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OVERVIEW AND PURPOSE
The Westmoreland Museum of American Art (WMAA) retained Carter to
conduct a planning study for a capital campaign of $13.3 Million. The study
assessed donor interest in three campaign elements:
Endowing Three Leadership Positions
Strengthening the Permanent Collection: Challenge Match
Expanding the WMAA’s Reach through an Audience Development and
Visitor Engagement fund
This report presents Carter’s findings, observations and recommendations for
WMAA as the museum proceeds with fundraising for these purposes.
SUMMARY OF STUDY METHODS USED

Carter conducted 23 interviews in October and November 2020 with 23
individuals selected by WMAA leadership with guidance from Carter. These
individuals represent Board members, donors, institutional funders and key
staff.
ORGANIZATION OF THIS REPORT

This report begins with Carter’s findings from the interviews followed by Carter’s
interpretation of the findings, including our observations and
recommendations to proceed. The appendices contain supporting content
and documents produced during the engagement.
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PLANNING STUDY CONTEXT
Preparation for the Planning Study began in February 2020, was paused due to
the shutdowns forced by the Covid-19 pandemic and began again in
October 2020. Because of the pause, one participant was interviewed twice;
however, only the second interview is included in the findings in order to
maintain a consistent data set. The study reached WMAA donors considered
capable of significant investment in the future of WMAA.
Through the personal interviews, the Carter team explored:
•

Image of WMAA

•

Assessment of elements of the Case Summary and the overall project
(Appendix A)

•

Attitudes and interest toward the campaign

•

Response to the Gift Pyramid (Appendix B) reflecting a test goal of $13.3
Million

•

Personal philanthropic appraisal of WMAA by the participant

•

Willingness to make a gift to the campaign and possible giving level

•

Willingness to volunteer or accept a leadership role in the campaign

•

Suggestions about potential volunteers and donors

•

Board strength and engagement

•

Timing of the campaign

•

Suggestions for WMAA about whether or how to proceed
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INTERVIEWS

The Carter team worked with Anne Kraybill, The Richard M. Scaife
Director/CEO, and Rhonda Madden, Director of Advancement, to help select
study participants and develop the Case Summary. The individuals interviewed
were identified based on their affiliations with WMAA, such as current and
former Board members, donors, volunteers, prospective donors, or foundation
or corporate representatives.
Arthur Scully and Lizz Helmsen conducted 23 interviews from October 2020
through November 2020. Two were voice-only; all others included voice and
video via Zoom or were socially-distanced, in-person conversations. All
participant responses are anonymous. Appendix C includes a list of interview
participants. Those interviewed included:
3 potential Top 10 donors, perceived as capable of investing $500,000 or
more
7 potential Next Tier donors, perceived as capable of investing $100,000
to $499,999
9 potential donors perceived as capable of giving $10,000 to $99,999
4 potential donors perceived as capable of giving less than $10,000
Those interviewed had multiple affiliations with WMAA. These included:
11 Board members
7 current major donors
5 community leaders
5 individuals who are potential leaders within the WMAA community
5 representatives of institutions that give to charity
2 members of the WMAA staff
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FIVE CAMPAIGN ESSENTIALS
LEADERSHIP

The success of WMAA’s campaign will hinge on leadership. In most cases, the
available dollars for success are present within your constituency. The key to
WMAA’s success will be enlisting the best and strongest possible leaders to be
actively involved in your fundraising efforts. While we may not always be able
to get the ideal leader enlisted in the ideal role, we must get multiple ideal
leaders involved to position ourselves for success.
COMPELLING AND EMOTIONAL CASE FOR SUPPORT

The needs articulated in WMAA’s Case for Support must be extremely
compelling and emotional. The Case must also clearly demonstrate a
campaign is absolutely necessary to ensure WMAA can accelerate its work
and its impact. Constituents will take the WMAA campaign seriously when they
are convinced the need is valid, urgent and compelling.
ADEQUATE RESOURCES

WMAA must have adequate internal resources to conduct a successful
campaign. Resources include people, systems, processes, volunteer support
and a campaign budget.
A GREAT PLAN

Every campaign has just one opportunity to be executed properly. Far too
many organizations rush into a campaign without first creating the proper
leadership structure only to reach a plateau and struggle to finish. Therefore, it is
imperative WMAA create the best possible campaign plan to ensure success.
SUFFICIENT CONTRIBUTABLE DOLLARS

Obviously, sufficient contributable dollars must be available to achieve
success. Therefore, we must be certain the number of prospects needed to
ensure success exists and the proper proportion of prospects relative to
capacity is available.
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IMAGE OF WMAA
OVERALL PUBLIC IMAGE OF WMAA

Public Image of the Westmoreland Museum of
American Art

Good
21.74%

Excellent
78.26%

A positive public image is essential to an organization achieving campaign
success. The Westmoreland Museum of American Art is viewed by those
interviewed as a wonderful organization and a key asset in the community.
On hundred percent (100%) of respondents rate the public image of WMAA
as either excellent (78%) or good (22%). Participants also offer overwhelmingly
positive support for staff leaders, including Anne Kraybill, Barbara Jones and
Douglas Evans. This mainstream positive response is noteworthy and should
bode well for the success of a campaign.
COMMENTS FROM INTERVIEWS
Judy had been so great, so we were worried when she retired, but Anne
is wonderful.
The museum continues to reach out to the community.
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World class.
The shows are surprising and inspiring; very thoughtful.
The Westmoreland has a wonderful reputation, not only in the local
community but also in the art community.
They've done a good job lately changing to adapt.
It’s great now but imagine what we could do if we could focus on
cutting edge exhibits and programming vs raising operational funds to
pay salaries?
The Westmoreland is on the way up in the museum world.
I love the new addition.
The depth of the artwork for American art in the time period they focus
on is unparalleled. WMAA is a big draw for Greensburg, Westmoreland
County acting as an economic development force and they are
extremely well managed and governed.
The Westmoreland is fabulous.
The museum adds a lot to the fabric of the community. I'm a real "ra-ra".
Events bring in a wide spectrum of the population.
The museum is so vibrant, especially around the holidays.
We love the museum; it's a real shining star.
People appreciate the museum whether or not they go.
Anne is wonderful, we have seen an increase attendance from
Allegheny County and we may be better positioned now than before
Covid-19.
The museum has operated in the black for 20 years.
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WMAA is an important cultural asset in Westmoreland County and
unique to all of Western PA and beyond. Importantly, WMAA is more
than a museum, it has a role in creating positive economic
development in Greensburg for other cultural and arts organizations and
small businesses.
The Westmoreland is a wonderful museum and they have a great
collection.
It's a wonderful institution and I have a great deal of confidence in their
ability to weather this time.
For people who've had a child come through, their experience with the
museum is very good.
Events have really opened up the museum to a wider audience.
The Museum is very near and dear to my heart.
My parents were involved with WMAA and introduced me to art and the
museum at an early age. The museum is a big part of the community
fabric of Westmoreland County.
I have a family history in Westmoreland and am on several boards.
WMAA has an excellent image and its growing.
Anne's been very impressive since she came on board. Judy was the
right person when she was here, and Anne's the right fit now.
Anne is a wonderful spokesperson.
People know that Anne moved into Greensburg when she came here,
and that says a lot.
Anne's done an excellent job with pop-up opportunities.
We're so fortunate to have attracted someone like Anne.
I was close to Judy and supported then. I still support them.
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They have very creative and talented people. I really admire Barbara
and Doug.
The Westmoreland over the years has become a force to be reckoned
with in the community.
WMAA stays focused on its mission and vision and does not stray, very
impressed with that.
Many of our Pittsburgh friends know and love WMAA.
The museum has a long history. It has grown; it used to be perceived as
not for the common man, but over the years they've really opened their
doors.
I think it's grown organically and in a positive way.
Outreach has been and continues to be excellent.
There has been some minor push back from the old guard about new
exhibits, but we're pushing ahead because it's important.
It's still hard to convince Pittsburghers that there's another museum
besides the Carnegie and the Frick.
We have the same challenge as everyone in western Pennsylvania in
terms of the lack of diversity on the board, but it's something the board is
openly talking about.
I would say that the only negative is that some people don't like the
addition.
There isn't enough visibility beyond Greensburg. They need to put things
in the newspapers. Latrobe isn't hearing enough.
Let students at local colleges know about the museum.
Most people who collect art or visit museums, I think, are privileged. So,
museums need to work harder to diversify.
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I haven't been there lately.
I admire their ambition.
Different constituencies have different experiences, and it's important to
bring people along.
Hopefully some of the remote programming will continue. Programs can
be much sleeker virtually and can be accessed again. They open the
audience up to the world.
What I hear most is, I've heard it’s a great museum but I have never
been there. Or, I love WMAA, went there five years ago but have not
been back. Or, it’s a really great museum but its way out there.
Great reputation for a museum that a lot of people of Western PA have
not visited yet.
Could increase visibility in New Kensington and greater Pittsburgh area
but excellent
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HOW COULD WMAA KEEP IMPROVING ITS SERVICE TO THE COMMUNITY?

What do you think WMAA can do to keep
improving its service to the community?
Pick all that apply
Create engaging audience experiences

82.61%

Continue a policy of free admission

69.57%

Serve even more as a community
resource center with space
Continue youth programs/schools/families*

34.78%
26.09%

Reach people in more communities*

17.39%

Multi-institution partnerships*

17.39%

Diversity*
Access to "risk capital" to respond
to community interests

13.04%
8.33%

* Options with asterisks are from comments made. They were not offered on the list of options.

In ranking options, two are mentioned more than the others with eighty-three
percent (83%) of participants selecting “creating engaging audience
experiences” and seventy percent (70%) supporting “continuing the free
admission policy.” In answering this question, most interviewees indicate that
the remaining six options support one or both of the top two.
COMMENTS FROM INTERVIEWS
More third-party events.
They not only talk about it but exhibit an openness to everyone.
Free admission was a risk, but we seem to be OK.
They do a nice job of interacting with people from school age through
adults.
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The museum is very inviting, with things like food trucks and family days
and the cafe. These are some of the things that we're missing right now.
You have to make it fun, and their events are.
The lighting outside of the museum for Christmas is great.
They do wonderful educational programs.
There are opportunities to interact with Greensburg.
Being relevant is the key.
I've been happy to see so many Seton Hill students at events.
There should be some fee for admission.
Diversity and inclusion are important; make sure the collection reflects
people's full experience so they can see themselves.
Educational Opportunities for minority residents of the community.
Added technology for programs.
Attract exciting exhibits and develop creative programs.
Anne is covering all the bases in terms of service to the community.
They need to continually reach out to the greater geographic
community.
They have done a lot of programs for young children. They have a
wonderful program where children can make art right after seeing the
collection.
It's important to have docents who can relate to children.
They have a lot of family and children's programs.
Having children from schools come is important. The purpose of a
museum is to expose people to art.
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Encouraging groups of children with subsidized bus trips to allow them
an experience which they might not otherwise have. If the
Westmoreland wants to be known as more of a community center then
programming appealing to teens could be offered. Ask them what they
want.
The Museum is a safe space for families and groups, more now than
ever. Highlight the free admission policy
Focus on the schools.
I love what they're doing with kids and the Friday nights with teachers.
They've been responsive.
I wonder if there's an untapped population in Ligonier, where there are
people who are seasonal and wealthy.
They need to have a greater physical connection between Greensburg
and Pittsburgh. There are seniors in Pittsburgh who are interested but
can’t get there, particularly for evening events.
Partner with other regional assets to attract visitors that will spend time
and money in Greensburg.
How can we partner with local & regional organizations to act as a
catalyst for economic development? How does WMAA become a
community hub and a resource for everyone?
There is a Black community in Greensburg.
Can we joint program with the Palace Theater or cross sell with other
local destinations like Fallingwater and Flight 93 Memorial?
Anything we can do to attract repeat visitors is important.
The key is how to get the Pittsburgh crowd. Maybe they can tap into
senior centers, host lunch & learn programs.
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If we could get more people viewing art, more kids viewing art, and the
light bulb goes on for a few of them, that can change lives.
When I go to the museum, there's hardly anyone there now. People are
still afraid to go inside.
I would recommend that the museum offer some kind of connection
with the three Carnegie Museums and the Frick as well as SAMA and
other area museums for free entry to all if you are a member of one.
Be conscious of the need to bring people in from all over the county.
The county is very conservative and not very diverse. Anne is trying to
push diversity. I haven't seen a push-back yet.
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RESPONSE TO THE CASE FOR A CAMPAIGN
Carter asked about the Case Summary and for ratings of the campaign
components.
OPINION OF THE PLAN

Opinion of the Plan
Don't Know or
Unsure
4.34%

Accepts Plan
26.09%

Right Plan
69.57%

An overwhelming number of interviewees are supportive of the proposed plan
for the museum, with seventy percent (70%) stating it is the right plan and
twenty-six percent (26%) accepting the plan. In sum, ninety-six percent (96%)
of interviewees respond it is the right plan or accept the plan and none state it
is the wrong plan. This is a strong indicator that the respondents recognize and
concur with the identified needs and the plan WMAA has proposed to meet
those needs.
COMENTS FROM INTERVIEWS
The Case was really well done. It's nice to have different elements.
It's exactly where the Westmoreland needs to go.
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The endowed positions speak to the museum's long-term viability.
The endowment for expanding the museum's reach helps in breaking
down the walls for people.
The goals are admirable.
The plan is relevant, consistent, and aligned with the strategic plan.
I love that the Case is so spelled out.
I'm happy with the Case Statement.
Having positions endowed would allow us to focus more on cutting
edge exhibits, partnerships and educational programming.
We are financially stable; the endowment will allow us to embark on
creative projects and partner with others to bring more exhibits.
With a bigger endowment we can attract and retain better and more
impactful staff and it would allow our annual fundraising to focus on
wonderful traveling exhibits, outreach into schools and increasing our
regional partnerships.
Grow the endowment, it will allow you to do more exciting programs.
The endowment will allow us to do many things with greater confidence.
Covid-19 has shown the value of a strong endowment, especially for
WMAA as we don't charge for admission.
It's important for any organization to have an endowment.
It's probably smart to have the art acquisition be a smaller portion
because it's attractive, tangible.
Barbara's longevity makes the idea of the endowed position very
attractive.
Endowment and Outreach are critical. Refine Case to talk about impact
of endowment versus selling the expense of endowing a position. What
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would WMAA be able to provide community if they had endowed
positions?
Totally understand and support endowment growth but wonder how we
can frame it differently when we approach individuals.
It's important to emphasize financial responsibility. People are nervous
and don't want to see their gifts evaporate.
Communication is so important, reaching out to people without asking
for anything, just to let them know what's going on.
It's ambitious.
If the board has decided that this is what's needed, then yes.
I'm excited about the endowment, but it's difficult to raise endowment
funds.
We need to capture and tell donors who the impact the endowment
will have.
To endow positions is pretty broad. We're going to have to explain what
that actually does.
I trust Anne, Barbara and the leadership team. I'm confident in Anne's
ability to tell a story.
Funding for Anne's position will be tricky with the Scaife name already
attached.
The challenge could be a 1 for 2 match and it could work. If you use
that to expand to important regional artists and artists of color, that
could help with audience engagement.
I agree with the plan, but is it the right time for a campaign? How do you
describe how an endowment puts art on the walls, attracts great
exhibits and develops exciting outreach programs?
I have a question: do donors want to give to personnel?
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Not sure WMAA can do it all at once but it’s the right plan.
I haven't read the case yet, but it seems worthwhile.
I need more time with it and more information to make an informed
decision.
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RATING THE COMPONENTS

Rate Each Campaign Component

Endowing Three Leadership Positions

18

Strengthening the Permanent Collection:
Challenge Match

Expanding Our Reach

Essential

Needed but Not Essential

4

13

10

Not Needed

8

6

1

11

7

Don't Know or Unsure or No Response

Of those interviewed, 22 indicate endowing the three leadership positions is
essential or needed but recognize the challenge of raising $10 Million in
endowment funds, while 21 of the 23 respondents say that strengthening the
permanent collection is either essential or needed to build on the existing
impressive collection. There is less consensus around endowing a fund to
expand the museum’s reach; however, it is still notable that no participant said
that was not needed. There is strong support for expanding the museum’s
reach on a project by project basis.
COMMENTS FROM INTERVIEWS
Do we have enough room to store and care for our growing permanent
collection?
Collection is really good.
Permanent collection is pretty good now but we need to continue
building it, and the match is a great way to encourage this effort.
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I think the collection challenge is viable and people would enjoy giving
to that.
Even if we could endow one position a year for the next three years it
would be impactful.
People close to the museum would be willing to endow Barbara's
position.
The endowed positions are critical.
The curator position should be top priority.
For the endowed positions, I would want more information about why
the numbers are what they are. I'm sure the board has analyzed the
numbers, so I'm not questioning. I just would want to see them.
It does give me pause that $10 million is for endowment.
Focus on partnering with others to expand reach into Pittsburgh
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ASSESSMENT OF CAMPAIGN
Carter interviewers asked three questions about a possible campaign: Will the
community be receptive to a campaign; is $13.3 Million the right goal; and is a
lead gift of $3 Million available?
WILL THE COMMUNITY BE RECEPTIVE TO A CAMPAIGN?

Will the Community be Receptive to a
Campaign?

Yes, Very Much
So
8.70%

I Do Not Know
17.39%

Yes
73.91%

An overwhelming majority of respondents believe that the community will be
receptive to a fundraising campaign, with nine percent (9%) saying yes, very
much so, and seventy-four percent (74%) saying yes. Seventeen percent (17%)
of the interviewees state they do not know if the community will be receptive
to a campaign.
While most indicate that the community will respond positively, they also say
that creating a great plan, finding the right campaign leaders and identifying
lead gifts should take place before going into the public phase. In addition,
creating a creative marketing and communications plan to accentuate the
important role WMAA has played during the Covid-19 pandemic will also serve
the campaign well.
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Those who are unsure that the community will be receptive to a campaign
cite the uncertainty of the economy, election results and Covid-19
as the main influences affecting campaign success.
COMMENTS FROM INTERVIEWS
People like to be associated with cultural things.
WMAA is positioned to move ahead.
Judy did a good job building relationships, and Anne has kept that up.
There are people in the community who have a lot of love for the
museum.
If we keep our donors engaged during these times, the community will
welcome the campaign. Start with the local donors and then work our
way into Pittsburgh.
It's been a difficult year, but the people who will be giving have done
well.
If it were a normal time, yes, the community would respond.
What is the scope of the community they're talking about here?
At the right time.
If we have a good plan, great leadership and time the campaign with
great programming.
Planning, leadership and timing are critical. Lots to do before we launch.
The timing will be key.
With revision to Case and the right leaders.
Wait for a vaccine before going public.
Many are being very cautious right now and that may stay that way for
six months
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I am not a fundraiser so I am not sure how to answer this.
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ASSESSMENT OF GOAL

Is a $13.3 Million Goal Achievable?

Unsure
21.73%
Yes,
43.48%

No
8.70%
Perhaps
26.09%

While interviewees indicate that the community will respond well to a
campaign for The Westmoreland Museum of American Art, there is less
certainty for a $13.3 Million goal. Less than half, forty-three percent (43%) of the
interviewees indicate the number is within reach, and twenty-six percent (26%)
say perhaps, while thirty-one percent (31%) are unsure or feel it not possible.
COMMENTS FROM INTERVIEWS
I'm hopeful.
I guess so. $13 Million in today's world isn't a huge amount.
Pre Covid-19, I would have said yes, post Covid -19 I think we can.
It's going to be a challenge, and the foundations will need to support it.
But it feels like it could be doable.
That's a pretty lofty goal for an organization of this size.
$8 Million.
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$9 or $10 million
Not all at one time but over time this is achievable, phase campaign;
start with $8-$10 Million.
Maybe we look at phasing the campaign focusing first on the collection
and one position and then looking at ways to fund the other positions
and programs. Currently our foundation supporters act as an
endowment; they are very invested in WMAA.
I know we raised $25-$30 Million for the building but I'm not as optimistic
about raising $13 Million today but I am conservative.
Raising endowment money is a big challenge
There will need to be large levels of institutional support.
That’s a lot of money for this area.
I hope so, but I just don't know right now. I want to see what others think.
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IS A LEAD GIFT OF $3 MILLION AVAILABLE?

Is a Lead Gift of $3 Million Available?
No
4.35%

I do not know
4.35%

Yes
30.43%

Perhaps
60.87%

Ninety-one percent (91%) of participants are very optimistic about the
availability of a $3 Million lead gift with thirty percent (30%) saying yes and sixtyone percent (61%) indicating perhaps a gift of that magnitude is available.
COMMENTS FROM INTERVIEWS
There are one or two people who could be the lead.
Actually, "yes" to the top four gift levels at least.
There are only a couple of individuals who could do that. Foundations,
yes.
We certainly have people with the ability to do that, but they'll need to
be cultivated.
It would have to be a foundation.
Maybe from the foundations.
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I worry about the middle of the pyramid.
$2.5 Million.
$2 Million. (Multiple responses at this level.)
When looking at arts organizations, foundations are struggling to
determine how vulnerable they are versus the value and impact they
have on the community. There will be arts organizations that close in the
next two years. Making the Case for WMAA is a key issue.
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PHILANTHROPIC SUPPORT
This section presents responses to questions related to how the study
participant rates WMAA as a personal philanthropic priority and how a
campaign for WMAA fits into the potential donor’s vision.
PERSONAL PHILANTHROPIC APPRAISAL OF WMAA

Personal Philanthropic Priority of WMAA
No Response
Low 8.70%
4.35%
First
21.74%

Second or Third
65.21%

For a campaign of this scope to succeed, the project must be a high personal
priority for leaders, volunteers and donors. Of the 23 study participants, twentytwo percent (22%) rank WMAA as a “first priority” among their charitable or
volunteer interests.
For the sixty-five percent (65%) who rank WMAA as a second or third-level
priority, most indicate that they have a handful of organizations they support
and picking just one is difficult.
COMMENTS FROM INTERVIEWS
We are very supportive of WMAA.
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WMAA is right at the top; I am engaged.
I support three mid-sized arts organizations, including WMAA.
Our family foundation supports WMAA and other organizations.
I am involved with three organizations for different reasons and I love
them all.
Focused on Pittsburgh but I love WMAA
Church is top.
PITT and Salvation Army are ahead of WMAA.
WMAA is second.
Too many other priorities for Westmoreland to be near the top, but I do
support.
It's probably 3rd or 4th but will move higher in a campaign.
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PLANNED GIFT CONSIDERATION

Would consideration of a planned gift be a factor
in making a campaign pledge?

Did not
Dislose/No
Comment
30.43%

Unsure
8.70%

No
8.70%

Yes
26.09%

Perhaps if...
26.09%

There is a strong and generous culture of legacy giving among participants.
The study consultants asked if that culture could be further enhanced through
the proposed campaign, and if estate planning would encourage greater
support for the three elements described in the Case Summary. Just over half
of the study sample, fifty-two percent (52%) indicate that legacy giving would
be attractive to them as they considered campaign support. This is very
encouraging, especially for the endowed positions.
COMMENTS FROM INTERVIEWS
If I made a gift to the Endowment I would expect to see and review a
Board-approved Endowment Policy
Legacy giving seems like a very valuable tool.
Planned giving could and should happen immediately.
Endowments and planned gifts go hand in hand

Westmoreland Museum of American Art – Planning Study – December 2020

29

Have written in the draft of my obit that all gifts should go to WMAA.
I think WMAA is in my will.
We've talked about that.
I don't know how my priorities will shift as I get older.
Not for us but for others I would think so.

PERSONAL GIVING

Would You Consider Making a Gift to the
Campaign?
No
4.35%

Would Not
Disclose
4.35%

Perhaps if...
13.04%

Yes
78.26%

Study participants were asked if they, or the entity they represent, would
consider making an investment in the WMAA campaign as outlined in the
documents that were shared. Experience indicates that the response to this
question during the study provides a baseline and that during the actual
campaign, with the influence of leadership and the momentum of other gifts,
the response rate is significantly higher. It is encouraging, therefore, that
seventy-eight (78%) of participants indicate a willingness to make a campaign
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commitment, and another thirteen percent (13%) indicate that a gift is likely
under specific circumstances.
COMMENTS FROM INTERVIEWS
We would make a large gift for us.
Yes. That's part of my role as a board member.
I would make a six-figure gift.
Between $25,000 and $50,000.
Yes, for the permanent collection or educational programming
I don't know enough yet to think about an amount. I'll need to see the
impact.
I need time to consider and plan.
I can't do what I would have six months ago.
I have big pledges for 2021 & 2022 to other organizations. I would be
very supportive but would have to be a multi-year pledge.
We give now five figures annually but we would consider.
We couldn't say at this time.
We do not support endowment campaigns.
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AT WHAT LEVEL WOULD YOU ANTICIPATE SUPPORT?

At What Level Would You Anticipate Support?
73.91%

13.04%

13.04%

0.00%

0.00%

0.00%

Next Tier Community General
Top 10
($500,000 or ($100,000 to ($10,000 to (< $10,000)
$99,999)
$499,999)
more)

Would Not
Disclose

No Gift

GIFT RANGE INDICATED BY INTERVIEW PARTICIPANT*

SELECTED
CONSTITUENCIES
Top 10
($500,000 and Up)
Next Tier
($10,000-$499,999)
Community
($10,000-$99,999)

Lead Gift
Level
$500,000+

Next 8 in
Top 10
($100,000 $499,999)

0
0

43%

General
<$10,000

0

0

0

3

0

0

3

0

0

General (<$10,000)

0

0

Board

0

Other Constituents

0

27%

Next Tier
($10,000 $99,999)

33%

0

3

18%

2

0

11%

1

Would
Not
Disclose

Totals*

3

100%

3

57%

4

100%

7

0
0

67%

6

100%

9

1

100%

1

0
0

55%

6

100%

11

89%

8

100%

9

*Three individuals interviewed were not asked about the amount they might contribute.

While the study consultants did not solicit commitments from those who were
interviewed, each participant was asked to indicate a likely gift level based on
what they know at this point and how they feel at this juncture. The majority of
respondents, seventy-four percent (74%), would not indicate a specific level of
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support for the campaign including seven of the top ten rated prospects. It is
not unusual for interview participants to defer regarding an anticipated gift
level this early in the campaign planning process; however, seventy-four
percent is a larger percentage than would be anticipated given the
demographics of the study sample, which may be an indication of the level of
uncertainty in the larger world right now.
COMMENTS FROM INTERVIEWS
It would be the same or more as for the last campaign.
I haven't committed to an amount yet.
Personally, and from a foundation.
In the range of the last campaign gift.
I have made a commitment already.
$25,000 - $50,000 over several years.
In the $100,000 range.
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CAMPAIGN VOLUNTEERS AND LEADERSHIP
Interviewers asked the study participant about his or her willingness to
volunteer for the campaign, including a question about serving as a
campaign leader.
WILLINGNESS TO VOLUNTEER

Willingness to Volunteer
Not
applicable
4.35%

No
26.09%

Yes
39.13%

Perhaps if...
30.43%

Volunteers are an essential component of a successful campaign. They open
doors, tell stories, answer questions, ask for campaign commitments and say
“thank you.” Campaigns that falter often lack adequate volunteer resources.
While a plurality of participants said they are willing to volunteer for the
campaign in some capaicity, a thirty-nine percent (39%) positive rate is below
expectations. An additional thirty percent (30%) indicate that they may be
able to help in a limited capacity. Some indicate that they need to be careful
to avoid any real or perceived conflicts of interest. A portion of the participants
who indicate some willingness should be convertible, providing WMAA with a
larger pool of campaign volunteers.
COMMENTS FROM INTERVIEWS
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I can help with strategy and coaching.
Volunteer in Development office or host an event.
I can call on some people.
I would love to see an event similar to the big art party with a lower price
point for younger folks
I would be happy to talk with anyone about the collection and WMAA's
place in American Art museums.
I am happy to make a call or two or host a gathering.
I might make a few calls or maybe sign some letters, but overall no.
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WILLINGNESS TO LEAD

Willingness to Lead
Yes
13.04%

Not
Applicable
21.74%

Perhaps if...
21.74%
No
43.48%

Leadership is the first of Carter’s “Five Campaign Essentials” and is the single
most impactful element of a campaign. Only thirteen percent (13%) of
participants report that they might accept a leadership role, with an
additional twenty-two percent (22%) indicating that they would perhaps
consider such a role. Older participants who say that they could not or would
not accept a leadership position feel that they currently have, or have had,
too many other commitments. Current health and Covid-19 are also reasons
participants give for why they could not or would not commit. These
experienced leaders may be willing to serve in limited, honorary roles if they
feel that strong successors will be more active. Identification and enlistment of
the strongest possible campaign leaders will be a high priority in the early
stages of this campaign.
COMMENTS FROM INTERVIEWS
Many things to do before we launch campaign, prospect research,
establish goals beyond fundraising, make the case tell what will happen
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with the endowed positions. Coach volunteers, engage next
generation.
The associate board members should really be involved.
There should be a diverse campaign team. Who can attract new
people?
The honorary positions will be important.
I have no experience.
I don't have the time to do it well.
I have too many other obligations and need to know when to say "no".
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WMAA ENGAGEMENT IN FUNDRAISING
BOARD STRENGTH & ENGAGEMENT

Perception of Board's Ability to Fundraise

Do Not Know/
No Response
26.09%
Average
13.04%

Excellent
21.74%

Good
39.13%

A campaign of this scope is a Board responsibility. Others may get involved but
only if they see an example set by the Board. And while not every Board
member must be a solicitor, there should be a role for every Board member
somewhere within the campaign organization.
A solid majority, sixty-one percent (61%), of participants rate the Board as
having excellent or good fundraising ability and praise the overall commitment
to, and leadership of, WMAA. No participants rate the Board as weak. Several
participants note the high level of campaign experience on the Board, while a
few participants note that Judy O’Toole did most of the fundraising before she
retired as Director/CEO. There are competing interests in board recruitment,
with some participants highlighting the need for greater diversity, both in terms
of age and race/ethnicity, and some highlighting the need for members with
higher financial capacity.
COMMENTS FROM INTERVIEWS

Westmoreland Museum of American Art – Planning Study – December 2020

38

They have good Ligonier connections and relationships with foundations.
They have a good board. I know Judy always enjoyed a good working
relationship with them. I assume her replacement does, as well.
We can have fun with a campaign.
Anne will need to be very visible, a real key for success.
It's a good board and committed to the Westmoreland.
There are a number of people who are experienced campaigners.
Make sure all board members are on board with the trajectory.
Work on getting the board involved in a cohesive manner, reviewing lists
and developing strategy on who should approach whom and for how
much.
I have been pushing for more people with larger capacity to join the
board.
There are some people who have experience.
There are some people who don't know.
Could be better.
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INTERVIEW RESPONSES ABOUT PROCEEDING
CHALLENGES TO THE TIMELINE

Challenges for the Timeline?

Wrong Time to
Proceed
26.09%

Good Time to
Proceed
26.09%

Good as Any
Time
47.82%

Overall, a strong majority of participants, seventy-four percent (74%), say that
this is a “good time to proceed” or as “good a time as any.” This is remarkable
given the level of uncertainty in the world surrounding the pandemic. Those
who feel that it is the wrong time unanimously cite Covid-19 as the largest
reason to wait. There is also a feeling that the WMAA can use the coming
months to begin planning for a campaign so that the organization is ready to
move quickly once the pandemic, and the resulting economic effects, is
under control.
It should also be noted that interviews were conducted prior to the
announcements that multiple vaccine trials have been successful, and also
prior to rising numbers of Covid-19 cases nationally.
COMMENTS FROM THE INTERVIEWS
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Move forward with planning and leadership and lead gifts now.
The money is there. I can see people who've had a good year.
I'm in favor of action.
The museum's in a good position and the story's compelling.
I think it's the right time.
All the arguments for moving forward are still valid.
I applaud the courage to move forward.
It's a great time.
The timing is tricky. It feels different today even than it did three weeks
ago.
I'm concerned because we just don't know right now, but I'm not shying
away.
There is much work to be done before the first ask is made, use this time
to address those issues and be ready to launch campaign in 2021.
They need to thread the needle in terms of messaging.
Keep refining and articulating the case.
Use the time between now and May/June to develop strategy, conduct
research, consult with past big donors and recruit chairs and some lead
gifts. Once Covid-19 is under control move ahead.
Planning will take 3-4 months and then the quiet leadership phase. By
then we may have a vaccine and people will be more hopeful
Take time to plan, work on case.
This is a terrible time. Too many organizations need operating support
right now.
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Not until there's a vaccine.
The annual fund may be a good litmus test; people who give now are
your true supporters.
Get people used to funding operations.
The timing might not be fabulous.
I question the wisdom of doing this right now when there's so much
visible need.
I think it will take a year to recover, economically and psychologically.
Wait until a vaccine is in place.
Covid-19 and possible change to the tax code. Plus, we should expect a
drop in the stock market of 25% if Biden wins. Plan will have to take those
issues into account.
It's just too uncertain. We don't know when we'll be back to normal.
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SHOULD WMAA PROCEED?

Should The Westmoreland move forward with a
campaign?
No
8.70%

Yes
39.13%

Yes with
Conditions
52.17%

Just over half, fifty-two percent (52%), of participants agree that WMAA should
proceed with a campaign once the organization addresses certain conditions.
An additional thirty-nine percent (39%) believe that WMAA should proceed
now. Those who offer a conditional response want to see additional planning,
including a more detailed case for support, prospect research, leadership
recruitment and additional cultivation efforts. Anne Kraybill has won approval
from those who know her but is still considered a new arrival, and therefore
should continue to build relationships and be visible in the community.
COMMENTS FROM INTERVIEWS
Yes, because you have to keep looking forward.
Yes, absolutely.
If you need the money, and WMAA does, and you have earned the
right to ask, which WMAA has, I say go for it. Foundations and lead
donors are expecting this campaign after we raised the funds for the
expansion.
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We need to fine tune the case to show what we will do and the impact
endowed positions will have. Recruit strong volunteer leadership,
develop a solid plan and make sure we have the internal capacity to
conduct the campaign properly
Research, plan, recruit great leaders and fine tune the case to show
what will be better, different with endowed positions.
Move forward with the quiet phase to start talking about the endowed
portions of the campaign.
Keep working on the case to include more information.
Keep working on how to be inclusive.
We need leadership, internal capacity, great plan.
Put active phase of campaign on back burner for now. Focus on
research, planning, leadership recruitment and talk with lead donor
prospects. wait until March before moving ahead.
We have 4-6 months of planning, research and leadership recruitment to
do before we go public.
Plan, engage leadership and lead donors and reach out to Pittsburgh
and the next generation.
Refine Case, make WMAA unique, compelling and laser focused on the
mission, add economic development, tourism. Plan for a wonderful
exhibit for the public phase.
Wait for a vaccine before going public; silent phase may take time.
Fine tune Case, get Anne involved in a big way, develop strategy to
connect art lovers in Pittsburgh, have a regular presence in Pittsburgh.
Refine Case to describe impact of endowing positions, increase
community outreach into community, recruit great leaders and Anne
must be visible and take lead in campaign.
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There is and will be a crisis in arts funding from foundations with many
closing over the next two years. WMAA should focus on the community
impact, outreach to children, schools and families and describe how
WMAA is different, unique and special.
Suggest you get in front of RRC and PGC members at a dinner lecture
with Anne taking lead.
The goals are lofty and necessary, but my opinion is that this isn't the right
time.
Election will be behind us so Covid-19 is the big issue.
Talk to all donors about planned giving, many people are making a will
for the first time of making revisions due to Covid-19.
I think moving forward right now sends the wrong message.
The timing is not right for a launch, but you can do the spade work.
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CARTER OBSERVATIONS
This section presents assets (Positive Factors) followed by potential challenges
(Pathways to Success). The Recommendations appear in the next sub-section.
POSITIVE FACTORS

WMAA’s image and reputation among constituents are outstanding.
Donors have a high level of confidence in the organization’s ability to
fulfill its mission.
There is recognition in the community that WMAA has performed very
well during the Covid-19 pandemic and has increased its standing and
community image during these challenging times.
Respondents overwhelmingly acknowledge that the plan is the right
plan and addresses WMAA’s needs.
There is strong support for expanding the museum’s reach on a project
by project basis.
There are potential funding opportunities in Westmoreland County and
Pittsburgh with individuals, foundations and the corporate sector that, if
properly cultivated and engaged, could allow the campaign to
achieve success.
Respondents believe that the community will be supportive of a
campaign.
A solid majority of participants rate the Board as having excellent or
good fundraising ability and praise the overall commitment to, and
leadership of, WMAA.
A strong majority of participants indicate that the timing is good or that it
is as good a time as any to begin a campaign, which is remarkable
given the level of uncertainty in the world surrounding the pandemic.
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POTENTIAL CHALLENGES OR PATHWAYS TO SUCCESS

While study participants are optimistic about finding a lead gift, none of
the interviewees self-identified as a potential lead gift donor, nor was
one identified in the interviews.
The study shows that WMAA is strongly positioned in two of the five
essential elements for a successful campaign: a compelling and
emotional case for support and access to charitable dollars. The
organization can strengthen the remaining elements: leadership, a great
plan and adequate internal resources, with continued planning and
campaign preparation.
The length of the pandemic as well as its long-term impact are unknown,
and this uncertainty is a concern for many of the interviewees.
While there are several Board members who are willing to assume
leadership roles, only 13 percent of participants overall currently report
that they might accept a leadership position, with an additional 22
percent indicating that they would perhaps consider such a role.
Participants want WMAA to engage in additional planning before
launching a campaign, including the creation of a more detailed Case
for Support, prospect research, leadership recruitment and additional
cultivation efforts.
While Anne Kraybill has won approval from those who know her, she is
still considered a new arrival and is still building relationships with key
constituents.
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RECOMMENDATIONS
The following recommendations have been developed by the Carter team
based upon the results of the Planning Study, along with Carter’s experience
and expertise. They inform a path forward to embark on a successful Capital
Campaign for WMAA.
1. PROCEED WITH CAMPAIGN PLANNING
The planning study reveals that WMAA could successfully conduct a capital
campaign; however, more planning is necessary. Pre-campaign planning
activities will be essential to building a solid base for support for the campaign
and should begin immediately.
2. BUILD THE FUNDRAISING INFRASTRUCTURE FOR THE CAMPAIGN
a. Retain Campaign Counsel – Outside counsel ensures that
campaigns follow an appropriate plan and path; provides an
objective viewpoint; provides significant training (for inexperienced
solicitors) and orientation (for experienced solicitors) to the board,
staff and volunteers; and gives your team access to the experience
and expertise that resides within a firm like Carter.
b. Develop a Campaign Budget – WMAA must develop a campaign
budget that will support the campaign appropriately. Carter will
work closely with WMAA to create a campaign budget that
includes items such as donor recognition, campaign materials,
meeting expenses, cultivation and awareness gatherings, volunteer
support materials, staff time, a campaign microsite and equipment.
Technology will be an important element given the “virtual” nature
of many activities during the pandemic.
c. Determine Staffing Needs – While a capital campaign should be
volunteer-driven, there is an enormous amount of daily coordination
required by staff throughout the organization. Care must also be
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taken to maintain annual fund staffing for the duration of the
campaign. Staffing considerations should include:
i. Hiring a Campaign Coordinator. This position could grow into a
frontline fundraising position at the conclusion of the
campaign.
ii. Invest in database training for all staff who use development
data, including all advancement staff, the CEO and the CEO’s
administrative assistant, to develop confidence and
competencies in using data in DonorPro for cultivation
activities, events and targeted solicitations.
iii. Alleviate administrative duties for frontline fundraisers and nondevelopment duties for the advancement staff. This may mean
adding staff in other departments as needed.
d. Draft and/or Update Internal Policies and Procedures for the
Campaign – An updated Gift Acceptance Policy is needed to
provide WMAA with clearer guidelines on the types of gifts that can
be accepted. In addition, a Campaign Counting Policy will provide
guidance on the types of gifts that will be accepted during the
campaign, from whom gifts will be accepted, how these gifts will
be recognized and how they will be utilized or disposed.
3. LAUNCH A COMMUNICATIONS AND AWARENESS EFFORT
As a part of campaign planning, create a marketing and communications
plan to accentuate the important role WMAA has played during the Covid-19
pandemic. This will pave the way for a subsequent campaign communications
and awareness plan. Carter will work with WMAA to develop and execute a
campaign plan that will include:
a. Strategy for communicating and showcasing the Case for Support
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b. Identification and creation of the appropriate campaign
communication vehicles to be used, which may include brochures,
newsletters, video, social media, campaign bulletins, etc.
c. Campaign branding, which should be related to, but distinct from
the overall organizational brand
d. Strategy for providing campaign updates and information
The campaign awareness effort will be a focused initiative to motivate key
leaders of WMAA to share the campaign story and solicit the input of others,
while also identifying their interest level.
4. ADJUST AND EXPAND THE CASE FOR SUPPORT
The Case Summary will need to be adjusted and expanded to create a
transformational Case for Support that is emotional and urgent and that
explains the impact that endowment funding will have on WMAA and its ability
to serve the community, now and in the future.
5. PREPARE THE BOARD OF DIRECTORS AND CEO
a. The role of the CEO in a campaign cannot be overlooked. Anne
Kraybill should expect to devote 30-35% of her time to campaign
activities, starting with increased targeted cultivation activities. Her
administrative assistant must also devote significant time to
supporting campaign activities, at the direction of the CEO and the
Director of Advancement.
b. The success of a campaign will depend upon the Board of
Directors, Campaign Cabinet and key volunteer leadership. The
board, under whose authority and leadership the success of the
campaign ultimately rests, must take an active role throughout the
life of the campaign. Board members will be asked to:
i.

Participate in training (for newer campaign volunteers) and
orientation (for experienced volunteers). Campaigns often
generate many questions, fears and concerns for board
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members. Training and orientation sessions should be
conducted so that all board members are comfortable and
confident in the process, and so they are able to participate in
a meaningful way during the campaign.
ii. Assist in the search for additional, multigenerational, diverse
campaign leaders. Since a limited number of Board members
currently express a willingness to volunteer in a leadership role,
community leaders who are not members of the Board may be
recruited to the Campaign Leadership Team.
iii. Provide early support. Board members will be among the first to
be solicited. Board members must make commitments fully
commensurate with their means and their interest. The gifts of
the Board must serve as a challenge and inspiration to those
who will subsequently be asked to support the campaign.
iv. Ask others to participate. Some members of the Board will be
asked to accept responsibility for a reasonable number of highlevel solicitations. Others may be a part of a solicitation team,
and as such, provide the introduction to the prospect and, by
their presence, create a measure of comfort for both the
prospect and the solicitor during the solicitation.
v. Provide leadership. Board members may be asked to accept
positions of leadership in the volunteer organization of the
campaign.
vi. Identify prospects. Members of the Board may, from time to
time, be asked to identify key prospects and, if appropriate, to
provide an introduction to them.
vii. Make this campaign their top philanthropic priority. The
community must see that members of the Board view the
WMAA as being absolutely vital and critical to the community
for the campaign to be successful.
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6. CONDUCT PROSPECT REVIEW FOR VARIOUS CONSTITUENCIES
Review and implement the recommendations outlined in the recently
conducted Wealth Screening as an important part of the Pre-Campaign
planning process. Engage staff, board members and volunteers in prospect
identification and engagement strategies so that solicitation plans can be
created. Enter all relevant data into DonorPro, assign a main point of contact
for highly rated prospects and use the system to track all activities for each
prospect.
7. REINVIGORATE WMAA’S LEGACY SOCIETY
Providing an opportunity for donors to make legacy gifts to WMAA is another
important ingredient for strengthening your philanthropic culture. Whether it is
unrestricted endowment or restricted funds for a project or program, people
want to be given an opportunity to make a meaningful gift that will live on in
perpetuity through endowment. Legacy gifts are a natural way to make this
happen.
We recommend that the campaign be used as a catalyst for reinvigorating
WMAA’s existing legacy society. A new name for this society should be
considered and may be named after a major contributor or founder. In further
building the legacy society, we recommend that the following occur:
a. Secure four to six new deferred gifts from current board members.
b. Provide a clear description of ways that people may give to bolster
the endowment through a lifetime gift.
c. Prepare communication materials specific to the program.
d. Leverage the announcement of the new branding to bolster the
initiative needed to garner legacy gifts.
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8. SHARE THE RESULTS OF THE PLANNING STUDY
Carter recommends that leaders of WMAA share the results of the study with
those who invested in the study and those who participated in the interview
process. This will generate momentum and establish greater ownership among
key constituents.
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NEW POSSIBILITIES: THE CAMPAIGN FOR THE WESTMORELAND MUSEUM OF AMERICAN ART
The Westmoreland Museum of American Art has undergone a dramatic transformation – in appearance,
programming and community impact.
In unprecedented times as a result of COVID-19, The Westmoreland Museum of American Art is reinventing the very fundamentals of its operations and finding innovative ways to engage our community
through profound experiences with art. What remains unchanged is The Westmoreland’s commitment
to the transformative power of great works of art, and our mission to bring the finest of American works
to our visitors through shared experiences that are welcoming to all. Museums, and art museums in
particular, are playing a critical role during these times to meet community demand for a place of
respite and inspiration. Because of a commitment to strong financial oversight, dedication from our
loyal members, and the generosity of long-time funders, The Westmoreland has been able to continue
to employ all staff, ensure the security of its world class building and art collection, and create and
provide much-needed new public programming that is educational, healing, and inspirational.
The Westmoreland Museum of American Art offers a place to share compelling and meaningful
cultural experiences that open the door to new ideas, perspectives, and possibilities.

THE WESTMORELAND: TODAY AND TOMORROW
The Westmoreland is the only museum dedicated to American art in western Pennsylvania and the only
museum in the region that has no admission fee. In addition, only 32% of the Association of Art Museum
Directors members offer Free Admission revealing that there are financial barriers to access the arts
nationally. The Westmoreland’s extraordinary permanent collection is complemented by world-class
traveling exhibitions that draw local, national, and international visitors that are also available at no cost
to our visitors.
However, we know that financial barriers alone will not ensure that everyone feels welcome or even
invited to visit the Museum. The Westmoreland is bringing American art to the public, presenting a
diversity of lived experiences that expand perspectives in American art history and American history,

and providing a safe space to think about what it means to be an American. Through direct and
authentic experiences with art as well as a diverse roster of relevant programs that reach a range of
visitors, we are ensuring that everyone does indeed feel invited and welcome. It has never been more
critical for successful revitalization and better quality of life that the cultural fabric of our communities
not only survive but thrive.
Ensuring long-term sustainability and commitment to excellence in such an environment requires both a
disciplined focus on our mission and vision and the flexibility to respond to new opportunities. The
Westmoreland’s Board of Trustees is exploring the launch of a $13 million fundraising effort, the New
Possibilities Campaign; to build the Museum’s endowment funds, strengthen the Museum’s permanent
collection, and continue to expand our reach through audience engagement and diversification.
Overseen by the Finance and Investment Committee of the Board of Directors, the goals of The
Westmoreland’s investment policy are to provide support for current Museum activities, and generate
capital appreciation to ensure expanded capabilities in the future.
NEW POSSIBILITIES: CAMPAIGN COMPONENTS
Building Endowment Funds - $10 million
To ensure that The Westmoreland will continue to grow and thrive, the Board of Trustees is focusing on
building the Museum’s endowment funds to provide the essential long-term support needed to keep
The Westmoreland sustainable, financially secure and most importantly, permanently free to the public.
An infusion of $10 million to the endowment will allow the Museum to ensure free access and continue
to attract the best possible talent that will lead the Museum’s continued success. Specifically, staff
endowments will be created for:


Chief Executive Officer - $4 million
Endowing this position ensures that the Museum can permanently support The Westmoreland’s
standing as one of the prominent American art museums in the country and secure the
necessary level of executive leadership.



Chief Curator - $3 million
Endowing the Chief Curator is a high priority for the Museum. Chief Curator Barbara Jones is
entering her 25th year overseeing curatorial activities at The Westmoreland, including
spearheading acquisitions, advancing art scholarship, researching the collection, presenting
public programs, and organizing exhibitions. Establishing an endowed fund for the Chief Curator
honors her outstanding commitment to the Museum while she holds the position, and provides
a stable base of future support to attract the highly qualified professionals that the Museum will
need to succeed her.



Director of Education and Visitor Engagement - $3 million
Securing an endowed fund for the Director of Education and Visitor Engagement provides for
The Westmoreland’s long-term sustainability and will make it possible for the Museum to evolve
and respond during a time when museums are expected to serve the community, not simply
educate them. Permanently investing in a position devoted to visitor engagement is critical to
expanding our reach and impact and will make it possible to build the capacity needed to
respond to the growing demand for more diverse public program offerings.

Strengthening the Permanent Collection - $400,000 Challenge Match
The heart of The Westmoreland Museum of American Art is our permanent collection. Since the grand
reopening in 2015, the Museum has been completely transformed, with more gallery space than ever,
and hundreds of new works of American art to experience. Recent new gifts of art include the Jannetta
Collection of post-1950s art, the Nieland Sculpture Collection, and important works of art from the
estate of Richard M. Scaife. Further acquisition of works of art from the early 20th-century and post1950s is important to fill gaps within the permanent collection, notably works of art by
underrepresented American artists.
The Westmoreland has an exciting opportunity to leverage leadership gifts to build its collection of works
of art created between 1913 and 1970 with the very generous pledge by a board member to match
dollar for dollar up to $400,000 for work during this period.
Expanding Our Reach - $2.5 million
The Westmoreland believes that it is essential to provide our community and region with compelling
and meaningful cultural experiences. Establishing an Audience Development and Visitor Engagement
Endowment Fund will be transformational for The Westmoreland, making it possible for the Museum to
significantly expand our reach and continue to be at the forefront of the national discussion around
audience engagement and diversification. Securing a stable funding stream for audience development
will also ensure the permanent continuity of The Westmoreland’s free admission.
By providing a diverse roster of high caliber programming, we will continue to grow and diversify our
audience ensuring that The Westmoreland truly is welcoming and inclusive to everyone. We will
achieve greater impact in increasing cultural opportunity and access for our community and region.
Recognizing the Museum’s growing success in this area, a long-time funder is considering a proposal for
the establishment of a permanent Audience Development and Visitor Engagement Endowment Fund.
LOOKING BACK TO LOOK FORWARD
For over 60 years, The Westmoreland Museum of American
Art has brought national and international attention to the
artists and places of Southwestern Pennsylvania. The
Westmoreland’s current visionary leadership follows the
bold example of our founders. Established in 1959 through a
generous bequest from Mary Marchand Woods, a long-time
Greensburg resident who wanted her community to have an
important cultural institution, The Westmoreland has built a
permanent collection of significant American art from
colonial to contemporary, placing it among the best
museums of American art in the country.
A special focus within the collection is works of art relating to Southwestern Pennsylvania within the
context of the national American art scene. The opening in 2015 of the new cantilevered wing, coupled
with the total renovation of the existing building, provides a world class facility to the world class
collection and was recognized as the best designed museum in the state of Pennsylvania by
Architectural Digest.

After 25 years at the helm of The Westmoreland Museum of American Art, Judith O’Toole announced
her retirement, and in July of 2018, the Board of Directors named Anne Kraybill Director/CEO. She
previously worked for seven years as a Senior Team member at Crystal Bridges Museum of American Art
in Bentonville, Arkansas founded by philanthropist Alice Walton. With a background in leading
education and engagement departments, Ms. Kraybill brings the expertise at the most optimal time for
the Museum to maximize program investment and share lessons learned.

CONTINUE THE TRANSFORMATION
The transformation of The Westmoreland Museum of American Art and the generosity of its supporters
is making possible outstanding initiatives including Free Admission for All that engage new audiences
and strengthen the public’s understanding of American Art. Recently named the #1 in the Best of Art in
Western Pennsylvania by the Pittsburgh Post-Gazette, the Museum is demonstrating an increased
awareness, appreciation and demand for higher caliber and more diverse exhibitions and programming.
Also growing, is the importance of The Westmoreland as a vibrant community center with inspiring
opportunities for audiences to connect with art, ideas, and one another.
We cannot stop, and now is the time to bring The Westmoreland to its full potential. Public needs are
ever-changing, and we are committed to changing with them. We will continue The Westmoreland’s
transformation and promise of art to illuminate our lives, connecting to current and future audiences,
seeking new ideas, and seizing New Possibilities.
Please join us in this important work to make sure that our American story is shared and accessible to all
now and in the future. Thank you for your time and participation and please feel free to contact Rhonda
Madden, Director of Advancement, at rmadden@thewestmoreland.org or 724-837-1500 x130 with any
additional comments or questions.

APPENDIX B — GIFT PYRAMID
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APPENDIX C — INTERVIEW PARTICIPANTS

John Boyle, Mon River Aggregates
Jim Broadhurst, Eat'n Park Hospitality
Carol Brown
Helene Conway-Long, Bank of America
Susie Dorrance
Laura Fisher, UPMC
Anne Kraybill, WMAA
Matt Groll, Allegheny Foundation
Laura Gutnick, Strassburger, McKenna, Gutnik, &Gefsky
Eileen Kopelman
Pam Kroh
Rhonda Madden, WMAA
Linda McKenna Boxx, Katherine Mabis McKenna Foundation
Albert J. Novak, Excela Health
Marty O'Brien
Martha Raak
Sam Reiman, Richard King Mellon Foundation
Tuesday Stanley, Westmoreland County Community College
Ellen Swank
Harry Thompson
Wayne Wiester, Wiester Insurance Agency
Sheryl Wolf
Stephen Yslas
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