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As we begin a new decade, I am pleased to share stories that shine a  
light on philanthropy’s power to shape a future we can all embrace. 
From high school girls tackling tough societal issues to schools and 
universities emboldening strong traditions of philanthropy amidst  
uncertainty—each of these stories reminds us that the spirit of generosity 
and compassion perseveres.

When we asked Sarah Muench, Associate Consultant for Communications, 
if she’d like to write the story on St. Agnes Academy, she enthusiastically 
accepted. And her enthusiasm quickly grew into a personal mission 
to engage readers in the remarkable culture of St. Agnes. After her 
first conversation with Bridget Hennessey, Director of Advancement 
and an Academy Woman (the school’s term for an alumna), Sarah 
booked a flight to visit the campus and personally speak to students 
and staff who are fully immersed in the St. Agnes experience.  
The resulting story reflects the enthusiasm, trust and caring that 
permeates the campus and its greater community.

Butler University launched Butler Beyond in October of 2019 with  
a campaign goal of $250 million. Butler has not been immune to the 
challenges faced by hundreds of private colleges and universities 
across the United States. This is the story of their turning point and 

the forces that shaped their successful journey from the early 2000’s 
to today.

Our colleagues down under chose Scotch College Melbourne as a 
featured client. One of Australia’s leading independent boys’ school, 
Scotch has implemented creative programs along with incredibly 
effective fundraising projects that have had measurable impact on its  
staff, students and families while broadening engagement across  
its key constituencies.

A Marts & Lundy publication wouldn’t be complete without featuring 
data analytics. Offord Group, our office located in Toronto, recently 
completed a study on major gifts. We’ve included an excerpt from the  
report, How Does Your Major Gift Program Measure Up?. More than 80  
institutions participated in the study, which produced eight key findings  
that Canadian charities already are turning into actionable strategies 
to grow revenue and increase efficiencies.

We can all share in a “2020 Vision” for a New Year that brings unprecedented 
levels of philanthropy. Let’s boldly join together to create new stories 
of how charitable giving is shaping a better world.

Boldly Into  
2020
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There is a strongly held belief that future 
leaders must be braver, more willing  
to have difficult conversations and lead  
from empathy…and our ability to be  
daring leaders will never be greater than  
our capacity for vulnerability.
— BRENÉ BROWN
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“All hell broke loose here.” 

File it under Things You Never Expect to Hear from a Catholic School. 

But like many high schools across the nation the day after the 2016 presidential 
election, St. Agnes Academy in Houston was facing painful, political  
battle wounds and exposed divisions that threatened its very culture of 
civility, respect and acceptance.

Immigrant students were nervous and scared; conservative students felt 
attacked and judged, said Sister Jane Meyer, St. Agnes’ head of school.

“I don’t think we realized how divergent opinions and political leanings were 
until that happened,” said St. Agnes principal Deborah Whalen. “When 
you have teens who are used to expressing themselves on social media, it’s 
pretty hard.”

But unlike other high schools, St. Agnes, an all-girls Catholic college preparatory 
school rooted in the Dominican tradition, knew it had the ability to  
tackle one of the toughest times it would face in its nearly 115-year history. 

“We’ve done a lot of work in the last few years on vehicles of civil discourse,” 
Deborah said. “We leaned into our Dominican values, which are [about] 
fundamentally looking at controversial issues of all sides.” 

By S�r�h Muench, Associ�te Consult�nt, M�rts & Lundy Communic�tions

Sisters are  
Doin’ It for  
Themselves
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WALKING THE TALK

The truth (or VERITAS, the Dominican motto) is that St. Agnes was 
primed for a moment like this. The school is driven by its mission  
to encourage young women to develop intellectual curiosity, to work  
for social justice and to act with integrity and compassion.

It also walks the talk: Its nearly 1,000-strong student body includes 40% 
students of color, and the school awarded $1.8 million in need- 
based financial aid this year alone. 

It prides itself on having more than 70 clubs and organizations 
dedicated to its diverse student body—groups like the Voices of Black 
Youth, Interfaith Studies, the Asian Student Union, Alzheimer’s 
Awareness Club, Middle Eastern Club and a group called Fight Like 
a Girl. 

It sends students abroad to Kenya to help at a school, to Guatemala 
to drill water wells, to the Dominican Republic to build latrines, to 

Costa Rica to build gardens and teach young children, to Peru for 
agricultural work.

And it’s been ahead of its time on LGBTQ issues: When two students 
came out as gay in the 1990s, an upset stakeholder asked Jane what 
she was going to do about it. 

“I said, I’m going to put my arms around them and love them, and 
we’re going to write a statement on sexuality education,” she said. 

Above all else, St. Agnes is a place where empowered young women 
learn to take initiative, practice what they preach and exude the 
confidence required to navigate a fast-paced world that often seems 
like it’s spinning out of control.

Its foundation is rooted throughout all aspects of the school and 
students’ daily lives, including in its Wellness Center, dedicated to 
advocating for students’ overall well-being. 

BOLDLY GOING WHERE BRENÉ BROWN GOES

This year, it launched BOLD, an adolescent social-emotional, courage-
building curriculum based on the research of Dr. Brené Brown,  
the author of five #1 New York Times bestsellers and the host of her 
own Netflix special. Brené, whose daughter attended St. Agnes  
and whose niece is currently a student, studies courage, vulnerability, 
shame and empathy.

Brené’s BOLD helps teenagers clarify their values, live them out bravely 
and find courage in living authentically. Learning to identify  
personal, emotional and social boundaries promotes a healthy and 
confident sense of self, according to the program.

Sarah Luna, St. Agnes’ director of the Center for Wellness and Student 
Support, taught classes based on Brené’s work in the past, but she said 
she wanted every freshman to have the kind of social-emotional skills 
that helped students get through the aftermath of the 2016 election and 
address other complex issues as they progressed through high school.

“Over the years we had seen a rise in the ‘mean-girl’ behavior,” Sarah 
said. “So, culturally, we’re seeing teenage behavior becoming a  
little bit less about true authentic connection and more about one-
dimensional connection, and that’s because of social media, and 
that’s part of the way it is. Can’t fight it. We just have to find a way to 
work through that.”

Sarah presented the BOLD idea to Jane and Deborah, who gave their  
blessing to provide the program for all freshman. In its first 
semester, Sarah said the students are learning about redefining courage 
and understanding what it means to them according to what their 
family, culture and society has taught them. 

“The way we view ourselves in adolescence, and the way specifically 
this generation views themselves is often negatively driven; there’s 
not enough thought process,” Sarah said. “‘I’m not tall enough, I’m not 
skinny enough,’ that kind of thing, or, ‘I’m not smart enough. 
Colleges are not going to accept me, and if this college doesn’t accept 
me, I’m not important, or I am of no value.’”
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In BOLD, students learn how to set boundaries and ask for what they 
need as a student, a daughter, a girlfriend, a friend, in the classroom 
and in a job one day. They learn about the importance of self-care 
and taking time when necessary, and that it’s OK to test their values, 
Sarah said.

“Kids now are exposed to so much more information, and so much more  
adult content,” Sarah said. “So, I think helping them understand  
what some of those skills might be as they’re trying to navigate a very 
adult-like world already—it’s helpful.”

Sarah said she’s already seeing results. 

“It’s pretty awesome, because they move from hustling for other people’s 
approval, to really thriving and cultivating self-acceptance and 
awareness and being OK with who they are, no matter how they show 
up each day,” she said.

Catherine Kuryla, a freshman at St. Agnes, has been a part of the BOLD 
program for three months. 

“I like that BOLD gives me the opportunity to share and be vulnerable 
with my peers and vice versa; it’s refreshing to hear such candid 
and open thoughts from my classmates,” Catherine said. “It not only 
gives us tools to use when facing whatever struggles the school  
year may present to us, but it allows each student to interact with their 
peers on a deeper level of understanding.”

Trinity Reilly, who graduated from St. Agnes in 2018 and is now attending 
University of Notre Dame, took Sarah’s class that was a predecessor 
to BOLD. She said she gained confidence and learned how to be 
vulnerable, which has fueled many of the friendships she has now. 

“We learned how to be vulnerable together, how to cultivate courage, 
what shame meant and how to deal with it,” Trinity said. “And  
we didn’t learn it by reading definitions and examples; we discussed 
topics and shared our own stories. We became sisters, and we 
discovered how inspiring each of our stories were. For me, [the class] 
helped St. Agnes do exactly what it preaches.”

Brené said she’s spent the past decade researching leadership and 
working with leaders worldwide, ranging from CEOs in Silicon 
Valley and creatives in London to special forces commanders and 
community organizers. 

“Across these diverse fields, there is a strongly held belief that future 
leaders must be braver, more willing to have difficult conversations 
and lead from empathy,” Brené said. “We’re also learning that our ability 
to be daring leaders will never be greater than our capacity for 
vulnerability. St. Agnes is preparing Academy Women to be the type 
of leaders the world needs—brave, compassionate, critical thinkers.”

A THRIVING ST. AGNES

St. Agnes’ most recent fundraising campaign in 2014 focused on capital 
projects, including building a new auditorium and turning its 
former auditorium into a new student center, creating additional 
classrooms and fixing a safety issue by expanding parking. 

As the school looks ahead, it will continue to build its endowment and 
secure its financial future so that its students can keep tackling 
tough issues, fighting for social justice and empowering each other 
so that they can pave the way toward a better Houston and world. 
They even have a student-run Philanthropy Committee.

“When you know every dollar is going to support young women and 
developing female leadership, there is a very different feel in your 
student body,” said Brigid Schiro, St. Agnes Director of Admissions. 
“I look at parents and say, ‘What your return is going to be is an 
authentic, strong woman at the end of all of this.” 

Kathy Hanson, Marts & Lundy Senior Consultant & Principal, who 
works with St. Agnes, said the school is a force, and its influence 
spreads far and wide.

“They are the most mission-driven school I know,” Kathy said.

Jane, who has spent 30 years at St. Agnes instilling a Dominican 
tradition, rigorous academics and rich environment of civil 
discourse and openness, said she wouldn’t have it any other way.

“All I can say is we’re not afraid to push the envelope and push justice 
issues and be a voice for the voiceless and take on the issues  
that are relevant today whether it be immigration, climate change, 
whatever the issues are. This is what we’re committed to—that’s 
why we come by it naturally—we’re Dominican.”

 “This class truly changed my life. It shaped me to be the woman I am 
today. I can communicate my feelings clearly and concisely. I am not 
afraid to ask for what I want or when I need help. Now, as a college 
student, I am not afraid to advocate for myself with professors and 
stand up for the things I believe in in a classroom setting.”
— Alex Medr�no gr�du�ted from St. Agnes in 2018, now �t Tex�s A&M University
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 Building a  
Culture of Giving 
Down Under

In a time when both federal and state governments are turning a forensic eye on the support they give to  
schools across Australia, and when economic indicators are providing uncertainty to businesses and 
families alike, there are some schools which are seizing the opportunity to increase their engagement with 
their constituencies and build confidence for the future. It is often said that when times are good, it is 
easier to raise philanthropic funds than in difficult financial times; but conversely, it is in those difficult 
times that the additional financial support is more urgently needed.

Scotch College Melbourne is one of Australia’s oldest and most prestigious 
independent boys’ schools. Founded in 1851, it has a long and  
proud history. It sits on some 61 manicured acres abutting the Yarra  
River, and boasts a panoply of political, judicial, business and 
intellectual leaders reaching right back to its earliest days. Although 
Scotch has produced one Prime Minister and a deputy Prime Minister 
of Australia, eight state premiers and three Governors General of 
Australia in its history, the school is not immune to the political and 
economic tides of change.

Scotch has enjoyed considerable success in its fundraising efforts, dating 
back to very early days. In 1919, alumni raised funds to purchase  
the land in Hawthorn so the school could move from its very cramped 
location in what is now Melbourne’s CBD. It was a visionary move 
and left several other competitor schools in landlocked positions as 
time moved on.

Scotch was one of the first schools in Australia to establish a Foundation 
in 1973, and a Development Office in 1988. It already had its proud 
history and the alumni were motivated to give generously on the occasions 
they were asked. The Old Scotch Collegians’ Association (OSCA)  

was founded in 1904 and has been one of the strongest school alumni 
associations in Australia. It still provides support across all areas of  
school life and for its 15,000 members, and in the most recent fundraising 
major campaign, 65% of gifts came from alumni. Alumni also contribute 
to the increasingly long enrolment waiting list, with places filled 
beyond 2025.

Fundraising success, however, tended to rely on the wealthy few in 
the past, rather than on the Scotch Family (as it became known  
in the 1970s) as a whole. The fundraising was also focussed on self-
contained projects; sometimes related to a desperate educational 
need, occasionally on an aspirational desire. Between 1998 and 2002, 
for example, more than AUD$10 million, at that time the largest 
school fundraising target in the country, was raised to help fund  
the most impressive Performing Arts Centre in schools in Australia,  
the James Forbes Academy, which had a total cost of around 
AUD$30 million.

Despite the success, however, what was lacking was a culture of giving, 
something to be embedded in all members of the Scotch Family,  
past, present and future.

THE SPIRIT OF COMMUNITY

By Dr. Al�n W�tkinson, Senior Consult�nt, M�rts & Lundy Austr�li�
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This changed in 2012 when the current Director of Development Tim  
Shearer was appointed, after serving 10 years as the Executive 
Director of OSCA. An alumnus himself, Tim brought a deep passion 
and commitment to the role, and determined to create a long-term 
culture of giving. Working with Marts & Lundy Senior Consultant Ann  
Badger from 2014, Tim reshaped his office, appointed staff who  
had a similar deep involvement with the School, including two past 
parents, and worked with the School leadership to ensure that the 
educational strategy informed the School’s Masterplan, which in turn 
fed directly into a new development office strategy. No longer was 
the office looking at project specific activity, but rather at a five-year 
(or more) educational support program, widespread outreach into 
the Scotch Family and innovative collateral. 

The result of this enormous effort has been the creation of an AUD$40  
million Centre for Science which has galvanised teaching and learning  
of STEM subjects. This was immediately followed by a magnificent  
Design and Technology Centre (AUD$9 million) meeting the growing 
needs of real-life and real-time problem solving within a centre 
which can manufacture the solutions. Just reaching completion are 
a new Dining Hall (AUD$16 million) to cater for the 1400 students 
and staff on the senior campus; and a new OSCA House and Museum 
Archive Centre (AUD$4 million). At the same time more than AUD$11 
million has been raised to support scholarships for Indigenous 
students, boarding students and those in financial need. And all this  
has been achieved in seven years, with careful planning, hard  
work, incredible energy, and an ability to expand the engagement across 
the Scotch Family while delivering almost immediate impact for 
each project supported. The fundraising has not stopped, and plans 

for the next five years, all linked inextricably to the educational 
philosophy and values of Scotch, are well in place, with philanthropic 
support already very much in evidence.

The proof that the culture of giving has been established lies in the data.  
There have been more than 2,000 donors to the projects mentioned 
above. 35% of donations came from non-alumni parents and friends 
of the School (almost nothing from Trusts and Foundations) and  
the largest donation from a fundraising total of almost AUD$40 million  
since 2012 has been AUD$1.5 million (though that donor was so 
excited by what was being achieved he gave another AUD$1.5 million 
the next year!). More than AUD$7 million has already been pledged  
to future approved projects and the school is humming with expectation.

Tim Shearer, who is currently sitting on the CASE Commission on  
Philanthropy, representing Asia Pacific, says that, ‘while not 
influenced by the recently published Marts & Lundy Report on Building  
a Culture of Philanthropy, I can see that much of our success over  
the last few years is reflected in the principles set out in the report.  
It has been important to work so closely with Ann and to tap into  
the experience of Marts & Lundy as a whole.’

Ann Badger recognises Tim’s ‘enormous energy and commitment to 
respecting every donor as an individual, and working across all  
the different levels of the School to ensure that everyone understands 
what the development office is doing and why—and then showing 
them the results of their philanthropy.’

 “The fundraising has not stopped, and plans for 
the next five years, all linked inextricably to  
the educational philosophy and values of Scotch, 
are well in place, with philanthropic support 
already very much in evidence.”
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In an era of ever-increasing disparity between haves and have nots, the old 
fundraising adage Donors give to winning causes, not sinking ships may be more 
relevant than ever before.

It is why many top higher education institutions attract scores of multi-million-
dollar gifts despite endowments already in the billions (or tens of billions). It 
also explains why donors haven’t always saved struggling campuses from closing  
their doors. 

Somewhere in the vast middle are hundreds of colleges and universities fighting  
the headwinds of significant disruption, with each disruptor eventually impacting  
the institution’s balance sheet. Chief among the remedies to mounting  
financial pressure is to ramp up philanthropy. But donors are often reticent to 
plug financial gaps by funding basic operations, especially when they’ve  
been conditioned to support donor-choice, margin-of-excellence opportunities 
to enrich the educational experience. And, related to the adage above, they 
may be less inclined to support an institution experiencing a downward slide.

By Anne Reusché, Senior Affili�te Consult�nt, M�rts & Lundy Communic�tions
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Two Different Strategic Planning Efforts Define  
Campaign’s Quiet and Public Phase

Butler University 
Unleashes $250 
Million Campaign
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Like most other private institutions, Butler University faced a mountain 
of new challenges impacting higher education in the early 2000s.  
But as fate would have it, back-to-back Final Four appearances in 2010 
and 2011 and the arrival of a new Butler president, James M.  
Danko from Villanova in 2011, have proven to be clear turning points 
for the campus located five miles from downtown Indianapolis. 

Today, interest in Butler is at an all-time high, with the number  
of applications increasing nearly 140 percent since 2009. In the 2020 
U.S. News & World Report Best Colleges rankings, Butler achieved 
the No. 1 spot among Midwest Regional Universities for the second 
consecutive year and was named the Most Innovative School  
among Midwest Regional Universities for the fifth consecutive year.

Under Danko’s leadership, Butler launched Butler 2020: A Roadmap 
for Strategy and Action. Among the key initiatives was the launch  
of Butler’s largest-ever comprehensive campaign in 2015, beginning 
with a four-year “quiet phase” to help build momentum before 
approaching the larger Butler family. 

“Despite our long history, Butler’s overall culture of philanthropy  
was less developed than what was needed at the start of a new 
comprehensive campaign,” said Betsy Weatherly, Senior Executive 
Director for Advancement and Director of Campaigns. “We  

realized a need to address the fundraising basics and begin to build 
a program for not just this campaign, but for the long-term future.”

Butler engaged Marts & Lundy to conduct a detailed campaign-readiness 
assessment examining past performance trends, staffing, board and 
volunteer involvement, fundraising systems, policies and procedures, 
case for support and much more. Marts & Lundy’s Analytical 
Solutions examined Butler’s fundraising capacity while Marts & Lundy 
Communications wrote and produced the preliminary case  
statement used for feasibility interviews with some 40 top benefactors.

A campaign framework and timeline were developed with a working 
goal of $225 million—a nearly 50 percent increase from the Butler 
Rising campaign ending in 2009.

Butler responded to Marts & Lundy recommendations by adding 
major gifts and corresponding support staff; updating technology 
and systems; developing principal gift procedures; launching a 
new $100,000+ giving society; creating a new fundraising volunteer 
structure; and creating a campaign communications plan—among 
many other undertakings.

At the same time across campus, new facilities began signaling Butler’s 
drive forward, some fueled in whole or in part by philanthropy.  

The university renovated its storied Hinkle Fieldhouse, opened two  
new dorms and built a much-needed parking facility with retail 
space. A $25 million gift named the Andre B. Lacy School of Business 
and helped give rise to a new 110,000 square-foot home to a business 
school primed to attract more students and greater support of the 
Greater Indianapolis business community. In October, Butler broke 
ground on a $100 million sciences complex.

With the Butler 2020 strategic planning period coming to a close, a  
new visioning process began to carry the university through the 
next decade. The campus-wide planning effort in 2019 intentionally 
coincided with the public launch of the comprehensive campaign 
in October. Bringing together both initiatives is a common brand, 
Butler Beyond. 

“We believe it is absolutely essential to align the campaign’s public phase 
in direct support of Butler’s new strategic direction,” says Jonathan 
Purvis, Vice President for University Advancement. “Our donors are  
aware of the changing landscape in higher education and have 
responded extremely well to the fact that Butler has innovative new 
approaches and is not standing still.”

Nowhere was this more evident than at the campaign’s official public 
launch in October at which 1,200 people—students, faculty, families, 

friends and fans—came together to celebrate Bulldog Nation and the  
early success of Butler Beyond. They learned that nearly 30,000 
generous donors to date, including some 5,000 first-time donors, had  
committed nearly $170 million toward a newly minted $250  
million goal.

In addition to supporting new and updated facilities, Butler donors 
have provided record support for student scholarships, faculty funds 
and academic programs.

“I am so proud of how Butler’s campaign catalysts—administrators, 
trustees and advancement office—built a campaign that reflected  
the values, culture and future of Butler University,” said Dan Saftig, 
who heads up Marts & Lundy’s Higher Education Practice and  
has served as Butler’s campaign counsel for the past four years. “And,  
of course, it’s been gratifying to see record fundraising totals in 
response to that alignment.” 

At Butler, donors really do support winning causes.

At Butler, donors 
really do support 
winning causes.
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Curating Knowledge

Productivity is a top concern among our clients all over the globe: How do you structure and staff your shop 
for maximum results? How do you set goals, metrics and expectations? What are others in the field doing?

Working with our Canadian colleagues at Offord Group—Marts & Lundy’s partner firm based in Toronto, Ontario— 
we recently surveyed health, education, arts and culture, and social services organizations from across 
Canada to assess their productivity in major gifts. We wanted to know how charities were currently structured 
for major gifts, how successful they were in setting and reaching goals, and what aspects of major giving in 
Canada warranted a deeper dive to help charities improve their productivity in the future. 

You can download the full study at www.theoffordgroup.com/insights. A few key findings are outlined below:

2. Larger portfolios will likely lead to more dollars raised, but only to a point.

Larger portfolios do in fact lead to more visits, more proposals submitted and more dollars raised. However,  
the strength of this positive correlation begins to unravel when the number of assigned prospects per 
fundraiser exceeds 150.

3. Compared to industry standards in Canada and the US, the number of visits and submitted 
proposals per fundraiser is quite low, and the successful proposal closure rate is quite high. 

These figures more closely resemble expectations for principal giving work than for all major giving work.

4. Stretch goals will help increase visits and proposals—but not closure rates.

Higher proposal closure rates do not necessarily correlate with greater major gift revenue; a high closure rate may  
not be a marker of success.  Setting performance metrics on the closure rate of funded proposals should  
be approached carefully so as not to discourage ambitious major gift solicitations. When prospects are asked to  
make a gift only when the gift officer is certain that the answer will be yes, or they are asked to make a gift 
below their capabilities to ensure a positive response, the organization could be leaving gift dollars on the table.

While the first nine figure gift was given in Canada only 20 years ago, there were four gifts over $100 million in 2019 alone. 

To learn more about Offord Group, Marts & Lundy’s Canadian firm, visit www.theoffordgroup.com. Marts & Lundy’s 
international strategy includes client work with clients in Canada, Europe, the UK, Australia and Asia.

1. Approximately half of total philanthropic revenues from Canadian charities surveyed 
come from major gifts.

This figure is substantially lower than reported by American institutions, where results normally fall between 
68% and 77%, and lower than is generally believed anecdotally about campaign results. In the Canadian  
data set, only the Higher Education sector approaches the breakdown reported by American institutions.

MAJOR GIFTS PRODUCTIVITY IN CANADA: A BENCHMARK REPORT

by Jennifer Bizzarri, Senior Consultant & Principal, Offord Group, a Marts & Lundy Firm 

and Alison Rane, Consultant and Director, Research and Development, Marts & Lundy
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48%

68–77%

Average percentage of total 
philanthropic revenue from 
individual major gifts across all 
Canadian survey respondents

Average percentage of total 
philanthropic revenue from individual 
major gifts in American charities

Source: Marts & Lundy internal database

Percent of Overall Philanthropic Revenue from Individual Major Gifts

By Sector

Health tops the list for the 
annual number of visits per 
fundraiser at 50, with 15 
proposals being submitted 
per fundraiser.

There have been four nine-figure 
gifts in Canada in 2019. And  
the year isn’t even over yet. As a 
leader, you need to be thinking 
big, and not just by yourself. 
Transformational giving comes from  
deep, thoughtful partnerships  
and greater sophistication in our 
profession and our institutions. 
Could yours be next?
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P E R  Y E A R

Arts & Culture

Health

Higher Education

Independent School

Other

Welfare / Social Services

$100M
Mike Lazaridis

Perimeter Institute

$100M
Peter Munk

Toronto General  
Hospital

$100M
Heather Reisman 

& Gerald Schwartz
University of Toronto

$100M
Charles & Margaret Juravinski

McMaster University, 
Hamilton Health Sciences 
& St. Joseph’s Healthcare 

Hamilton

$130M
Rogers Family

University of Toronto 
University Health Network 

SickKids

$105M
Michael DeGroote

McMaster University

$100M
Anonymous

CAMH

$100M
Geoffrey Cumming

University of Calgary

22 12 67%

50 15 63%

25 10 53%

33 10 62%

20 5 74%

12 15 54%

2000 2003 2014 2017 2018 2019 2020

$100M
Peter Gilgan

SickKids

$200M
John & Marcy McCall MacBain

McGill University
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Ann Arbor, Michigan
THE FANS: Cedric Richner, Kate Harris, Irina Thompson, Leah O’Donnell,  
Bobie Clement—the Team at Marts & Lundy Richner + Richner Aging Services

THE FAVE: Eastern Market “It is eclectic and has everything to satisfy 
even the best foodie!”

HOMETOWN FIND: The Aging Services Team—led by Cedric Richner, 
Senior Consultant—is based in Ann Arbor, home to a diverse 
international food scene.

Woods Hole, Falmouth, Massachusetts
THE FAN: Mike Kohn, Chief People Officer

THE FAVE: Pie in the Sky “They have amazing breakfast sandwiches 
(linguica on a popover for me!) and the BEST bread pudding (it’s worth  
the wait for them to bring out a fresh pan).” 

HOMETOWN FIND: Mike’s husband grew up in Falmouth on Cape Cod 
and took Mike there the first time to meet his family…and they’ve been 
going back to Pie in the Sky on every visit since!

Las Vegas, Nevada
THE FAN: Don Fellows, Senior Consultant & Principal

THE FAVE: Mon Ami Gabi “Best French restaurant this side of Paris! 
Great people watching as well as sitting in the patio, which is  
literally in The Strip directly across the street from the fabulous Water 
show at the Bellagii!” 

TRAVEL FIND: University of Nevada, Las Vegas is a long-time client of Don’s.

Houston, Texas
THE FAN: Myrna Ghorayeb, Associate Consultant

THE FAVE: UB Preserv “Amazing food and cocktails that change with 
the season! You can’t go wrong with roasted pork belly!” 

HOMETOWN FIND: Myrna and her husband lived in Houston and were 
huge fans of Underbelly. After they moved to NYC, Chris Shepherd 
opened UB Preserv. They make sure to dine there when visiting friends 
and family.

Atlanta, Georgia
THE FAN: Liz Standard, Associate, Client Services

THE FAVE: Michael C. Carlos Museum “Part of Emory University in 
Atlanta the Museum celebrated its 100th anniversary in 2019. It has 
great collections of ancient Egyptian and Near East artifacts among 
others. Wonderful educational and family friendly events, traveling 
exhibits and seasonal offerings.” 

HOMETOWN FIND: Liz and her husband live in Clarkston, Georgia, just 
a few miles from Emory’s campus.

Newport, Rhode Island
THE FAN: Matt Hassert, Manager, Business Information Systems

THE FAVE: Midtown Oyster Bar “The best lobster roll!” 

TRAVEL FIND: Matt and his wife enjoy traveling and finding great spots 
to eat. Matt is a dedicated Yankees fan, though, so if there’s a game on, 
their restaurant of choice likely includes a TV.

Miami, Florida
THE FAN: Penelepe Hunt, Senior Consultant & Principal

THE FAVE: Vizcaya “A museum and gardens, it is an amazing oasis  
in the midst of the hustle and bustle of downtown Miami and  
south Beach.” 

TRAVEL FIND: Penelope has a number of clients in the Miami area including  
Vizcaya, Florida International University, the Jewish Museum and 
Frost Art Museum. 

Melbourne, Victoria
THE FAN: Alan Watkinson, Senior Consultant

THE FAVE: Victoria Market, Melbourne “One of the largest undercover  
markets in the southern hemisphere which has the best range of deli 
products from around Australia as well as being a shoppers’ paradise 
for Australian gifts.” 

TRAVEL FIND: Alan’s travels to Melbourne include his work with clients 
Scotch College Foundation, National Institute of Integrative Medicine 
and La Trobe University.

Larkspur, Marin County, California
THE FAN: Jim Zimmerman, Senior Consultant & Principal

THE FAVE: Restaurant Picco “Great wine list and amazing Italian/
Californian menu—the kampachi crudo, mesquite grilled octopus  
and gnocchi with fennel sausage are mind-numbing, but most everything 
else is excellent too.” 

TRAVEL FIND: Jim’s clients in the area include Branson School, Mark Day 
School and Marin Academy.

Darwin, Northern Territory
THE FAN: Jennifer Bizzarri, Senior Consultant & Principal

THE FAVE: Darwin International Film Festival “A very cool experience 
at this outdoor theatre by the beach.” 

TRAVEL FIND: Jenn discovered the Festival while working with Charles 
Darwin University in Australia

New York, New York
THE FAN: Nancy Raybin, Senior Consultant & Principal

THE FAVE: Saks Fifth Avenue “Enough said!” 

TRAVEL FIND: Nancy splits her time between a small town in Virginia and the Big 
Apple. While her NYC clients keep her busy, there’s always time for a visit to Saks!

Madison, Wisconsin
THE FAN: Tom Thomsen, Of Counsel

THE FAVE: Villa Dolce Café “The owner brings in ingredients from Italy 
to make homemade pasta and sauces. And after dinner an unbelievable 
selection of Gelato - all ingredients from Italy and all made are made on  
location. If that isn’t enough, their selection of wines is outstanding. 
Summers allow you to enjoy fine dining on their patio and street side tables.” 

TRAVEL FIND: This was Tom’s go to place when working with clients Edgewood 
College and the University of Wisconsin. Special thanks to Gary and Mellisa 
Kline (former VP at Edgewood) for introducing Tom to this one of a kind place.

Charlottesville, Virginia
THE FAN: Lorry DiCecco, Director of Marketing & Public Relations

THE FAVE: Bodo’s Bagels “I hate to break it to NYC, but when the first 
Bodo’s location opened 20 years ago, Charlottesville became home to  
the hands-down best bagels.” 

HOMETOWN FIND: Lorry isn’t the only fan of Bodo’s, it has been voted a 
Charlottesville “Best Of” every year since 1996!

Boise, Idaho
THE FAN: Martha Keates, Senior Consultant & Principal, Vice President, 
Business Development

THE FAVE: Boise River Greenbelt “The Greenbelt runs 25 miles along the 
Boise River, through the city. Parts of it are paved for easy access and biking; 
other parts are quite rustic. We’ve hiked sections of it a number of times and 
each time it seems like a new experience due to the wildlife, seasonal foliage 
and growth, bends in the river, and people we encounter along the way.” 

TRAVEL FIND: Martha and her husband discovered the Greenbelt a couple 
of years ago when he did work with Boise State University.

Dayton, Ohio
THE FAN: Regina Haney, Lead Proposal Writer

THE FAVE: Robert and Elaine Stein Galleries at Wright State University  
“They have an exceptional collection of contemporary and modern art, as 
well as great rotating exhibitions.” 

HOMETOWN FIND: Well, temporarily her hometown. Regina is an alumna  
of Wright State and volunteered at the Galleries while working on her 
Bachelor of Fine Arts.

Grand Marais, Minnesota
THE FAN: Sarah Cave, Consultant

THE FAVES: Worlds Best Donuts, Java Moose, Voyageur Brewing Company 
“The donuts and coffee are the perfect way to begin your day on the shore  
of Lake Superior, and the local crowd at Voyageur is a great way to end it!” 

TRAVEL FIND: When Sarah visits her client North House Folk School, she 
loves the chance to enjoy the local culture. 

Lyndhurst, New Jersey
THE FAN: Bob Miskura, Senior Vice President & Chief Financial Officer

THE FAVE: Harold’s Deli  “This long standing local spot has the largest NY deli  
style sandwiches you will encounter, matched by the largest portions of desserts.” 

HOMETOWN FIND: Bob works out of Marts & Lundy’s corporate headquarters 
in Lyndhurst. Harold’s is nearby, and just across the street from the hotel 
where many colleagues stay when visiting the office.

Chicago, Illinois
THE FAN: Alison Rane, Director of Data Strategy, Research, &  
Business Intelligence

THE FAVE: Oasis Café “Inexpensive, great tasting Middle Eastern food 
in an unusual location (at the back of a jewelry store). A hidden place for 
locals grabbing quick lunch during the workday.” 

HOMETOWN FIND: Alison lived in Chicago before relocating to Maryland 
just a few years ago.

New Orleans, Louisiana
THE FAN: Sarah Williams, Senior Consultant & Principal, Leader of 
Analytical Solutions

THE FAVE: Palace Café “Order the Shrimp Tchefuncte!” 

TRAVEL FIND: Sarah lives in Austin, Texas, home to some of the best food! 
But when she travels to visit her client, Tulane University, she can’t pass 
up a meal at the Palace.

Provincetown, Massachusetts
THE FAN: Phil Hill, President & CEO, Senior Consultant & Principal

THE FAVE: Pilgrim Monument “Standing at 252 feet, the Monument 
commemorates the history of the Mayflower Pilgrims and beyond.  
It’s the tallest all-granite structure in the United States, and the first  
thing you see as you drive into Provincetown.” 

HOMETOWN FIND: Phil is a frequent visitor to the Cape, where his dogs 
Beasley and Sprout love to play on the beach.

Favorite Finds
Isn’t it great when you discover a spot you can’t wait to visit again? And, it’s equally as 

satisfying to share your discoveries with friends and family. We are pleased  
to share some of our favorite finds and hope you’ll share some of yours with us. 

Tweet us @MrtsAndLndy and use hashtag #FavoriteFinds.
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