual 

National Amusements was a surprise and turns out 

to be the parent company of CBS and Viacom. Like-

wise, Fresenius Medicare Care was a new name to 

us. Remember to use this list with care as the top 10 

list is based on sales, meaning these folks are big 

but not necessarily engaged in philanthropy. Also, 

this includes only companies headquartered here, 

and there are lots of viable prospects with major 

operations in Boston, but headquartered elsewhere.

The Foundation Top 10 was largely what we 

expected. These names are longtime players and 

well-known in the Boston philanthropic scene. 

The relative “upstart” and by far #1 on the list is 

Vanguard Charitable Endowment Program, a large 

donor-advised fund. We won’t attempt to cover the 

nuances of these vehicles here; suffice it to say 

these are complex funds in terms of where they 

originate and where they go!

The Individual Top 10 is both affirming and  

enlightening. As nonprofit executives, we have 

always known individual wealth in Boston is 

concentrated in the central city (aren’t those Back 

Bay and Beacon Hill townhouses lovely?), nearby 

urban communities (Hahvahd Yahd and Brookline), 

and the western suburbs around Rt. 128 (Weston, 

Wellesley, Chestnut Hill, Newton, Concord, Way-

land, Milton). We are pleased to see the data 

reflect our experience.  

Source: AtoZdatabases Source: Foundation Center Source: IRS, Philanthropy.com

7

6

2

5

3

1

4

4



© ROOM40 GROUP  DRAFT 5/11/1730 SAMPLE MARKET OVERVIEW30 © ROOM40 GROUP  

1 MA
2 MA
3 MA
4 MA
5 MA
6 NH
7 NH
Grand Total

$181.0M
$133.8M
$59.7M
$43.7M
$17.8M
$14.8M
$3.3M

$453.9M

1
1
1
1
1
1
1
1

$99.5M
$1,039.5M

$129.7M
$48.8M
$14.0M

$119.0M
$0.2M

$1,450.8M

$1,933.8M
$1,003.7M
$1,058.1M

$505.4M
$324.1M
$174.0M
$40.4M

$5,039.7M

$2,214.3M
$2,177.0M
$1,247.6M

$597.9M
$355.9M
$307.8M
$43.9M

$6,944.4M

Market by County and  
Source section provides 
philanthropic market figures 
by county, by source.

The Market by County and Source

What it Means: 

The chart provides philanthropic estimates for  

each source and county in the metropolitan area. 

This more detailed layer of data lets us dive 

deeper and do further analysis. All numbers are in 

millions of dollars.

How to Use It: 

This table allow us to understand the market at a 

more granular level. For example, we noted earlier 

that Middlesex and Suffolk counties were nearly 

identical in philanthropy, yet very different in terms 

of concentration. Suffolk dollars are highly con-

centrated over a relatively small geographic area. 

Section 5 helps explain why. Corporate dollars are 

roughly similar in magnitude, with a modest ad-

vantage to Middlesex, given the size of the county 

and the Route 128/Route 495 technology corridor. 

Suffolk has a nearly 10x advantage in foundation 

philanthropy due to the heavy downtown Boston 

presence of major foundations, including Van-

guard. This is more than offset by a 2x advantage 

for Middlesex in individual philanthropy due to the 

larger cumulative population, including many of 

the wealthier suburbs of Boston. Two counties, sim-

ilar dollars, but very different in terms of geography 

and source. Thus, we likely want to approach these 

different submarkets in different ways.

5
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1.  �The Map is a communication tool that can be used to combine 

experience and knowledge with the quantitative summary in 

this report.

2.  Market Overviews provide the detail behind The Map—

Overviews for the top 50 markets can be found in Appendix A.

3.  Each Market Overview section is designed to help ask and 

answer questions about each market and spark discussion of 

best practices and strategies across markets.

Understanding the places in which we raise money is all well and good. But how do we use this information to 

raise more money? We turn to that in our next section: Insight to Action. 

THE LONG AND SHORT
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We’re ready to move 
from Insight to Action! 

V

INSIGHT TO ACTION

32 INSIGHT TO ACTION © ROOM40 GROUP  
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•	 Orient Leadership to Your Markets.   

We show you how to use The Map to create 

a shared understanding of your markets with 

your team—a prerequisite for making better 

decisions, faster. 

•	 Assess Your Market Potential.  

One-third of what you raise is determined by 

where you are. We show how to combine  

The Map with other data to assess the poten-

tial of a market. 

•	 Set Your Annual Revenue Targets. 

Now we get tactical and combine market po-

tential with pipeline, competence and capacity 

data to set revenue targets for next year.

In this section, we demonstrate 
how to combine The Map with 
experience, judgment and 
other data to: 

WE LIKE TO LEARN BY DOING. In that spirit, we creat-

ed a set of fictional but realistic stories based on 

our experiences as nonprofit executives and our 

work with clients. Each story builds on the Market 

Overviews in this report, and we add in other data 

just as we would in real life. This “other data” or 

its equivalent is generally available in some form 

to most organizations, or can be acquired through 

modest amounts of time, energy, or investment.

All three stories follow the adventures of our  

favorite pretend nonprofit, “The Wicked Good  

Center for Folks Who Can’t Plan Good and Wanna 

Get Better Data Too,” or WGC for short (yes, we 

liked Zoolander11). WGC is a single 501(c)(3) that 

operates in, and raises money from, five metropoli-

tan areas including New York, NY; Chicago, IL; San 

Francisco, CA; Dallas, TX; and Memphis, TN. The 

five sites range in age from one year old (San  

Francisco) to ten years old (Dallas). The organiza-

tion is 100% philanthropically funded. The program 

is a well-oiled machine with strong impact, high 

quality delivery, and an efficient cost structure. 

However, fundraising performance has been vari-

able across markets (Dallas vs. Memphis) and time 

(Dallas this year vs. Dallas last year), leading to 

periods of uncertainty, scarcity, and stress.

11  �”Liked Zoolander” reflects the average sentiment of the 

Room40 Partners.  To be honest, one said, “was that a  

movie?”, the next liked it, and the third really liked it.  

Beware of averages! Sometimes there is more to the story!
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Board Chair

(Chair Anya)

• Define strategic vision, mid- 

to long-term goals

• Hire/fire/evaluate CEO,

including onboarding

• Approve CEO-recommended

strategy, budget

Chief Executive  

Officer (CEO Kai)

• Accountable for overall orga-

nizational performance

• Create multi-year plan to

meet goals set by the Board

• Set annual plan and budget

• Oversee leadership, includ-

ing the CDO, COO

Chief Development 

Officer (CDO Julia)

• Accountability for achieving

revenue target

• Create annual and multi-year

fundraising plan

• Lead national fundraising

team

• Oversee fundraising infra-

structure and support

Chief Operating  

Officer (COO David)

• Accountable for program

and operating performance

• Manage annual planning

and budgeting process

• Lead program, operating,

and analytics teams

• Oversee operating

infrastructure and support

IF YOU ARE A...

YOUR CORE 

RESPONSIBILITIES ARE:

YOUR LEADING 

ROLE IS:

Insight to Action 1:

Orient Leadership to 

Your Markets

Insight to Action 1:

Orient Leadership to 

Your Markets

Insight to Action 2: 

Assess Market Potential

Insight to Action 3: 

Set Your Annual  

Revenue Targets

FIGURE 10: The Four Executive Perspectives

The three Insight to Action stories are told through 

four “perspectives”: Board Chair, Chief Executive 

Officer (CEO), Chief Development Officer (CDO), 

and Chief Operating Officer (COO). A brief descrip-

tion of their respective responsibilities within WGC 

are outlined in Figure 10 below. These responsibili-

ties exist within every organization, though the title 

and construction of specific roles varies significant-

ly. Use the table to identify which perspective, or 

combination of perspectives, is closest to your own. 



© ROOM40 GROUP  DRAFT 5/11/1735 INSIGHT TO ACTION © ROOM40 GROUP  

1.  �The Room40 Group believes in decisions, not just data. 

Therefore, The Map is anchored in three specific Insight to 

Action guides highlighting how to use this report to tackle 

issues common to most-if-not-all nonprofit organizations.

2.  Each guide includes a set of instructions and an illustrative 

WGC story based on real life experiences. 

3.  Each Insight to Action story is told from the perspective of a 

specific nonprofit executive role. Identify which perspective 

is closest to your own. 

4.  The three Insight to Action guides cover how to: orient 

leadership to markets; assess market potential; and set 

annual targets.

THE LONG AND SHORT
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WE’VE FOUND THIS STEP TO BE CRITICAL TO CREAT-

ING HIGH PERFORMING TEAMS IN FUNDRAISING— 

OR IN ANY ACTIVITY IN WHICH LOCAL CONTEXT  

MATTERS AND MANY INDIVIDUALS EACH HOLD A 

PIECE OF THE PUZZLE. 

We created the Market Overview framework to 

help address the following questions:

• Where can I get data on the very different

communities in which I fundraise?

• How can I organize quantitative and qualitative

“data” to create “information”?

• How can I use this information to help my team

communicate and learn more effectively?

Below, we show how to use the Market Overview 

to orient leadership through a set of instructions  

and an illustrative WGC story based on real life 

experiences. 

The story starts from the perspective of Board 

Chair Anya, who sets events in motion by directing 

WGC’s leadership to craft a three-year vision that 

prioritizes economic sustainability over growth.  

She also led the search for a new CEO to lead that 

vision as the former CEO transitions to a well-de-

served retirement. We continue the story through 

Chief Development Officer (CDO) Julia, who leads 

her development team through an exercise to 

orient her team and facilitate the onboarding of the 

new CEO.

We recommend conducting an “orient” exercise 

like this once per year or when there are new mar-

kets, new leadership, or changing roles. It is helpful 

to do brief reviews of individual markets quarterly. 

The exercise is relevant if we are bringing a team 

together from across the country, or getting our 

ducks in row in a single market. 

Insight to Action Guide 1

Orient Leadership to Your Markets

In this section, we show how  
to use The Map to create a  
shared understanding of  
your markets with your team— 
a prerequisite for making  
better decisions, faster. 
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What’s Happening at WGC…
Board Chair Anya is settling into her new role on 

WGC’s board after several years as Vice Chair. 

One of her first tasks is to work with leadership to 

craft a three-year strategic vision that prioritizes 

economic sustainability over growth. The organi-

zation has generally done well but barely finished 

in the black last year. Chair Anya and the Board 

want to be on solid footing before considering any 

further expansion. 

WGC recently hired a new CEO Kai, whom Anya 

has asked to provide a preliminary three-year plan 

outlining WGC’s path to sustainability by end of 

month. The annual plan and budget for the coming 

year is due the following month. Two months is not 

much time, but Chair Anya strongly believes that a 

good deliverable today is superior to a perfect one 

six months or a year down the road. She’s ready to 

get started. 

Board Chair Anya urgently needs to give CEO 

Kai a better understanding of each market within 

which WGC operates and more specifically, 

WGC’s local fundraising performance. She knows 

some on the WGC development team are expe-

rienced in their own markets but not very knowl-

edgeable about WGC’s other locations. Others 

know the local market but are new to the fund-

raising role. Still others are new to their positions. 

Like their CEO, they are on steep learning curves. 

The new CEO and the development team need a 

shared understanding and fast. 

Board Chair Anya asks CDO Julia to create a 

plan to bring CEO Kai up to speed. She suggests 

using a new report, The Map of Opportunity, as a 

guide to help orient the new CEO and the devel-

opment team. Board Chair Anya agrees and CDO 

Julia gets to work!

Insight to Action Guide 1  Orient Leadership to Your Markets
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Insight to Action Guide 1  Orient Leadership to Your Markets

Step 1: Introduce the Framework

In her next weekly development team call, CDO 

Julia shares highlights of her conversation with 

Chair Anya and provides a brief introduction to  

The Map of Opportunity. She emphasizes her  

plan to use the Market Overview framework to  

help the team understand their respective markets 

and to help the new CEO come up to speed quickly 

and effectively.

CDO Julia follows up with a one-on-one phone 

call to each local development leader to solicit 

questions and concerns, as her team has varying 

degrees of experience and comfort with this type 

of exercise. She also wants to emphasize that her 

goals are to learn from her teammates and to ori-

ent CEO Kai but not to judge performance.

The calls go well but the team expresses a need 

for more details before they can articulate specif-

ic questions or concerns. CDO Julia schedules a 

90-minute session on The Map at the development 

retreat in two weeks. She knows she needs to pre-

pare well for the session to be productive.

•	 30-minute presentation by CDO to  

development team as part of an  

existing team meeting

•	 15-minute one-on-one call with CDO 

and each local development leader

Recommended Activity
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Insight to Action Guide 1  Orient Leadership to Your Markets

Step 2: Acclimate the Team to the Framework

CDO Julia starts to put together the pre-read for 

the retreat. Her primary goal is to acclimate the 

team to the framework and information included in 

The Map Market Overviews before they arrive at 

the retreat. 

She compiles the following as shown in Appendix 

A: Market Overviews:

• The Map Executive Summary section

• The Map of Opportunity (Figure 4 and

Figure 5)

• Top 50 Markets, Philanthropy by Source,

and Market Rank by Source pages (first three

pages of Appendix A)

• Two-page Market Overviews for each WGC

markets: New York, NY; Chicago, IL; San

Francisco, CA; Dallas, TX; Memphis, TN

(Appendix A)

• 30-minute retreat session pre-read

and survey for each local develop- 

ment leader

Recommended Activity CDO Julia sends the pre-read with a short survey 

asking each development leader to select the mar-

ket most familiar to them, read the Market Over-

view and answer the following questions:

• How accurate did you find the Market

Overview?

• Name one thing in the Market Overview

that resonated.

• Name one thing in the Market Overview

that surprised you.

• What questions does this prompt for you

and your peers?

She is clear with the team that she wants quick 

reactions not an exhaustive analysis and asks no 

more than 30 minutes be invested in the exercise. 

She includes Chair Anya in the pre-read and invites 

her as an “optional” attendee.
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Insight to Action Guide 1  Orient Leadership to Your Markets

Step 3: Generate Insights

The day of the retreat arrives. CDO Julia kicks  

off the session by setting clear objectives for  

the group:

•	 Create a shared understanding of each market 

among the team

•	 Generate insights for each WGC market

First, CDO Julia shares the survey scores on  

Market Overview accuracy:

•	 The team gave the Market Overviews a 4 out 5 

in terms of accuracy where 1 = “not even close” 

and 5 = “dead on!”

She walks through the primary sources of  

imperfections:

•	 Analysis structure, e.g. Market Overviews track 

philanthropy that originates in-market so a 

foundation giving to Dallas but located Boston 

will not be listed.

•	 90-minute in-person retreat session 

with CDO and all local development 

leaders

Recommended Activity
•	 Data quality, e.g. the list of top companies 

might be missing a company that moved its 

HQ recently and this is not yet reflected in the 

source database.

•	 There were also many cases where the Market 

Overviews surfaced new information and rev-

elations, e.g. concentration of philanthropy by 

county or source.

Next, CDO Julia asks for general reflections on the 

pre-read and survey. A synopsis:

•	 No surprise New York, NY was biggest and 

Memphis, TN smallest, but the magnitude of 

the difference was shocking; New York alone 

represents nearly half of WGC’s collective 

market! 

•	 The team also felt WGC had chosen well—four 

of our five markets are in the top ten and all 

are top 50. 

•	 Questions were also raised, including how size 

correlates to how much you can raise given 

other factors like competition or culture.



41 INSIGHT TO ACTION © ROOM40 GROUP  DRAFT 5/11/17

Then CDO Julia puts up the survey responses  

to the “Resonated? Surprised? Questions?” as shown 

in Figure 11 (p. 42) which surfaces how people see 

similar challenges from different perspectives.  

 

Here’s a sample:

•	 The New York development leader, often  

upset when people suggest that “New York 

is huge; it’s easy to raise money” can use the 

framework to explain how big, complex, and 

competitive the market is. 

•	 The leader in Memphis, historically frustrated 

by expectations (often their own) to raise as 

much money as their peers can explain why 

this may not be a reasonable goal.

Lastly, CDO Julia asks the team what they might 

do differently given their new understanding of 

each market. One participant suggests considering 

different roles for different markets, rather than a 

one-size-fits-all approach.  

•	 Perhaps more of WGC’s New York horsepower 

should be allocated to fundraising not just for 

New York, but for the network. 

•	 Memphis might invest in program research & 

development or focus on best in class program 

delivery and volunteer engagement.

The team also begins to see opportunities to  

collaborate across markets:

•	 Today, a request from another site or head-

quarters is often viewed as “one more thing to 

get done.” To some degree, this is inevitable.

•	 The Market Overview highlights opportunities 

to make our work simpler while helping us 

raise more money.

•	 For example, Verizon Communications is  

#4 on New York’s Top 10 list and also has  

satellite offices who donate to two other  

WGC markets… we need to help connect  

them to each other!

At the end of the session, CDO Julia has what she 

needs to bring CEO Kai up to speed quickly and 

effectively. Her team is thinking about how to work 

together across markets. Chair Anya is already 

brainstorming how to use this information to help 

WGC assess potential and set revenue targets. 

Everyone walks out of the meeting energized  

and excited.

Insight to Action Guide 1  Orient Leadership to Your Markets

Step 3: Generate Insights
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FIGURE 11: WGC Survey Results—What Resonated, What Surprised, What Questions? 

What Resonated? What Surprised? What Questions?

NEW YORK, NY

CHICAGO, IL

SAN FRANCISCO, CA

DALLAS, TX

MEMPHIS, TN

“�New York is a big, complex, dog eat dog market, 

and the map reflects this... $33 billion spread 

across 25 counties and three states!”

“�Chicago is a big, parochial market with a small 

number of movers and shakers who might give 

money, but more importantly, a blessing that will 

open lots of other doors.”

“The Bay Area has three distinct sub markets:  

San Francisco, South Bay and East Bay, and you 

can see this in the county structure on the map.”

“�Dallas at #7 makes sense. We have one of the 

highest concentrations of corporate HQ’s in the 

country, and also a lot of individual wealth—think 

Lyda Hill.”

“�In Memphis there are a small number of big com-

panies and foundations who are really important 

in terms of giving and opening doors.”

“�The numbers don’t show: People in Memphis 

are generous, even if they are of modest means. 

Relationships are very important. If you invest in 

them, people will invest in you.”

“�We often feel like the red-headed stepchild of  

the network. We can raise more if we invest, but 

this data makes me wonder if  is this is the right 

role for us?”

“�I’m surprised foundation giving is as low as it is… 

only 2/3 of Houston our neighbor to the south 

and #8 on the list. I wonder why that is…”

“�Four of the top 50 markets are in Texas. I’m  

wondering if and how we can raise money across 

the state and if we need a program footprint in 

each area to do so.”

“�Newark is included in New York? I can tell you 

that people in Newark wouldn’t like that, and 

won’t give money outside their community!”

“�This doesn’t reflect how many companies are 

based or have a major branch here. Connections 

in Chicago can often help open doors elsewhere 

in the network!”

“Silicon Valley is right next door. I see these can be 

considered separate markets but there is a ton of 

overlap and we need to account for that.”

“This is money that originates in New York right? 

How much of it stays here and how much goes else-

where? What are the implications of this for WGC?”

“�How do we reconcile our service delivery 

footprint with the concentration of philanthropy 

in Cook and Lake counties? We can’t be in all 

places… how to choose?”

“Successful nonprofits in San Francisco vary  

their team, pitch, or territories based on these  

sub markets… how effectively is WGC doing this 

right now?”
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Insight to Action Guide 1  Orient Leadership to Your Markets

Step 4: Move to Action

CDO Julia takes three actions at the end of the 

meeting:

1.	Create and schedule a briefing for CEO Kai by 

CDO Julia and Board Chair Anya based on the 

Market Overviews and today’s discussion.

2.	Schedule one-on-one calls for CEO Kai and 

each local development leader using the Mar-

ket Overviews as a discussion guide.

3.	Integrate the annual Market Overview session 

and individual quarterly market briefs into the 

standard development calendar.

Board Chair Anya also requests a similar session 

for the full Board and a document to use in on-

boarding new members. 

•	 90-minute briefing for CEO by CDO and 

Board Chair

•	 60-minute one-on-one call with CEO 

and each local development leader

Recommended Activity
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You have been successful in orienting leadership to their markets 

when you have: 

1. �Reviewed a Market Overview, understood each section, and

discussed what resonated, what surprised, and what questions

arose.

2. Used the Market Overviews to help every team member

understand every market.

3. Generated insights that help explain and communicate what

is happening in each market and across the network, e.g. why

WGC raises less money in Memphis, TN.

4. Generated insights on how we can be more effective as a team,

e.g. combining forces to cultivate Verizon Communications!

5. Moved to action, e.g. created a briefing document to onboard

new leaders and integrated the framework into the standard

development calendar.

THE LONG AND SHORT

CDO Julia successfully creates shared under-

standing of each market with her team through 

the Market Overview framework. Her efforts en-

able her team to start learning from each other. 

As a result, everyone on the team has a better 

understanding of their own markets and those of 

their colleagues. They have begun generating 

insights on how the team can help each other 

and in doing so, help themselves: all necessary 

groundwork to making better decisions, faster.  

Finally, CDO Julia is well-prepared for her on-

boarding session to orient CEO Kai.
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WE CREATED THE MARKET ASSESSMENT FRAMEWORK 

TO HELP ADDRESS THE FOLLOWING QUESTIONS:

•	 How can I assess my philanthropic potential, 

i.e. how much I can raise in each current or 

new market?

•	 How does my current philanthropic revenue 

compare to that of my peers in each of my 

markets?

•	 How can I use this information to help me plan 

for sustainability over time?

Below, we show how to use the Market Assessment 

to assess philanthropic potential for each market 

through a set of instructions and an illustrative 

WGC story based on real life experiences. 

The story is told from the perspective of the  

new Chief Executive Officer (CEO) Kai, who is  

considering how to best to tackle the three- 

year sustainability plan requested by Board  

Chair Anya.

We recommend an in-depth assessment exercise 

like this: a. every three years or when the organi-

zation experiences a significant strategy revision, 

new markets, new leadership, or changing roles; b. 

as a booster shot at the start of the annual reve-

nue planning process; and c. as a brief quarterly 

review of individual markets. The exercise is rele-

vant whether we are assessing potential across a 

network or looking closely at how best to sustain 

within a single market.

Insight to Action Guide 2

Assess Your Market Potential

In this section, we show how 
to combine The Map with peer 
data to assess the potential  
of a market.  

Note, the Market Assessment framework used in this guide 

requires the use of peer data specific to your organization 

and is not included in this report. The sidebar on page 52 in 

this section explains how we obtain this data. 
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What’s Happening at WGC…
CEO Kai has hit the ground running and is  

considering how to best to tackle the three-year 

sustainability plan requested by Board Chair 

Anya. Budget season is also looming and some 

important and possibly contentious revenue  

target decisions are coming fast…but one step  

at a time.

CEO Kai recently completed a thorough briefing 

on The Map by CDO Julia and Board Chair  

Anya. He was familiar with two of WGC’s markets 

and found the Market Overviews resonated with 

his own experience. He found it very helpful to 

view the remaining three markets through the 

same lens. 

The briefing also left him with questions. He  

believes Room40’s “one-third of what you  

raise is based on where you are” mantra, but  

this still leaves two-thirds! For example, just be-

cause the New York, NY is 17 times bigger than  

Memphis, TN does not mean we expected the 

New York team to raise 17 times more than the 

Memphis team.

CEO Kai also recently completed his one-on-one 

visits with each local development leader and 

made the following observations: He affirmed 

what he learned from the Market Overviews—

each market is different. Each local development 

leader plays a different role with some exclusive-

ly focused on development while others balance 

duties ranging from volunteer management to 

program oversight. Finally, each leader has differ-

ent competencies based on their background and 

experience. He realizes each of these factors is a 

major contributor to variability in revenue raised 

by market, and that they can combine to create a 

virtuous or vicious cycle.

However, he’s not entirely sure how to cut this 

Gordian Knot. He flips to the market potential sec-

tion in The Map of Opportunity and starts to read. 

Once done, he picks up the phone and asks his 

rock star analyst to join him in his office. He points 

to the sidebar on peer groups, distributions and 

potential and they get started on the analysis. 

When complete, they review the results and make 

a plan to share them with the rest of the team.

Insight to Action Guide 2  Assess Your Market Potential
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Insight to Action Guide 2  Assess Your Market Potential

Step 1: Introduce the Framework

First, CEO Kai walks through the framework step  

by step: 

•	 Each blue dot represents philanthropic  

revenue of a peer nonprofit. 

•	 Each red dot represents the philanthropic 

revenue of WGC.

•	 The bottom of the box is the lower middle 

quartile. 

•	 The top of the box is the upper middle quartile. 

•	 The line in the middle is the median. 

•	 The whiskers are a measure of standard  

deviation. 

Then he provides an example of what it means:

•	 The box and whiskers give a sense of the  

distribution in revenue. 

•	 A small box indicates a narrow distribution of 

outcomes where everyone raises about the 

same, whereas a large box indicates a larger 

distribution of outcomes. 

•	 If the median is in the middle of the box,  

the probability of higher and lower outcomes  

is about the same. If the median is at the  

•	 45-minute presentation by CEO to 

CDO, COO as part of an existing  

team meeting

•	 60-minute one-on-one call by CEO  

with CDO and COO for discussion  

and planning

Recommended Activity
lower end of the box, we are more likely to be 

more than the median rather than less than  

the median.

He then compares New York and Boston to  

illustrate:

•	 New York and Boston have similar medians, 

$4.4 million versus $3.9 million, a surprisingly 

narrow gap given the difference in market size. 

•	 The New York box, or distribution, is much 

bigger and the median is closer to the bottom, 

indicating we are more likely to raise more.

•	 We interpret this to mean that if we are typical 

in New York and Boston we will raise about 

$4 million in both; but if we are exceptional in 

New York, we raise much more than if we are 

exceptional in Boston. 

•	 Similarly, San Francisco and Chicago both 

have lower medians than Boston, but higher 

upsides…possibly indicating intense competi-

tion among small nonprofits, but big gains if  

we break from the pack.

In his next leadership team meeting with CDO Julia 

and COO David, CEO Kai provides a brief intro-

duction to the Market Assessment framework he’s 

developed and how he plans to use it to create the 

three-year plan requested by Board Chair Anya.

The Market Assessment framework shows the dis-

tribution of philanthropy by peer organization for 

each of WGC’s markets and Boston, a vocal Board 

Member’s favorite expansion target, as shown in 

Figure 12 (p. 48).
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Next, CEO Kai defines philanthropic potential and 

what it means for WGC:

•	 He recommends setting philanthropic  

potential equal to the median, or “typical”  

for the peer group. 

•	 WGC (red dot) is below this mark in most  

markets—he notes this is not “good” or “bad” 

but an indication this benchmark is both am-

bitious (we aren’t there yet) and achievable 

(many others are).

•	 If we are above or below that line, this  

indicates higher or lower performance,  

respectively, all else equal. 

•	 Note, obviously not all else is equal! 

These organizations range in size, capacity, strate-

gy, and mission, but this is a useful starting point. 

CEO Kai pauses and sees furrowed brows as CDO 

Julia and COO David absorb all this information. 

The team decides to put a half-day session on the 

agenda for their off-site meeting next week. CEO 

Kai knows he needs to prepare well for the session 

to be productive.

FIGURE 12: WGC Market Assessment Framework

Source: Guidestar, individual organization reports, The Room40 Group analysis.

Insight to Action Guide 2  Assess Your Market Potential

Step 1: Introduce the Framework
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Insight to Action Guide 2  Assess Your Market Potential

Step 2: Acclimate the Team to the Framework

CEO Kai and the his rock star analyst put together 

the pre-read for the session. His primary goal is  

to acclimate team to the Market Assessment  

framework. They compile the following:

• Market Assessment for WGC’s markets

(Figure 12)

• Market Overviews for WGC’s markets

CEO Kai sends the pre-read and asks CDO Julia 

and COO David to review the materials and  

consider the following questions: 

• Given this data, where do you feel we are

doing well and why?

• If we define potential as the median or

“typical” for each market, where is the

greatest opportunity for WGC?

• Where are we best positioned to realize

that potential and what do we need to do to

make this happen?

He is clear with the team that he wants quick  

reactions not an exhaustive analysis and asks no 

more than 30 minutes be invested in the exercise.  

• 30-minute preparation for the retreat

for CDO Julia and COO David

Recommended Activity
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Insight to Action Guide 2  Assess Your Market Potential

Step 3: Generate Insights

The big day of the off-site arrives. CEO Kai kicks off 

the session by setting clear objectives for the team:

• Discuss the implications of the Market Assess-

ment for each market

• Outline a draft of the three-year plan for sus-

tainability

• Identify other perspectives, information, and

process we need to move from a “draft” to

“final” three-year plan

CEO Kai starts the conversation by asking the team 

to go market by market and discuss where WGC 

is relative to peers and what this means. Here is a 

synopsis of the notes from that conversation:

• New York, NY is only three years old, so to

be at the median in such a short time is good

work.

• Chicago, IL had an unfilled development

position for most of the year, so performance

below the median represents heroic efforts by

the team.

• San Francisco, CA, which looks like a gross

underperformer, is in fact in launch year.

• 4-hour in-person retreat session with

CEO, CDO and CEO

Recommended Activity
• Dallas, TX was highly focused on building out

a new, innovative program model and divided

their time and focus at the cost of individual

cultivation.

• Memphis, TN turns out to be a largely a

programmatic outpost with minimal develop-

ment staff.

In short, context always matters!

COO David pointed out the Market Overviews and 

Market Assessments helped the team quickly un-

derstand what was happening in each market and 

why. It was also clear that fundraising team perfor-

mance was only one factor the placement of the 

“red dot” and the analysis was best used to foster 

dialogue and diagnosis to inform, but not replace 

the judgment of WGC’s experienced development 

staff. He wondered how WGC can use this informa-

tion not just to “explain” but also to improve.

CDO Julia noted the analysis also clearly high-

lights WGC can raise more money. Whipping out 

her calculator, she jots down the following numbers 

on the whiteboard and notes that in theory, WGC 

can raise $5.4 million more!
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Insight to Action Guide 2  Assess Your Market Potential

Step 3: Generate Insights

•	 Total potential (sum of medians for WGC mar-

kets) = $15.4 million

•	 Total philanthropic revenue raised by WGC this 

year = $10.0 million

•	 Total opportunity for WGC is the difference =  

$5.4 million

She also notes, as the individual accountable for 

revenue, that this is unlikely to be easy and will 

most certainly require investment.

CEO Kai jumps in and starts to replicate CDO  

Julia’s math, market by market. The $5.4 million 

opportunity is clearly not equally distributed. He 

adds the potential, WGC current revenue and 

opportunity by market to the whiteboard as shown 

in Figure 13. 

This paints a very different picture than market size 

alone. In terms of potential, New York and Dallas 

come in at biggest at $4.4 million. Chicago and  

San Francisco both have potential of $2.7 million 

and $3.2 million, respectively. Memphis is last  

with $0.7 million. Market size matters, but it’s not  

all that matters!

The numbers change again when we look at 

“opportunity.” CEO Kai recommends we focus on 

San Francisco ($2.7 million opportunity) and Dallas 

($1.6 million opportunity). CDO Julia agrees but 

also points out WGC can raise that much and more 

if we can hit the 75th percentile in New York so we 

should also consider if, where, and how we want to 

be “exceptional”.

COO David, ever the practical one, re-focuses the 

conversation and moves the team to the second 

objective, outlining our plan for sustainability. He 

summarizes progress as follows:

•	 First, WGC is sustainable at our current size. 

We are below the median collectively and  

in each individual market. Therefore, it is 

reasonable to expect we can maintain current 

levels of philanthropy barring a major market 

disruption (e.g. economic downturn) or organi-

zational issue (e.g. loss of major donor). There-

fore, we do not need to close or downsize (sigh 

of relief).

•	 Second, we have opportunity to grow in exist-

ing markets—up to $5.4 million if WGC accepts 

the median as a proxy for potential and more  

if we seek to be best in class. Either will  

require investment. 

NEW YORK, NY CHICAGO, IL SAN FRANCISCO, CA DALLAS, TX MEMPHIS, TN GRAND TOTAL

Market Size (millions) $32,669 $11,058 $8,597 $7,628 $1,588 $61,540 

Potential (Median) $4.4 $2.7 $2.7 $4.4 $0.7 $14.9 

WGC Philanthropy (Actual) $4.3 $2.0 $0.5 $2.8 $0.4 $10.0 

Opportunity $0.1 $0.7 $2.2 $1.6 $0.3 $4.9 

FIGURE 13: WGC Market Size, Potential, and Opportunity 



52 INSIGHT TO ACTION © ROOM40 GROUP  DRAFT 5/11/17

•	 Third, we can also grow by expanding to new 

markets. We know a few vocal Board members 

have been pushing to expand to Boston next 

year. These numbers say Boston has the po-

tential to be a $3.9 million market, but this will 

take time and a large initial investment and 

both are scarce right now.

After robust discussion, the team agrees to the 

following draft tenants for the three-year plan for 

sustainability:

•	 WGC will remain in our existing markets (no 

expansion or closure).

•	 WGC will maintain programs at our existing 

size and cost structure.

•	 WGC will selectively pursue modest revenue 

growth in markets with the biggest opportuni-

ties by redirecting more of CDO Julia and the 

national team’s time.

•	 WGC will use the surplus from increased rev-

enues to bolster our reserves in the short term 

as we plan for expansion and growth beyond 

the three-year timeframe.

CDO Julia reflects that this plan might be less 

attractive to funders who like to see big growth and 

she wants to road test this idea with a few friendly 

funders. She also wants to walk through the Market 

Assessment work with her development team and 

gather their thoughts and input.

COO David wishes to consider some of the infra-

structure implications of holding steady. He agrees 

to support CEO Kai to integrate feedback from oth-

ers into the draft three-year plan and to manage 

the logistics of the Board review and approval. 

CEO Kai feels he has enough to brief Board Chair 

Anya on their draft three-year plan. He has no 

doubt this plan will evolve but this is a strong start!

Insight to Action Guide 2  Assess Your Market Potential

Step 3: Generate Insights

Creating a Peer Group
Defining a peer group is easy to do, but hard to do 

well given the wide variety in nonprofit mission, strat-

egy, program, etc., and the lack of consistent, high 

quality, comparable data. Here’s the recipe to do so:

First, we create a standard peer group of well-known, 

multisite nonprofit organizations (e.g. YMCA) who 

have a presence in multiple WGC markets—and about 

whom we can obtain local philanthropic revenue data. 

This provides a measuring stick we can use across all 

our markets. 

Next, we add a pinch of local peers: Supplement the 

standard group with local players identified by the 

local team as comparable organizations.

Finally, we stir vigorously: Test the peer groups with 

each local staff as well as other fundraisers and exec-

utives familiar with the local market.
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Building a Market Distribution
The Room40 Group gathers philanthropic revenue 

data from ten to twenty organizations per market. 

Data for single site organizations operating in a  

single location is gathered using Guidestar and IRS 

990, Schedule VIII. We also secure data partners who 

contribute their philanthropic revenue by market to 

The Room40 Group for use in the analysis.

Next, we plot these points for each market, creating  

a distribution of philanthropic revenue, and create  

a “box and whisker” chart showing the median,  

upper and lower quartiles, and standard deviation  

for each market. This provides a quantitative  

summary of the data set we can use to understand 

relative performance.

Determining Potential
We use the median, or “typical” for the peer group,  

as a proxy for philanthropic potential. If we are  

above or below that line, that would indicate higher  

or lower performance, respectively, all else equal.

Obviously not all else is equal as these organizations 

range in size, capacity, strategy, mission, etc., but we 

find this to be a solid starting point. Note, for organiza-

tions already performing at or above this level, we will 

use the 75th percentile as the proxy for “potential”.

Insight to Action Guide 2  Assess Your Market Potential

Step 4: Move to Action!

The team takes the following actions at the end of 

the meeting:

1.	CEO Kai creates a memo based on the outline 

above and schedules a time to review with 

Board Chair Anya. 

2.	CDO Julia adds a review of the above to her 

weekly development team call and to her 

one-on-one agendas with local development 

leaders.

3.	COO David briefs his team on the process and 

gets them started on the Board logistics. He 

also schedules weekly time with CDO Julia 

and CEO Kai to ensure WGC stays on track.

CEO Kai is feeling good…right up until his calendar 

reminds him of his upcoming revenue target setting 

meetings. In his experience, these can often be 

contentious conversations! 

•	 60-minute briefing for Board Chair by 

CEO

•	 60-minute session with CDO and  

all local development leaders plus 

follow ups

•	 30-minute session with COO team RE: 

Board logistics

•	 30-minute weekly progress meetings 

with CEO, CDO, COO

Recommended Activity
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You have been successful in assessing potential when you have:

•  �Created a peer group to compare performance.

•  �Built a philanthropic distribution for each market and defined 

“potential” (e.g. WGC chose “median”).

•  Used the Market Assessment to explain past performance.

•  Used the Market Assessment to understand future potential.

•  �Moved to action using the above, e.g. created a three-year plan 

for sustainability.

THE LONG AND SHORT

CEO Kai successfully assessed philanthropic 

potential across all WGC’s markets using the 

Market Assessment. His efforts enabled the team 

to create a higher quality draft three-year plan for 

sustainability in significantly less time.

While any analysis is imperfect, CEO Kai can 

now make a strong case that WGC can sustain 

itself at its current size within its current markets. 

Therefore, there is no need to pull the emergency 

ripcord for market closures or staff reductions! 

CEO Kai is now well prepared to brief Board Chair 

Anya on his three-year plan for sustainability.

54 INSIGHT TO ACTION © ROOM40 GROUP  
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WE CREATED THE REVENUE TARGET FRAMEWORK TO 

HELP ADDRESS THE FOLLOWING QUESTIONS:

• What factors do I need to consider in setting

revenue targets?

• How can I use these factors to inform revenue

targets for each market?

• How do I determine what resources I need and

where to invest?

Below, we show how to use the Revenue Target 

framework to set annual revenue targets by market 

through a set of instructions and an illustrative 

WGC story based on real life experiences. The 

story is told from the perspective of the Chief 

Operating Officer (COO) David, who is tasked with 

creating a system and process to set ambitious  

but achievable targets across very different mar-

kets with variation in WGC pipeline, competence, 

and capacity.

We recommend a “set target” exercise like this ev-

ery year or when there is a significant change that 

renders the old target moot; and brief quarterly 

reviews of individual market targets. The exercise 

is relevant if we are setting targets for a network or 

by source or team within a market.

Insight to Action Guide 3

Set Your Annual Revenue Targets

In this section, we get tactical 
and combine market potential 
with internal pipeline, 
competence, and capacity  
data to set revenue targets  
for next year. 

Note, the Revenue Target framework used in this guide  

requires the use of internal data specific to your organiza-

tion and not included in this report. We use specific mea-

sures in this document but encourage organizations to use 

what is available. Remember the goal is better decisions, 

faster—not perfect data or analysis!

What’s Happening at WGC…
CEO Kai, CDO Julia, and COO David worked  

diligently with Board Chair Anya to refine the 

three-year sustainability plan. As of last week,  

the Board approved the plan with minor changes 

and revisions. 

COO David has been tasked with redesigning the 

annual planning and budgeting process, incorpo-

rating Map insights. The Market Overviews and 

Market Assessment work is valuable in and of 

itself but he wishes to bolster the “market” data 

with WGC’s internal data. He is confident that 

doing so will improve the accuracy of their targets 

and (hopefully) reduce the time, effort, and angst 

the target setting process typically generates. 

He recalls there was a third chapter in The Map 

and he flips to the set annual target section and 

starts to read. Once done, he calls his team into 

his office, points to The Map section and outlines 

the next steps. The team starts to whiteboard the 

redesigned process. When complete, they review 

and make a plan to share with the rest of the team.
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Insight to Action Guide 3  Set Your Annual Revenue Targets

Step 1: Introduce the Framework

•	 Potential—amount WGC can raise based on 

the peer median

•	 Pipeline—who we know, at what stage of culti-

vation, specific amount and probability

•	 Capacity—number of fundraising full time 

equivalents (FTE)

•	 Competence—effectiveness of development 

strategy, talent, infrastructure

Next, COO David outlines the second component 

of the Revenue Target Framework, Decision Roles. 

He notes target setting is art and science. There 

is no “right answer”—only options and trade-offs. 

Thus, while we should always collaborate and 

seek consensus someone must be empowered to 

make—and be responsible for—the decision. 

Therefore, we need to establish a set of simple and 

standard decision roles12: 

•	 Input—provide input (opinion, data, expertise) 

for a decision

•	 Recommend—recommend the decision or 

action

•	 Decide—make the decision and commit to a 

specific action 

•	 45-minute presentation by COO to 

CDO, CEO as part of an existing  

team meeting

Recommended Activity
•	 Approve—formally approve the decision, or in 

rare cases, veto   

COO David believes the Revenue Target frame-

work will yield a better answer—we can set 

ambitious and achievable revenue targets more 

consistently across markets and over time, and a 

better process. Clearer expectations on factors and 

roles will help us reduce time, effort, and anxiety.

COO David pauses and sees CEO Kai and CDO 

Julia are excited. He also knows this is a lot to take 

in and there is much more work to be done. 

The team agrees to clear the decks for a two-hour 

session two weeks from today to agree on a set of 

targets for next year. COO David knows he needs 

to prepare well for the session to be productive 

and he’ll need a lot of help from CDO Julia. Luckily, 

she is game!

In his next leadership team meeting with CEO Kai 

and CDO Julia, COO David provides an introduc-

tion to the Revenue Target framework he’s devel-

oped based on The Map of Opportunity and how 

he plans to use it to set targets in the upcoming 

annual planning and budgeting process.

COO David starts by reminding the team of the 

power and limitations of the Market Overview and 

Market Assessment. These frameworks help us 

understand each market and what it is possible to 

raise in each but are less useful in telling us what 

we can raise, right now, based on where we are.

He outlines the first component of the Revenue 

Target framework, the four Revenue Factors to con-

sider when setting targets.

12  �Adapted from: RAPID®: Bain’s tool to clarify decision  

accountability. (2011, August 11). Retrieved from  

http://www.bain.com/publications/articles/RAPID-tool-to- 

clarify-decision-accountability.aspx. 
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COO David starts to prepare for the session. He 

needs to have all his ducks in a row before the 

session starts…and there are a LOT of ducks.

He schedules one-on-one meetings with CEO Kai 

and CDO Julia. The agenda for these meetings is 

to obtain agreement on the four factors, the data 

we will use for each and the decision roles.

He starts with CDO Julia. This is her turf, she knows 

it well and she will be working closest with the 

local development leaders. She agrees quickly 

on the four factors conceptually. She and COO 

•	 60-minute one-on-one meeting by  

COO with CEO and CDO for discussion 

and planning

•	 30-minute one-on-one calls by CDO 

with each local development leader  

to gather input on the framework

•	 30-minute session pre-read for CEO, 

CDO

Recommended Activity
CDO Julia toyed with more complex measures, 

but decides to stick with simple and imperfect. 

Competent teams tend to be over $1,000,000 

per FTE and struggling teams raise less; most 

fall between $750,000 and 1,500,000. She 

emphasizes this is a very rough rule of thumb!

They also agree on the Decision Roles shown in 

Figure 15 after COO David and CDO Julia walk 

through several “what if” scenarios that highlight 

how best to use the roles to create clarity rather 

than as an exercise of power. 

The conversation with CEO Kai is similar and ends 

with his agreement.

CDO Julia briefs each of the local development 

leaders on the proposed structure. There are many 

questions but all are excited or at least willing to 

give it a go. Local development leaders also submit 

their preliminary revenue targets, created using the 

old “finger in the wind” method, to CDO Julia. 

COO David compiles the preliminary revenue 

target and Revenue Factor analysis by market as 

shown in Figure 16 and sends to CEO Kai and CDO 

Julia as pre-read.

David brainstorm several different measures for 

each, none of which are ideal, but which are “good 

enough.” Here’s where they landed or see Figure 

14 for a synopsis:

•	 Potential—WGC’s target divided by potential 

as defined by the peer median. CDO Julia 

pulls this directly from the Market Assessment. 

Targets should be below 100% or be well- 

justified.

•	 Pipeline—WGC’s estimated philanthropy from 

identified prospects divided by WGC’s target. 

Philanthropy from identified prospects is es-

timated based on source, stage of cultivation 

and amount, discounted by probability. In CDO 

Julia’s experience, this number should be at 

least 90% of target. 

•	 Capacity—estimate of development FTEs. This 

is a rough measure of the capacity of the orga-

nization to fundraise. Staff are included if they 

are a member of the development team or 

their job description includes soliciting philan-

thropy from donors. 

•	 Competence—WCG’s target divided by de-

velopment full-time equivalents (FTE). This is 

a rough measure of the effectiveness of the de-

velopment strategy, talent, and infrastructure. 

Insight to Action Guide 3  Set Your Annual Revenue Targets

Step 2: Acclimate the Team to the Framework
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REVENUE FACTOR WHAT IT MEASURES
HOW WGC IS  

APPROXIMATING

Potential

Estimate of how much 
philanthropy WGC can 
raise over time in a 
market.

WGC’s target divided  
by potential as defined 
by the peer median  
(see The Map of Oppor-
tunity, Insight to Action 
Guide 2).

Pipeline

List of donor prospects, 
stage of cultivation, spe-
cific amount and prob-
ability of securing the 
funds and the amount of 
philanthropy we expect 
this list to yield.

WGC exports the re-
quired information from 
the customer relation-
ship management sys-
tem. WGC believes the 
ratio of pipeline to target 
should be above 90%.

Capacity

Number of development 
full time equivalents 
(FTE) dedicated to fund-
raising in each market. 

Number of FTE who are 
members of the devel-
opment team or their 
job description includes 
soliciting philanthropy 
from donors.

Competence

Measure of WGC’s 
development strategy, 
talent and infrastructure 
in each market.

WGC chooses philan-
thropy per FTE, a useful 
if imperfect starting 
point. WGC finds this 
ratio typically averages 
$1.00 million per FTE 
with a range of $0.75 to 
$1.50 million.

DECISION ROLE DESCRIPTION 
WGC REVENUE TARGET 

ROLES

Input

Individuals in this role 
provide input, in the form 
of opinion, data, exper-
tise, for the decision. Any 
individual with relevant 
information can contrib-
ute in this capacity.

National development 
staff

Local development staff

CEO, COO,  
Board Members

Recommend

The single individual 
responsible for outlining 
options and recommend-
ing a specific course 
of action based on the 
input received.

Local development  
leaders recommend a 
revenue target to CDO  
Julia for their market 
(note, this may take  
several iterations).

Decide

The single individual 
responsible for making 
the decision to pursue 
the specific course of 
action.

CDO Julia decides on  
the final WGC revenue 
target after consulting 
with the appropriate  
parties (note, this may 
take several iterations).

Approve

The individual or body 
responsible for approv-
ing the course of action 
and officially authorizing 
the use of resources.

CEO Kai approves (or  
vetoes in rare circum-
stances) the final WGC 
revenue target. Note,  
the Board subsequently 
approves the entire  
budget, including the 
revenue target.

FIGURE 14: Revenue Factors Defined FIGURE 15: WGC Decision Roles Defined
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FIGURE 16: WGC Targets & Revenue Factor Analysis (preliminary) 

NEW YORK, NY CHICAGO, IL SAN FRANCISCO, CA DALLAS, TX MEMPHIS, TN TOTAL

Market Size $32,669 $11,058 $8,597 $7,628 $1,588 $61,540 

Potential (Median) $4.4 $2.7 $2.7 $4.4 $0.7 $14.9

WGC Philanthropy (Actual) $4.3 $2.0 $0.5 $2.8 $0.4 $10.0

Opportunity $0.1 $0.7 $2.2 $1.6 $0.3 $4.9

Pipeline $4.5 $2.1 $1.4 $2.3 $0.4 $10.6

Fundraising FTE 3.3 3.3 1.0 3.1 0.6 11.3

Target for Next Year $5.0 $2.5 $1.5 $3.0 $0.5 $12.5

Revenue Factor Analysis

Potential 114% 93% 56% 68% 71% 84%

Pipeline 90% 85% 90% 75% 75% 85%

Capacity 3.3 3.3 1.0 3.1 0.6 11.3

Competency $1.52 $0.76 $1.50 $0.98 $0.83 $1.11
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• 4-hour in-person session with CEO,

CDO, COO

Recommended Activity
CDO Julia reminds CEO Kai these are preliminary 

targets. COO David also emphasizes the process is 

designed for iteration so we have plenty of chanc-

es to share concerns. In fact, that is the explicit 

purpose of this session.

COO David points to the whiteboard where he’s 

listed the same set of data for each WGC market 

as shown in Figure 16 and reminds the team that 

philanthropy is local, so let’s evaluate that way!

• New York, NY—COO David notes New York’s

$5.0 million target is 114% of potential. It is

certainly possible for New York to exceed this

but we should put our skeptic hats on. CDO

Julia shares her belief that $5.0 million is a

reasonable goal over time. Right now, this

target pushes competency over $1.50. To hit

this we need to get lucky, add an FTE we can’t

afford, or redline the team. CDO Julia decides

to ratchet back the New York target to $4.5

million.

• Chicago, IL—COO David notes Chicago’s $2.5

million is a $0.5 million increase. This is a lot,

but still puts them at 93% of potential. The

Revenue target day is here! COO David kicks off 

the half-day session by setting clear objectives for 

the team:

• Brief review of Decision Roles and Revenue

Factors

• Review and revise preliminary target recom-

mendations by each local market develop-

ment leader using the Revenue Factors

• Identify other perspectives, information, and

process we need to move to final targets

COO David confirms agreement on the Decision 

Roles and Revenue Factors and quickly checks off 

the first agenda item. 

Next, he grounds the team in the summary revenue 

targets submitted by local development leaders. 

WGC’s target is $12.5 million, $2.5 million or 25% 

more than last year. CDO David also shows them 

the Revenue Factor data:

• Potential 81%—Lower than 100% so we have

room to grow.

• Pipeline 85%—Lower than 90% so we should

inquire.

• Capacity 11.3—Total development capacity;

consider increasing if the competence ratio

above approaches or exceeds $1.5.

• Competence $1.11—Higher than $1.00 so effi-

cient or unrealistic. This is also considerably

higher than last year’s ratio $1.00.

CEO Kai leans in. A 25% increase feels different 

from the three-year sustainability plan to “selec-

tively pursue modest revenue growth” the Board 

just approved. He is concerned our pipeline is too 

weak to hit this number. Finally, while he does be-

lieve our teams are competent, his recent conver-

sations also revealed a lot of burnout. Is it wise to 

push his team this hard? 

Insight to Action Guide 3  Set Your Annual Revenue Targets

Step 3: Generate Insights
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pipeline is a little weak at 85%, but we now 

have a strong development leader on board. 

Competency looks a little low but CDO Julia 

feels the team is fired up and will close the 

gap. She decides to stick with the $2.5 million 

target.

• San Francisco, CA—CEO Kai notes that San

Francisco, the newest site in the network,

wants to go big with an increase from $0.5

to $1.5 million. WGC has a lot of room to

grow—this still only puts us at 47% of poten-

tial—and we have a strong pipeline thanks to

a fundraising savvy local development leader

who’s hitting her stride. However, it is Year 2

and lots can still go wrong. Competency is

pegged too high. CDO Julia decides to dial

this back $1.0 million

• Dallas, TX—COO David notes Dallas lost

steam the past year as the market piloted an

innovative new program model. Dallas is itch-

ing to get back in the game and has submitted

a target of $3.0 million and 68% of potential.

Dallas hit this mark in the past and the compe-

tency ratio is reasonable. However, the

pipeline is weak at 75%. CDO Julia thinks

they should hold steady at $2.8 million, but

decides the local development leader can

make the call.

• Memphis, TN—CEO Kai notes Memphis plans

to increase from $0.4 to $0.5 million. This

sounds modest, but that’s 25% growth in a

smaller market led by our strongest program

team for whom fundraising is a second love.

He wants the lean Memphis team to stay

focused on their high-profile partnership with

FedEx. CDO Julia decides have them hold at

$0.4 million, less than their initial target.

COO David whips out his laptop and starts updat-

ing his spreadsheet with the revised targets. WGC’s 

revised target is $11.2 million, $1.2 million or 12% 

more than last year. Here’s how the revisions look 

using the Revenue Factor data:

• Potential 73%—lower than 100% so we have

room to grow.

• Pipeline 95%—Higher than 90% and much

higher than the preliminary target.

• Capacity 11.3—No change.

• Competence $1.00—Right on the benchmark

and consistent with last year and a lot less

than the preliminary target.

See Figure 17 for revised revenue targets and Rev-

enue Factor analysis. This is a much less risky port-

folio. The pipeline percentage is much higher and 

our competence ratio is much lower and consistent 

with last year. This means we moved from moder-

ately risky plan with decent odds of falling short to 

one we are likely to exceed—much more consistent 

with the three-year plan for sustainability.

The team agrees on the revisions. COO David 

reminds all that CDO Julia has the decision and 

CEO Kai is to approve. CDO Julia will discuss the 

revisions with her team to hear any final insights  

or objections prior to finalizing her decision by  

end of week. COO David closes the meeting feel-

ing energized.

Insight to Action Guide 3  Set Your Annual Revenue Targets

Step 3: Generate Insights
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FIGURE 17: WGC Targets & Revenue Factor Analysis (revised) 

NEW YORK, NY CHICAGO, IL SAN FRANCISCO, CA DALLAS, TX MEMPHIS, TN TOTAL

Market Size $32,669 $11,058 $8,597 $7,628 $1,588 $61,540 

Potential (Median) $4.4 $2.7 $2.7 $4.4 $0.7 $14.9 

WGC Philanthropy (Actual) $4.3 $2.0 $0.5 $2.8 $0.4 $10.0 

Opportunity $0.1 $0.7 $2.2 $1.6 $0.3 $4.9 

Pipeline $4.5 $2.1 $1.4 $2.3 $0.4 $10.6 

Fundraising FTE 3.3 3.3 1.0 3.1 0.6 11.3 

Target for Next Year $4.5 $2.5 $1.0 $2.8 $0.4 $11.2 

Revenue Factor Analysis

Potential 102% 93% 37% 64% 57% 75%

Pipeline 100% 85% 135% 80% 94% 95%

Capacity 3.3 3.3 1.0 3.1 0.6 11.3 

Competency $1.36 $0.76 $1.00 $0.92 $0.67 $1.00 
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•	 30-minute briefing for Board Chair by 

CEO

•	 30-minute one-on-one call with CDO 

and each local development leader

•	 60-minute debrief on process with COO 

and CDO

Recommended Activity
The team took the following actions at the end of 

the meeting:

1.	COO David created a memo with the prelimi-

nary and revised targets, summary of changes, 

and rationale

2.	CEO Kai used the memo to brief Board Chair 

Anya and solicit further insights or concerns.

3.	CDO Julia used the memo to brief each local 

development leader and solicit further insights 

or concerns.

4.	COO David and CDO Julia met to discuss 

improving the planning process and using this 

work over the course of the year.

Insight to Action Guide 3  Set Your Annual Revenue Targets

Step 4: Move to Action!
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You have been successful in assessing potential when we have:

•  �Clear Decision Roles for the revenue target process.

•  �Standard measures for Revenue Factors: potential, pipeline, 

capacity and competence.

•  �Used the tool to allocate resources to greatest opportunity, e.g. 

CDO Julia will give extra time to San Francisco.

•  �Used the tool to manage risk, e.g. where is our pipeline too 

weak? Are staff overextended?

•  �Moved to action using the above, e.g. set revenue targets

THE LONG AND SHORT

COO David successfully set revenue targets using 

the Revenue Target framework. His efforts yielded 

a better answer—an ambitious yet achievable 

target consistent with the three-year plan for 

sustainability—and a better process that reduced 

time, effort, and anxiety.

While any analysis is imperfect, CEO Kai can 

now make a strong case that WGC can sustain 

itself at its current size within its current markets. 

Therefore, there is no need to pull the emergency 

ripcord for market closures or staff reductions! 

CEO Kai is now well prepared to brief Board Chair 

Anya on his three-year plan for sustainability.

64 INSIGHT TO ACTION © ROOM40 GROUP  
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The End of the Story

V

CONCLUSION
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THE BOARD JUST VOTED TO APPROVE NEXT YEAR’S 

BUDGET, INCLUDING THE RECOMMENDED REVENUE 

TARGET. This caps off CEO Kai’s first two months 

and the team has accomplished a lot:

• Board Chair Anya successfully started WGC

down the path to a more sustainable future.

• CDO Julia oriented the team to WGC’s markets

and brought CEO Kai up to speed quickly and

effectively.

• CEO Kai assessed philanthropic potential

across all WGC’s markets and used the infor-

mation to create a three-year plan for sustain-

ability for review and approval by the Board.

• COO David designed a new process to set

revenue targets with higher accuracy and

reduced time, effort, and anxiety by combining

market, peer, and WGC data

None of the above activities were new to WGC— 

but the team accomplished more in a shorter 

period, with less anxiety while onboarding a new 

leader. One of the differences was The Map of  

Board Chair Anya, CEO Kai, CDO 
Julia, and COO David take a 
moment to celebrate and reflect. 

Opportunity. The Market Overviews combined  

with practical Insight to Action guides aligned the 

team on what to do, provided a template for how  

to do it, and modeled how to decide based on all 

the above.

Next, the team turns to their next challenge. Now 

that we oriented to our markets, assessed our 

potential and set targets, we need to get out there 

and help our teams raise the money. They flip 

open The Map and realize there are no more chap-

ters… perhaps there will be a sequel? Stay tuned, 

same bat time, same bat channel!

How to Learn More
The Map of Opportunity is based on the real-life 

experiences of real-life nonprofit executives. We 

recognize The Map is only a start for us and for 

you. We continue to build on this work and wel-

come opportunities to tell you more. Here are  

a few additional products coming to a theatre  

near you:

• Insight to Action Guide Supplementary

Materials—We provide samples and templates

for the key steps in each of the guides, includ-

ing pre-read email and survey, agendas, excel

tools, and discussion / facilitation guides.

• Market Assessment—We provide a package of

your Market Overviews and a Room40 assess-

ment of potential, essentially handing you the

analytics required for Insight to Action Guide 2.

• Advisory & Consulting Services—We provide

advisory and customized consulting services to

guide and coach you through the each of the

Insight to Action Guides.

Finally, we welcome the opportunity to learn from 

you. Drop us a note to tell us how you used the 

The Map in your work, share insights about a mar-

ket, or questions you have. 

For the latest updates on The Map of Opportunity, 

please go to www.room40group.com/TheMap. To 

contact us or to join our mailing list, please write us 

at improvethemap@room40group.com. 
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Market Summaries

A

APPENDIX
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1 NY
2 NY
3 NY
4 NY
5 NY
6 NJ
7 NY
8 NJ
9 NJ
10 NJ
11 NJ
12 NJ
13 NY
14 NJ
15 NY
16 NJ
17 NJ
18 NY
19 NJ
20 NY
21 NY
22 NJ
23 NJ
24 NY
25 PA
Grand Total

$688.2M
$82.4M
$99.3M
$33.1M
$69.0M
$95.2M
$41.5M
$50.7M
$79.9M
$25.5M
$42.5M
$45.7M
$22.6M
$36.4M
$7.2M

$13.7M
$38.0M
$11.1M
$20.1M
$7.6M
$5.9M
$6.3M
$3.6M
$2.0M
$0.5M

$1,528.1M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$7,363.1M
$166.1M
$262.2M
$141.0M
$105.6M
$115.7M

$5.3M
$209.2M
$102.3M
$24.3M
$11.4M
$64.9M
$6.5M

$53.4M
$35.1M
$24.8M
$12.7M
$7.4M

$25.1M
$9.5M

$32.4M
$22.4M
$1.6M
$3.8M
$0.3M

$8,805.9M

$7,535.2M
$1,961.5M
$1,825.9M
$1,712.0M
$1,327.3M

$964.0M
$1,006.0M

$750.5M
$563.1M
$560.9M
$521.9M
$421.0M
$477.3M
$375.6M
$404.9M
$385.0M
$273.1M
$295.8M
$231.8M
$235.2M
$190.9M
$125.2M
$90.9M
$77.1M
$23.6M

$22,335.5M

$15,586.5M
$2,209.9M
$2,187.3M
$1,886.1M
$1,501.9M
$1,174.8M
$1,052.8M
$1,010.4M

$745.2M
$610.7M
$575.7M
$531.6M
$506.4M
$465.3M
$447.2M
$423.4M
$323.8M
$314.3M
$276.9M
$252.3M
$229.3M
$153.9M
$96.1M
$82.9M
$24.5M

$32,669.4M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CA
2 CA
Grand Total

$532.9M
$315.0M
$847.9M

1
1
1

$1,907.6M
$274.8M

$2,182.4M

$7,979.9M
$3,041.6M

$11,021.5M

$10,420.3M
$3,631.4M

$14,051.8M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 IL
2 IL
3 IL
4 IL
5 IL
6 IN
7 IL
8 IN
9 WI
10 IL
11 IL
12 IL
13 IN
14 IN
Grand Total

$440.4M
$98.6M

$123.9M
$19.4M
$21.7M
$13.9M
$8.9M
$2.6M

$10.7M
$1.2M
$2.5M
$0.2M
$0.4M
$0.1M

$744.6M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$1,875.0M
$112.8M
$71.8M
$1.9M

$19.5M
$16.6M
$3.0M
$8.8M
$0.1M
$0.0M
$3.3M
$1.5M
$0.2M
$0.0M

$2,114.3M

$4,580.2M
$1,051.8M

$999.5M
$458.8M
$347.4M
$219.1M
$211.3M
$93.9M
$73.9M
$71.2M
$47.4M
$23.5M
$17.0M
$3.7M

$8,198.7M

$6,895.6M
$1,263.2M
$1,195.2M

$480.1M
$388.5M
$249.5M
$223.2M
$105.3M
$84.7M
$72.4M
$53.2M
$25.2M
$17.6M
$3.8M

$11,057.6M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 DC
2 MD
3 VA
4 MD
5 VA
6 VA
7 VA
8 VA
9 MD
10 MD
11 VA
12 VA
13 VA
14 MD
15 VA
16 WV
17 VA
18 VA
19 VA
20 VA
21 VA
22 VA
23 VA
24 VA
Grand Total

$84.0M
$77.8M

$135.6M
$24.0M
$13.2M
$10.7M
$34.1M
$18.6M
$8.8M
$2.3M
$1.5M
$0.8M
$1.5M
$2.1M
$0.8M
$1.0M
$2.1M
$1.1M
$0.5M
$0.8M
$0.1M
$0.0M
$0.0M
$0.1M

$421.4M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$704.0M
$207.6M
$102.8M

$8.5M
$25.6M
$7.7M

$53.0M
$7.6M
$3.8M
$0.1M
$0.0M

$19.4M
$0.1M
$0.9M
$0.2M
$1.0M
$5.2M
$3.3M
$1.4M
$1.4M
$0.0M
$4.4M
$0.0M
$0.0M

$1,158.0M

$1,088.5M
$1,467.0M
$1,473.8M
$1,197.5M

$362.4M
$356.7M
$254.6M
$176.8M
$188.9M
$174.4M
$116.0M
$85.9M
$94.6M
$83.4M
$30.7M
$29.0M
$22.0M
$24.4M
$24.6M
$18.5M
$18.2M
$11.6M
$7.2M
$6.3M

$7,313.0M

$1,876.5M
$1,752.4M
$1,712.2M
$1,230.1M

$401.2M
$375.1M
$341.7M
$202.9M
$201.4M
$176.8M
$117.5M
$106.1M
$96.2M
$86.4M
$31.6M
$31.0M
$29.4M
$28.8M
$26.5M
$20.6M
$18.4M
$16.0M
$7.3M
$6.4M

$8,892.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CA
2 CA
3 CA
4 CA
5 CA
Grand Total

$120.7M
$77.9M

$121.7M
$42.1M
$17.6M

$380.0M

1
1
1
1
1
1

$1,101.2M
$571.8M
$119.2M
$109.7M
$198.6M

$2,100.6M

$1,805.6M
$1,621.4M
$1,079.6M
$1,073.6M

$536.1M
$6,116.3M

$3,027.5M
$2,271.1M
$1,320.4M
$1,225.5M

$752.3M
$8,596.8M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 WA
2 WA
3 WA
Grand Total

$182.0M
$23.3M
$16.5M

$221.8M

1
1
1
1

$3,832.5M
$42.0M
$7.8M

$3,882.3M

$2,705.3M
$473.3M
$431.0M

$3,609.7M

$6,719.8M
$538.6M
$455.4M

$7,713.8M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 TX
2 TX
3 TX
4 TX
5 TX
6 TX
7 TX
8 TX
9 TX
10 TX
11 TX
12 TX
13 TX
Grand Total

$320.4M
$83.9M
$53.7M
$16.9M
$2.5M
$3.2M
$7.0M
$0.2M
$3.0M
$1.7M
$4.1M
$0.6M
$0.0M

$497.4M

1
1
1
1
1
1
1
1
1
1
1
1
1
1

$440.7M
$173.1M
$36.3M
$12.5M
$1.8M
$0.9M
$1.3M
$0.3M
$5.8M
$0.9M
$0.9M
$0.2M
$1.0M

$675.7M

$2,588.9M
$1,735.1M

$935.4M
$638.8M
$101.4M
$100.0M
$86.3M
$88.7M
$60.4M
$43.0M
$36.6M
$34.7M
$5.8M

$6,455.1M

$3,350.1M
$1,992.2M
$1,025.4M

$668.3M
$105.7M
$104.1M
$94.6M
$89.2M
$69.3M
$45.6M
$41.6M
$35.5M
$6.8M

$7,628.2M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 TX
2 TX
3 TX
4 TX
5 TX
6 TX
7 TX
8 TX
9 TX
Grand Total

$477.3M
$17.7M
$44.9M
$13.9M
$6.5M
$1.1M
$0.5M
$0.7M
$0.1M

$562.8M

1
1
1
1
1
1
1
1
1
1

$809.9M
$32.4M
$25.9M
$76.1M
$1.4M
$1.2M
$0.0M
$0.0M
$2.8M

$949.7M

$4,340.5M
$642.8M
$523.4M
$199.2M
$213.5M
$26.9M
$24.4M
$22.5M
$19.0M

$6,012.0M

$5,627.7M
$692.9M
$594.2M
$289.2M
$221.4M
$29.1M
$24.9M
$23.2M
$21.9M

$7,524.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 GA
2 GA
3 GA
4 GA
5 GA
6 GA
7 GA
8 GA
9 GA
10 GA
11 GA
12 GA
13 GA
14 GA
15 GA
16 GA
17 GA
18 GA
19 GA
20 GA
21 GA
22 GA
23 GA
24 GA
25 GA
26 GA
27 GA
28 GA
29 GA
Grand Total

$182.2M
$55.6M
$41.0M
$50.1M
$6.3M
$4.6M
$3.9M
$1.7M
$5.0M
$1.2M
$4.0M
$2.1M
$0.5M
$2.8M
$1.1M
$1.8M
$1.4M
$0.5M
$0.5M
$0.1M
$0.3M
$0.7M
$0.0M
$0.9M
$0.0M
$0.1M
$0.7M
$0.0M
$0.0M

$369.2M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$636.3M
$34.5M
$40.7M
$14.3M
$2.2M
$3.9M
$0.8M
$5.4M
$1.6M
$3.9M
$1.4M
$0.0M
$0.2M
$0.6M
$0.1M
$1.5M
$0.4M
$0.0M
$0.6M
$0.4M
$0.1M
$0.2M
$0.0M
$0.2M
$0.0M
$0.0M
$0.1M
$0.0M
$0.0M

$749.4M

$1,778.7M
$863.1M
$679.9M
$693.6M
$202.6M
$188.7M
$189.3M
$173.7M
$164.4M
$114.2M
$112.4M
$107.2M
$97.6M
$70.1M
$68.4M
$63.2M
$59.4M
$40.1M
$36.8M
$20.7M
$16.0M
$15.5M
$14.2M
$13.1M
$12.5M
$12.3M
$9.2M
$6.5M
$4.2M

$5,827.6M

$2,597.3M
$953.1M
$761.6M
$758.0M
$211.1M
$197.2M
$193.9M
$180.9M
$171.0M
$119.3M
$117.8M
$109.3M
$98.3M
$73.6M
$69.6M
$66.5M
$61.2M
$40.6M
$37.9M
$21.2M
$16.5M
$16.3M
$14.2M
$14.2M
$12.5M
$12.4M
$9.9M
$6.5M
$4.2M

$6,946.2M
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Source: AtoZdatabases Source: Foundation Center Source: IRS, Philanthropy.com
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1 MA
2 MA
3 MA
4 MA
5 MA
6 NH
7 NH
Grand Total

$181.0M
$133.8M
$59.7M
$43.7M
$17.8M
$14.8M
$3.3M

$453.9M

1
1
1
1
1
1
1
1

$99.5M
$1,039.5M

$129.7M
$48.8M
$14.0M

$119.0M
$0.2M

$1,450.8M

$1,933.8M
$1,003.7M
$1,058.1M

$505.4M
$324.1M
$174.0M
$40.4M

$5,039.7M

$2,214.3M
$2,177.0M
$1,247.6M

$597.9M
$355.9M
$307.8M
$43.9M

$6,944.4M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 PA
2 PA
3 DE
4 PA
5 PA
6 PA
7 NJ
8 NJ
9 NJ
10 MD
11 NJ
Grand Total

$89.8M
$106.6M
$56.5M
$67.4M
$27.5M
$34.6M
$20.7M
$30.3M
$7.1M
$1.8M
$4.9M

$447.3M

1
1
1
1
1
1
1
1
1
1
1
1

$287.5M
$341.9M
$485.3M
$39.7M
$20.6M
$66.5M
$18.7M
$13.4M
$1.1M
$0.8M
$0.2M

$1,275.8M

$1,260.9M
$729.0M
$404.0M
$626.5M
$563.4M
$491.4M
$335.0M
$309.2M
$171.0M
$51.4M
$32.4M

$4,974.2M

$1,638.2M
$1,177.5M

$945.7M
$733.6M
$611.5M
$592.5M
$374.4M
$353.0M
$179.2M
$54.0M
$37.5M

$6,697.3M
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1

2

3



94 MARKET SUMMARIES © ROOM40 GROUP  DRAFT 5/11/17

1 FL
2 FL
3 FL
Grand Total

$75.3M
$139.5M
$96.1M

$310.9M

1
1
1
1

$304.4M
$291.9M
$80.8M

$677.0M

$2,065.1M
$1,642.7M
$1,069.8M
$4,777.6M

$2,444.7M
$2,074.0M
$1,246.7M
$5,765.5M
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1 CA
2 CA
Grand Total

$263.5M
$2.4M

$265.9M

1
1
1

$1,140.5M
$0.2M

$1,140.6M

$3,181.7M
$21.1M

$3,202.8M

$4,585.6M
$23.7M

$4,609.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 MN
2 MN
3 MN
4 MN
5 MN
6 MN
7 MN
8 MN
9 WI
10 MN
11 MN
12 WI
13 MN
14 MN
15 MN
16 MN
Grand Total

$200.2M
$50.0M
$24.0M
$7.1M

$10.0M
$5.9M
$8.9M
$3.0M
$3.2M
$3.4M
$1.7M
$0.2M
$0.1M
$1.6M
$1.0M
$0.0M

$320.2M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$413.9M
$213.3M
$12.8M
$26.1M
$24.7M
$2.3M
$1.5M
$1.3M
$0.5M
$0.5M
$0.0M
$2.0M
$0.1M
$0.3M
$0.0M
$0.0M

$699.5M

$1,429.6M
$396.6M
$339.0M
$230.8M
$210.0M
$102.2M
$99.7M
$74.6M
$61.6M
$50.8M
$30.8M
$21.1M
$19.5M
$15.0M
$8.8M
$6.7M

$3,096.8M

$2,043.6M
$659.9M
$375.8M
$264.1M
$244.8M
$110.4M
$110.1M
$78.9M
$65.3M
$54.7M
$32.5M
$23.3M
$19.8M
$16.9M
$9.8M
$6.8M

$4,116.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 MI
2 MI
3 MI
4 MI
5 MI
6 MI
Grand Total

$118.3M
$97.5M
$29.0M
$3.2M
$1.9M
$0.5M

$250.6M

1
1
1
1
1
1
1

$398.5M
$171.0M
$17.0M
$9.5M
$0.9M
$0.0M

$596.9M

$1,279.7M
$844.9M
$397.9M
$124.9M
$61.2M
$35.9M

$2,744.5M

$1,796.6M
$1,113.4M

$443.9M
$137.6M
$64.0M
$36.4M

$3,592.0M
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1 MD
2 MD
3 MD
4 MD
5 MD
6 MD
7 MD
Grand Total

$50.8M
$57.4M
$26.5M
$33.7M
$6.4M
$3.1M
$0.8M

$178.6M

1
1
1
1
1
1
1
1

$167.8M
$221.2M
$35.6M
$25.0M
$3.1M
$4.2M
$0.1M

$457.0M

$1,081.9M
$405.7M
$551.4M
$424.3M
$208.5M
$128.3M
$54.6M

$2,854.7M

$1,300.5M
$684.2M
$613.5M
$482.9M
$218.0M
$135.6M
$55.5M

$3,490.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com

2

1



104 MARKET SUMMARIES © ROOM40 GROUP  DRAFT 5/11/17

1 AZ
2 AZ
Grand Total

$191.7M
$2.0M

$193.8M

1
1
1

$216.4M
$0.3M

$216.7M

$2,548.5M
$109.5M

$2,658.0M

$2,956.6M
$111.9M

$3,068.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CT
Grand Total

$143.8M
$143.8M

1
1

$410.8M
$410.8M

$2,490.6M
$2,490.6M

$3,045.2M
$3,045.2M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CO
2 CO
3 CO
4 CO
5 CO
6 CO
7 CO
8 CO
9 CO
10 CO
Grand Total

$76.5M
$44.0M
$20.4M
$24.7M
$13.3M
$9.5M
$0.1M
$0.0M
$0.1M
$2.2M

$190.7M

1
1
1
1
1
1
1
1
1
1
1

$315.4M
$42.5M
$72.1M
$3.3M
$1.3M

$89.6M
$0.1M
$0.0M
$0.0M
$0.0M

$524.3M

$573.6M
$584.6M
$439.4M
$419.3M
$167.9M
$76.8M
$21.5M
$7.6M
$5.5M
$2.1M

$2,298.2M

$965.4M
$671.1M
$531.9M
$447.3M
$182.5M
$176.0M
$21.6M
$7.7M
$5.5M
$4.3M

$3,013.2M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 MO
2 MO
3 MO
4 IL
5 IL
6 MO
7 MO
8 IL
9 MO
10 IL
11 IL
12 MO
13 IL
14 IL
15 IL
Grand Total

$151.4M
$45.0M
$10.0M
$7.1M
$6.4M
$4.1M
$1.4M
$0.2M
$0.4M
$0.8M
$3.0M
$1.0M
$0.1M
$0.3M
$0.0M

$231.0M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$201.9M
$139.9M

$4.0M
$3.6M
$0.6M
$0.3M
$1.7M
$0.4M
$0.1M
$1.3M
$0.0M
$0.2M
$0.1M
$0.0M
$0.0M

$353.9M

$1,368.5M
$147.3M
$267.7M
$139.3M
$128.9M
$83.8M
$49.4M
$21.9M
$16.3M
$14.0M
$12.2M
$12.5M
$8.1M
$7.4M
$0.9M

$2,278.0M

$1,721.8M
$332.3M
$281.7M
$149.9M
$135.8M
$88.2M
$52.4M
$22.4M
$16.9M
$16.0M
$15.2M
$13.7M
$8.2M
$7.8M
$0.9M

$2,863.0M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CA
Grand Total

$172.3M
$172.3M

1
1

$213.7M
$213.7M

$2,382.5M
$2,382.5M

$2,768.5M
$2,768.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 NC
2 SC
3 NC
4 NC
5 NC
6 NC
7 NC
8 SC
9 NC
10 SC
Grand Total

$118.5M
$13.1M
$3.1M
$7.4M
$8.1M
$5.9M
$4.9M
$2.0M
$1.8M
$1.0M

$165.8M

1
1
1
1
1
1
1
1
1
1
1

$295.0M
$1.2M
$0.7M
$7.1M
$7.5M
$1.7M
$7.3M
$5.8M
$0.5M
$0.8M

$327.5M

$1,009.4M
$189.7M
$191.7M
$149.7M
$134.7M
$125.7M
$84.8M
$50.4M
$49.6M
$13.0M

$1,998.8M

$1,423.0M
$204.0M
$195.6M
$164.3M
$150.3M
$133.3M
$96.9M
$58.1M
$51.8M
$14.8M

$2,492.1M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 KS
2 MO
3 MO
4 MO
5 KS
6 MO
7 KS
8 KS
9 MO
10 MO
11 MO
12 MO
13 KS
14 MO
Grand Total

$53.5M
$67.6M
$8.1M
$7.4M

$11.0M
$0.8M
$1.1M
$0.1M
$0.1M
$0.1M
$0.3M
$0.0M
$0.0M
$0.0M

$150.3M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$61.3M
$356.9M

$0.9M
$0.9M
$2.7M
$0.6M
$0.1M
$0.8M
$0.1M
$0.0M
$0.0M
$0.0M
$0.0M
$0.2M

$424.5M

$796.8M
$452.5M
$136.4M
$90.5M
$46.8M
$58.7M
$41.2M
$21.3M
$12.7M
$8.4M
$6.9M
$4.1M
$2.6M
$2.2M

$1,681.0M

$911.6M
$877.0M
$145.4M
$98.8M
$60.5M
$60.1M
$42.5M
$22.1M
$12.8M
$8.4M
$7.2M
$4.2M
$2.7M
$2.4M

$2,255.8M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CA
2 CA
Grand Total

$54.5M
$58.3M

$112.9M

1
1
1

$52.8M
$11.3M
$64.1M

$1,088.3M
$964.8M

$2,053.1M

$1,195.7M
$1,034.5M
$2,230.2M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 PA
2 PA
3 PA
4 PA
5 PA
6 PA
7 PA
Grand Total

$158.7M
$16.2M
$14.8M
$18.6M
$3.0M
$3.4M
$2.9M

$217.6M

1
1
1
1
1
1
1
1

$560.3M
$109.2M

$7.4M
$4.8M
$0.7M
$0.4M
$0.3M

$683.1M

$830.6M
$163.5M
$116.0M
$107.2M
$64.2M
$28.7M
$17.8M

$1,328.0M

$1,549.6M
$288.9M
$138.3M
$130.6M
$67.9M
$32.4M
$21.0M

$2,228.7M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 OR
2 OR
3 WA
4 OR
5 OR
6 OR
7 WA
Grand Total

$51.7M
$26.4M
$13.7M
$21.4M
$2.9M
$0.4M
$0.0M

$116.5M

1
1
1
1
1
1
1
1

$147.2M
$19.1M
$57.0M
$16.8M
$0.3M
$0.5M
$0.1M

$241.0M

$557.9M
$405.2M
$336.9M
$346.5M
$70.1M
$21.3M
$4.1M

$1,742.1M

$756.9M
$450.6M
$407.6M
$384.7M
$73.3M
$22.2M
$4.3M

$2,099.6M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 IN
2 IN
3 IN
4 IN
5 IN
6 IN
7 IN
8 IN
9 IN
10 IN
11 IN
Grand Total

$87.6M
$20.3M
$2.2M
$2.2M
$0.6M
$9.8M
$4.5M
$1.4M
$1.1M
$1.0M
$0.3M

$131.1M

1
1
1
1
1
1
1
1
1
1
1
1

$383.7M
$34.5M
$0.5M
$0.7M
$2.1M
$0.6M
$0.3M
$2.1M
$0.0M
$0.0M
$0.1M

$424.6M

$596.4M
$371.2M
$117.6M
$96.1M
$85.6M
$48.3M
$49.6M
$37.4M
$17.9M
$11.3M
$7.9M

$1,439.4M

$1,067.7M
$426.1M
$120.4M
$99.0M
$88.3M
$58.7M
$54.4M
$40.9M
$19.0M
$12.3M
$8.3M

$1,995.1M



125 MARKET SUMMARIES © ROOM40 GROUP  DRAFT 5/11/17

Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 NE
2 NE
3 IA
4 NE
5 NE
6 NE
7 IA
8 IA
Grand Total

$63.0M
$5.3M
$1.8M
$0.1M
$0.1M
$0.4M
$0.0M
$0.0M

$70.7M

1
1
1
1
1
1
1
1
1

$1,012.0M
$0.7M

$18.2M
$3.1M
$0.1M
$0.0M
$0.0M
$0.2M

$1,034.3M

$665.4M
$114.7M
$39.2M
$14.5M
$17.5M
$12.0M
$7.4M
$5.7M

$876.4M

$1,740.4M
$120.6M
$59.1M
$17.7M
$17.7M
$12.4M
$7.5M
$6.0M

$1,981.4M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 OH
2 OH
3 OH
4 OH
5 OH
Grand Total

$99.9M
$10.9M
$9.9M

$10.4M
$3.6M

$134.7M

1
1
1
1
1
1

$314.4M
$17.0M
$30.3M
$1.6M
$4.4M

$367.7M

$930.6M
$139.2M
$112.7M
$104.8M
$88.3M

$1,375.5M

$1,344.9M
$167.1M
$152.9M
$116.8M
$96.3M

$1,877.9M
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1 TX
2 TX
3 TX
4 TX
5 TX
Grand Total

$57.0M
$12.0M
$2.7M
$0.8M
$0.1M

$72.6M

1
1
1
1
1
1

$240.0M
$3.0M
$4.7M
$0.1M
$0.1M

$247.8M

$1,057.3M
$295.4M
$94.8M
$24.0M
$8.7M

$1,480.1M

$1,354.2M
$310.4M
$102.2M
$24.9M
$8.8M

$1,800.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 OH
2 OH
3 OH
4 OH
5 OH
6 OH
7 OH
8 OH
9 OH
10 OH
Grand Total

$131.8M
$10.2M
$6.4M
$2.1M
$3.6M
$2.0M
$0.2M
$0.3M
$0.4M
$0.1M

$157.1M

1
1
1
1
1
1
1
1
1
1
1

$335.7M
$7.5M
$3.1M
$1.2M
$0.8M
$0.0M
$0.7M
$0.0M
$0.1M
$0.1M

$349.3M

$842.0M
$187.5M
$83.6M
$79.0M
$28.0M
$19.8M
$20.2M
$10.1M
$6.5M
$6.5M

$1,283.3M

$1,309.5M
$205.2M
$93.1M
$82.4M
$32.3M
$21.8M
$21.1M
$10.5M
$7.0M
$6.7M

$1,789.6M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 OH
2 OH
3 OH
4 KY
5 OH
6 KY
7 KY
8 IN
9 OH
10 KY
11 KY
12 KY
13 KY
14 IN
15 IN
Grand Total

$87.1M
$13.4M
$8.5M
$9.9M
$4.6M
$6.2M
$6.5M
$1.0M
$0.1M
$0.0M
$0.0M
$0.0M
$0.0M
$0.0M
$0.0M

$137.5M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$191.1M
$6.4M

$16.7M
$6.4M
$2.3M
$1.9M
$0.9M
$0.2M
$0.0M
$0.0M
$0.0M
$0.1M
$0.0M
$0.0M
$0.0M

$226.1M

$647.5M
$200.3M
$170.2M
$102.2M
$103.7M
$76.1M
$54.8M
$20.2M
$9.6M
$7.8M
$4.6M
$2.0M
$1.9M
$1.5M
$1.5M

$1,404.0M

$925.7M
$220.1M
$195.5M
$118.5M
$110.6M
$84.2M
$62.2M
$21.5M
$9.7M
$7.8M
$4.6M
$2.1M
$1.9M
$1.6M
$1.5M

$1,767.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 UT
2 UT
Grand Total

$75.9M
$0.1M

$76.0M

1
1
1

$128.2M
$0.2M

$128.3M

$1,479.6M
$50.4M

$1,530.0M

$1,683.6M
$50.7M

$1,734.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 FL
2 FL
3 FL
4 FL
Grand Total

$66.3M
$42.3M
$5.4M
$0.8M

$114.8M

1
1
1
1
1

$70.6M
$36.8M
$1.4M
$0.6M

$109.4M

$680.9M
$603.0M
$155.7M
$48.0M

$1,487.6M

$817.9M
$682.1M
$162.5M
$49.4M

$1,711.8M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 TN
2 TN
3 TN
4 TN
5 TN
6 TN
7 TN
8 TN
9 TN
10 TN
11 TN
12 TN
13 TN
14 TN
Grand Total

$62.1M
$31.4M
$10.4M
$2.1M
$4.8M
$1.6M
$1.7M
$1.1M
$0.1M
$0.6M
$0.1M
$0.0M
$0.0M
$0.0M

$116.2M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$85.4M
$20.0M
$7.5M
$2.3M
$0.5M
$0.1M
$0.0M
$0.4M
$0.1M
$0.1M
$0.0M
$0.0M
$0.0M
$0.0M

$116.3M

$598.8M
$373.1M
$155.6M
$125.2M
$90.3M
$40.1M
$35.5M
$16.9M
$15.5M
$5.8M
$4.5M
$4.0M
$2.7M
$1.6M

$1,469.6M

$746.3M
$424.5M
$173.5M
$129.6M
$95.6M
$41.8M
$37.3M
$18.3M
$15.6M
$6.5M
$4.6M
$4.0M
$2.8M
$1.6M

$1,702.0M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 WI
2 WI
3 WI
4 WI
Grand Total

$91.5M
$35.7M
$4.3M
$6.3M

$137.7M

1
1
1
1
1

$199.5M
$69.4M
$8.3M
$0.9M

$278.1M

$501.2M
$456.3M
$126.2M
$98.3M

$1,182.0M

$792.2M
$561.4M
$138.8M
$105.4M

$1,597.8M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 TN
2 MS
3 TN
4 TN
5 AR
6 MS
7 MS
8 MS
9 MS
Grand Total

$76.4M

$1.2M

$1.3M

$0.1M

$0.0M

$0.1M

$0.1M

$0.0M

$0.0M

$79.3M

1

1

1

1

1

1

1

1

1

1

$138.1M

$2.0M

$0.0M

$0.0M

$0.2M

$0.0M

$0.0M

$0.1M

$0.0M

$140.3M

$1,101.7M

$133.1M

$37.8M

$30.3M

$26.5M

$17.2M

$15.3M

$4.5M

$2.5M

$1,368.7M

$1,316.2M

$136.3M

$39.1M

$30.4M

$26.7M

$17.3M

$15.4M

$4.6M

$2.5M

$1,588.4M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com

5

6

4

3

2

1

8

7



146 MARKET SUMMARIES © ROOM40 GROUP  DRAFT 5/11/17

1 TX
2 TX
3 TX
4 TX
5 TX
6 TX
7 TX
8 TX
Grand Total

$75.7M
$7.7M
$3.0M
$0.3M
$0.1M
$0.1M
$0.8M
$0.0M

$87.7M

1
1
1
1
1
1
1
1
1

$159.9M
$0.7M
$0.1M
$1.9M
$0.0M
$0.0M
$0.2M
$0.0M

$162.9M

$977.2M
$97.8M
$66.2M
$59.1M
$16.7M
$14.9M
$12.4M
$10.5M

$1,254.7M

$1,212.8M
$106.2M
$69.3M
$61.3M
$16.8M
$15.0M
$13.5M
$10.5M

$1,505.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 NV
Grand Total

$85.9M
$85.9M

1
1

$152.7M
$152.7M

$1,247.5M
$1,247.5M

$1,486.1M
$1,486.1M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 OK
2 OK
3 OK
4 OK
5 OK
6 OK
7 OK
Grand Total

$64.4M
$2.7M
$1.4M
$0.5M
$0.2M
$0.2M
$0.1M

$69.5M

1
1
1
1
1
1
1
1

$224.9M
$0.1M
$0.7M
$0.2M
$0.1M
$0.0M
$0.0M

$226.0M

$945.9M
$71.2M
$47.2M
$48.1M
$25.2M
$13.3M
$6.1M

$1,156.9M

$1,235.2M
$73.9M
$49.3M
$48.8M
$25.5M
$13.5M
$6.2M

$1,452.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 OK
2 OK
3 OK
4 OK
5 OK
6 OK
7 OK
Grand Total

$64.6M
$4.9M
$2.8M
$0.6M
$0.2M
$0.4M
$0.5M

$73.9M

1
1
1
1
1
1
1
1

$183.1M
$5.5M
$0.4M
$0.0M
$0.3M
$0.0M
$0.1M

$189.4M

$764.6M
$192.9M
$98.5M
$28.1M
$28.2M
$23.7M
$12.6M

$1,148.6M

$1,012.3M
$203.3M
$101.8M
$28.7M
$28.6M
$24.1M
$13.1M

$1,411.9M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 VA
2 VA
3 VA
4 VA
5 VA
6 VA
7 VA
8 VA
9 VA
10 VA
11 VA
12 VA
13 VA
14 NC
15 VA
16 NC
Grand Total

$14.9M
$18.0M
$7.2M
$8.3M
$3.1M
$3.0M
$1.5M
$0.5M
$1.0M
$2.6M
$0.1M
$1.9M
$0.0M
$0.1M
$0.0M
$0.0M

$62.3M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$7.6M
$47.6M
$1.1M
$2.8M
$5.9M
$0.3M
$6.0M
$0.1M
$2.9M
$2.3M
$0.5M
$3.8M
$0.0M
$0.0M
$0.7M
$0.0M

$81.5M

$374.7M
$137.1M
$185.4M
$97.4M
$84.8M
$85.3M
$78.0M
$60.7M
$56.7M
$31.3M
$21.7M
$10.6M
$11.5M
$10.5M
$6.6M
$5.2M

$1,257.5M

$397.2M
$202.7M
$193.7M
$108.5M
$93.8M
$88.6M
$85.5M
$61.2M
$60.6M
$36.2M
$22.3M
$16.3M
$11.5M
$10.6M
$7.3M
$5.3M

$1,401.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 AL
2 AL
3 AL
4 AL
5 AL
6 AL
7 AL
Grand Total

$75.3M
$6.2M
$1.2M
$0.8M
$0.7M
$0.2M
$0.4M

$84.8M

1
1
1
1
1
1
1
1

$66.4M
$4.6M
$0.0M
$0.1M
$0.1M
$0.0M
$0.0M

$71.2M

$800.1M
$270.4M
$53.9M
$44.5M
$25.1M
$20.9M
$9.3M

$1,224.3M

$941.8M
$281.2M
$55.2M
$45.5M
$25.9M
$21.1M
$9.7M

$1,380.4M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 FL
2 FL
3 FL
4 FL
5 FL
Grand Total

$63.9M
$4.1M
$1.1M
$0.2M
$0.3M

$69.8M

1
1
1
1
1
1

$109.5M
$14.8M
$0.6M
$5.4M
$0.0M

$130.3M

$707.0M
$261.5M
$103.4M
$91.4M
$9.1M

$1,172.4M

$880.3M
$280.4M
$105.2M
$97.1M
$9.5M

$1,372.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 CA
2 CA
3 CA
4 CA
Grand Total

$43.5M
$11.4M
$2.6M
$7.2M

$64.7M

1
1
1
1
1

$16.1M
$4.6M
$0.3M
$2.9M

$23.9M

$733.0M
$306.7M
$131.0M
$112.5M

$1,283.3M

$792.7M
$322.7M
$133.9M
$122.6M

$1,371.9M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 FL
2 FL
3 FL
4 FL
Grand Total

$60.9M
$13.5M
$3.6M
$3.3M

$81.3M

1
1
1
1
1

$84.4M
$3.3M
$3.9M
$1.0M

$92.6M

$668.1M
$265.5M
$130.8M
$89.3M

$1,153.6M

$813.4M
$282.3M
$138.3M
$93.6M

$1,327.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 NC
2 NC
3 NC
Grand Total

$45.7M
$3.1M
$5.2M

$53.9M

1
1
1
1

$55.4M
$1.7M
$0.0M

$57.1M

$1,080.7M
$98.0M
$28.6M

$1,207.3M

$1,181.8M
$102.8M
$33.8M

$1,318.3M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 MI
2 MI
3 MI
4 MI
Grand Total

$46.4M
$14.1M
$1.0M
$0.5M

$62.1M

1
1
1
1
1

$190.9M
$26.6M
$1.9M
$0.0M

$219.4M

$656.3M
$284.8M
$34.8M
$17.7M

$993.5M

$893.5M
$325.5M
$37.7M
$18.2M

$1,275.0M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 VA
2 VA
3 VA
4 VA
5 VA
6 VA
7 VA
8 VA
9 VA
10 VA
11 VA
12 VA
13 VA
14 VA
15 VA
16 VA
17 VA
Grand Total

$29.5M
$6.0M

$23.5M
$5.3M
$2.9M
$0.1M
$2.9M
$0.8M
$0.1M
$0.3M
$0.0M
$0.7M
$0.7M
$0.3M
$0.1M
$0.6M
$0.0M

$73.8M

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

$25.5M
$0.5M

$51.1M
$7.0M
$6.7M
$0.0M
$0.0M
$6.2M
$0.0M
$0.9M
$0.0M
$1.0M
$0.0M
$0.0M
$0.0M
$0.0M
$0.0M

$98.9M

$297.8M
$284.9M
$183.6M
$92.4M
$47.3M
$25.1M
$21.0M
$15.2M
$15.4M
$14.2M
$15.1M
$11.1M
$9.8M
$7.8M
$7.8M
$5.1M
$4.0M

$1,057.8M

$352.8M
$291.3M
$258.1M
$104.7M
$56.9M
$25.2M
$23.9M
$22.2M
$15.5M
$15.5M
$15.2M
$12.7M
$10.5M
$8.2M
$7.9M
$5.8M
$4.0M

$1,230.5M
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Source: AtoZ Database Source: Foundation Center Source: IRS, Philanthropy.com
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1 RI
2 MA
3 RI
4 RI
5 RI
6 RI
Grand Total

$49.1M
$27.7M
$5.8M
$5.4M
$0.8M
$1.7M

$90.5M

1
1
1
1
1
1
1

$230.0M
$8.9M
$7.3M
$2.4M
$1.6M
$8.9M

$259.1M

$250.2M
$183.4M
$100.2M
$87.0M
$82.7M
$51.0M

$754.4M

$529.3M
$220.0M
$113.2M
$94.8M
$85.1M
$61.5M

$1,104.0M
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AtoZdatabases

www.atozdatabases.com

AtoZdatabases is a marketing and reference database. We 

use AtoZdatabases to tell us how many companies, of what 

size, are located in each county.

Bureau of Economic Analysis (BEA)

www.bea.gov

The Bureau of Economic Analysis is a U.S. government 

agency that provides official macroeconomic and industry 

statistics. We use BEA’s estimates of Gross Domestic Product 

by metropolitan statistical area.

Chronicle of Philanthropy

www.philanthropy.com

News organization serving nonprofit leaders, fundraisers, 

grant makers. We read all kinds of informative articles  

on philanthropy and fun data sets including the  

Philanthropy 400, How America Gives, Big Charitable  

Gifts, and Corporate Giving.

Committee Encouraging Corporate Philanthropy (CECP)

cecp.co

CECP is a CEO led coalition that believes that a company’s 

social strategy — how it engages with key stakeholders 

including employees, communities, investors, and customers 

—determines company success.

Council for Aid to Education (CAE)

cae.org 

CAE helps education institutions measure and improve 

learning outcomes by offering innovative assessments and 

developing custom tests and maintains the nation’s data-

base on philanthropic giving to colleges and universities. We 

use CAE’s Voluntary Support of Education survey to inform 

our estimates of education specific philanthropy.

Foundation Maps

maps.foundationcenter.org 

Foundation Maps is a data visualization tool to see who is 

funding what and where around the world. We use founda-

tion maps to tell us how much foundation money originates 

from within each county.

Giving USA: The Annual Report on Philanthropy for the 

Year 2015 (2016). Chicago, IL: Giving USA Foundation™

www.givingusa.org

The Giving USA report contains information on the sources 

and uses of charitable giving in the United States. We use 

Giving USA as a general guide to philanthropy, analysis,  

and as a cross check on our numbers in total, by source,  

and by domain.

Guidestar

www.guidestar.org

GuideStar is the world’s largest source of information on non-

profit organizations. We use guidestar to see what nonprofits 

are located in which markets, in particular as we build peer 

groups to determine potential.

Internal Revenue Service (IRS)

www.irs.gov

Well, we all know the IRS! We use the IRS individual tax data, 

specifically itemized contributions by county to estimate 

individual philanthropy.

National Center for Charitable Statistics (NCCS)

nccs.urban.org

NCCS is the national repository of data on the nonprofit  

sector in the US. We use NCCS data to cross-check and 

inform our analyses in lots of different ways, in particular  

to inform estimates of Foundation philanthropy. 

Office of Management and Budget (OMB)

www.whitehouse.gov/omb 

The OMB oversees the performance of federal agencies and 

administers the federal budget. We use the OMB’s definitions 

of Metropolitan Statistical Areas (MSAs).

Urban Institute

www.urban.org 

The Urban Institute is a think tank that carries out economic 

and social policy research to open minds, shape decisions, 

and offer solutions. We use the report “The Nonprofit Sector 

in Brief 2015: Public Charities, Giving, and Volunteering. Brice 

McKeever October 29, 2015” to understand the size and 

composition of the Nonprofit Sector.
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THE MAP OF OPPORTUNITY IS A DATA-DRIVEN  

APPROACH TO HELPING NONPROFITS LEARN FROM 

EACH OTHER. We aggregate philanthropic market 

and fundraising data across sources and nonprof-

its to enable you to make better decisions, faster. 

Estimates of philanthropic market size in the  

Market Overviews rely primarily upon publicly 

available data collated, synthesized, and ana-

lyzed by The Room40 Group. We estimate each 

market size using multiple methods to improve the 

accuracy and validity of the results. Below is an 

overview of each method.

Method 1: Estimates by source, by county

Estimates by source, by county form the basis of 

the Market Overview data. For each source, we 

pulled county level data to estimate Individual, 

Foundation, and Corporate philanthropy.

The primary source for Individual philanthropy is 

Internal Revenue Service (IRS) Statistics of Income 

Tax Stats - County Data, which includes itemized 

contributions by county. Non-itemized contribu-

tions are estimated based on the ratio of itemized 

contributions to total contributions. The primary 

sources of Foundation philanthropy are Founda-

tion Center data by location of funder, totaled by 

county and adjusted for philanthropy not included 

in the database; and National Center for Charitable 

Statistics foundation giving by county adjusted for 

corporate foundations and double counting of trusts 

and foundations. The primary source of Corporate 

philanthropy are AtoZdatabases for the corporate 

headquarters or single site locations by county, by 

revenue; and estimates of average philanthropy per 

year per company by revenue size. 

Method 2: Total market size by Gross  

Domestic Product

Estimates based on the relationship between Gross 

Domestic Product (GDP) and philanthropy are used 

to cross check Method 1. Philanthropy as a share 

of GDP is a stable relationship over the past four 

decades13. The Room40 Group estimated philan-

thropy by Market by multiplying Bureau of Eco-

nomic Analysis Metropolitan Statistical Area GDP 

estimates by two percent.

Method 3: Comparison to other sources

Estimates by other parties, in total, by source, by 

domain, and by market are used to cross check 

Method 1 and 1. Any and every attempt to cross-

check, correlate, and triangulate data was taken. 

These efforts include: comparing Method 1 and 

2 estimates for 381 Markets to Giving USA total14, 

and by source totals; source specific reports such 

as Giving in Numbers15 CECP report on corporate 

philanthropy; domain sources such as Council for 

Aid to Education; and market specific reports such 

as “Giving in Chicago”16 and “Giving Kansas City”17.

13  �Perry, S. (2013, June 17). The Stubborn 2% Giving Rate. Chron-

icle of Philanthropy, Retrieved from https://www.philanthropy.

com/article/The-Stubborn-2-Giving-Rate/154691. 

14  �Giving USA: The Annual Report on Philanthropy for the Year 

2015 (2016). Chicago, IL: Giving USA Foundation™.

15  �CECP, in association with The Conference Board. Giving in 

Numbers: 2014 Edition

16  �Giving in Chicago (2015). Indianapolis, IN: The Indiana Univer-

sity Lilly Family School of Philanthropy.  

17  �Giving in Kansas City (2009). Indianapolis, IN: The Center on 

Philanthropy at Indiana University.
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Box 

In a Box and Whisker Plot, the ends of the box are 

the upper and lower quartiles. The line in the mid-

dle is the median. See Insight to Action Guide 2.

Box and Whisker Plot 

A graphic way to display the median, quartiles, and 

extremes of a data set on a number line to show 

the distribution of the data. See Insight to Action 

Guide 2.

Capacity 

Number of development full time equivalents (FTE) 

dedicated to fundraising in each market. In The 

Map example, this includes staff who are members 

of the development team or their job description 

includes soliciting philanthropy from donors. Note, 

this is an imperfect, but comparable and generally 

available figure. If you have more sophisticated 

measures for this, use them and share with us! See 

Insight to Action Guide 3.

Competence 

Measure of the effectiveness of development 

strategy, talent, and infrastructure. In The Map 

example, this is (very) roughly approximated using 

the following ratio: philanthropy raised divided 

by development full time equivalents (FTE). Note, 

this is an imperfect, but comparable and generally 

available figure. If you have more sophisticated 

measures for this, use them and share with us! See 

Insight to Action Guide 3.

County 

A political and administrative division of a state, 

providing certain local governmental services. A 

subdivision of a Metropolitan Statistical Areas. See 

Red Sox Nation! A Sample Market.

Decision Roles 

A framework used in The Map to structure decision 

making when setting revenue targets. See Insight 

to Action Guide 3.

Everywhere Else 

Cheeky name for non-Metropolitan Statistical  

Areas including micropolitan statistical areas  

(micro area that contains an urban core of at least 

10,000 but less than 50,000 population) and rural 

counties outside of Metropolitan and Micropolitan 

Statistical Areas.

Full Time Equivalent (FTE) 

An FTE is equal to the hours worked by one em-

ployee on a full-time basis over the course of the 

year, typically 2,080 hours or 8 hours per day x 5 

days per week x 52 weeks per year. FTEs are used 

to express total capacity regardless of the number 

of people. For example, 1.0 FTE may represent one 

full-time worker, two half-time workers or some oth-

er combination. See Insight to Action Guide 3.

The Map of Opportunity (The Map) 

This report. Pay attention, sheesh. Also, Figure 4.

Market Assessment 

A framework used in The Map to assess the  

philanthropic potential, or how much we can raise, 

of a market. See Insight to Action Guide 2.

Market Distribution 

Data set comprised of philanthropic revenue by 

peer organization within a market. See Insight to 

Action Guide 2.

Market Overview 

Framework that organizes a common set of infor-

mation on each of the top 50 philanthropic mar-

kets. See Red Sox Nation! A Sample Market.

Median 

The middle number in a sorted list of numbers—

thus half of data points are less than this figure and 

half are more. Also, referred to as the 50th percen-

tile. See Insight to Action Guide 2.

Metropolitan Statistical Area 

A metropolitan statistical area (MSA) is a geograph-

ic entity delineated by the Office of Management 

and Budget (OMB) for use by Federal statistical 

agencies in collecting, tabulating, and publish-

ing Federal statistics. There are 381 metropolitan 

statistical areas in the U.S. See Red Sox Nation! A 

Sample Market.
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Peer Group 

Set of similar organizations against which to 

compare performance. The Map uses peer groups 

to assess potential in each market and to help 

understand relative performance. See Insight to 

Action Guide 2.

Philanthropic Market 

A geographic area, synonymous with Metropolitan 

Statistical Areas, used as the unit of analysis in the 

Map of Opportunity.

Philanthropic Potential 

Estimate of how much philanthropy an organiza-

tion can raise over time in a market. The example 

in The Map defines philanthropic potential as the 

median philanthropic revenue (a different organi-

zation might choose to pick a different benchmark 

depending on historic performance and/or aspi-

rations). See Insight to Action Guide 2. Potential is 

also used as one of the four Revenue Factors. See 

Insight to Action Guide 3.

Philanthropy 

A type of nonprofit revenue consisting of charitable 

contributions to a nonprofit organization from one 

of three sources: Individual, Foundation, Corporate.

Pipeline 

List of donor prospects, stage of cultivation, specific 

amount, and probability of securing the funds and 

the amount of philanthropy we expect this list to 

yield. Typically managed, tracked, and report-

ed using a Customer Relationship Management 

system such as Salesforce or Raiser’s Edge. See 

Insight to Action Guide 3.

Quartile 

Each of four equal groups into which a distribu-

tion can be divided. The upper quartile is the 75th 

percentile, indicating three-quarters of data points 

are less than this figure and one-quarter are above. 

The lower quartile is the 25th percentile, indicating 

one-quarter of data points are less than this figure 

and three-quarters are above. Also, see median, or 

the 50th percentile. See Insight to Action Guide 3.

Red Sox Nation 

Cheeky name for the Boston Market, AKA The 

Greatest City on Earth, made up of fans of the 

Greatest Baseball Team on Earth, land of wicked 

awesome beans, chowdah, lobstah, and steamahs. 

Revenue 

The amount of money that a nonprofit receives from 

fees for services and goods, philanthropy, govern-

ment grants, and investment and other income.

Revenue Factors  

A framework to help set consistent revenue  

targets despite differences in market, potential, 

pipeline, capacity, and competence. See Insight  

to Action Guide 3.

Source 

From where philanthropy originates: Individual, 

Foundation, or Corporate.

Unit of Analysis 

The who or what being studied; “Philanthropic Mar-

ket” in The Map of Opportunity.

Whisker 

In a Box and Whisker Plot, the two lines outside the 

box that extend to the highest and lowest obser-

vations, excluding outliers. See Insight to Action 

Guide 2.

Wicked Good Center for Folks Who Can’t Plan 

Good and Wanna Get Better Data Too (WGC) 

Our favorite fictional nonprofit, inspired by  

Zoolander and the subject of our Insight to  

Action stories.
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Appropriate Usage

E

APPENDIX

No portion of this publication may be reproduced, whether in 
print or electronic form, without the prior written permission 
of the Room40 Group. Permission to reprint excerpts may be 
obtained by emailing info@room40group.com. Use of The 
Room40 Group’s data or other material in presentations, texts, 
online format, or other contexts must credit The Room40 Group 
in a prominent fashion.
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