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}The Annual Fund
ƁRenews, upgrades, and finds new donors

ƁMakes giving òhabit formingó

ƁGives donors a way to invest in the 
institution



}Focus on the healthy balance for your 
program

}Donor loyalty & behavior is focal point

}Evaluate/know point of diminishing return

}Scale time/efforts according to ROI 
(howeveré)



}Participation?

}Overall dollars?

}Donor renewals?

}Awareness/Education/Cultivation?

}Unrestricted gifts?

}Designated gifts?

}All of the above!!!



}Staffing

}Planning

}Data Integrity

}Effective Segmentation



}Do you have the team in place to reach your 
goals? 

}If yes, how do you keep them?

}Think differently about your staffing 
resources.

}How to include staffing in your future budget 
negotiations.

}Integrating student internships into your 
annual giving program.



}Budgets

}Data Management

}Solicitation Calendars



}NCOA

}Wireless Identification

}Phone Append

}Historical Deletes

}Advanced Research

}Intermediate Research

}Cell Phone Append

}Email Append
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}òWhere Are You?ó Blast

}òWhere Are You?ó Next Day

}Update Cards

}Refresh Files

}Online Tools

ƁLinked In

ƁFacebook

ƁWhoõs managing these groups?

}Recent Graduate Calls



25%

24%27%

24%

Data Issues

Prospects with cell 

phone only

Prospects with e -

mail address only

Prospects coded "e -

mail only"

Prospects with good 

address only



24%

18%

17%

14%

12%

15%

A Mixed Bag

Baby Boomers -

Grad Degree Only

Baby Boomers -

Multiple Degrees

Gen Y  - Undergrad 

Degree Only

Gen X - Multiple 

Degrees

Current Parents  -

Donors                                           



}Direct Mail

}Phonathon

}Email

}Social Media

}Personal Solicitations



}The most affordable option (or is it?)

}How important is it?

}Can it be the only component?

}Can you do without it?



}Depends on size of program
}Average cost for a solicitation letter is 

$0.14 - $0.44 (I heard this at a CASE 
conference!)

}Design can also drive costs
ƁLetter, brochure, newsletter, premium?
ƁPersonalization?
ƁAsk amount?
Ɓ4 color
ƁPre- paid BRE
ƁTagline on the outer envelope



}Solid acquisition method 
}Immediacy of caller response
}May be the only live, two - way interaction 

many prospects have with us
}More personal
}Negotiation/upgrading options
}Student callers are often our best advocates
}Update, gather demographic information 

and provide information
}Built - in stewardship



}Volunteer Callers

}On- campus, paid callers

}Off - campus, paid callers (third party)

}On- campus, paid callers (third party)



}Budget

}Staff Resources

}Data Integrity

}Proliferation of Cell Phones





Unit
BAD/MISSING PHONE 

NUMBERS
Pledge Rate Average Pledge Pledges Total Dollars

Business 2,138 25% $106.01 526 $55,756

Arts/Sciences 3,380 16% $73.88 554 $40,928

Law 1,188 37% $163.01 442 $72,098

Engineering 1,014 21% $27.20 209 $5,693

Education 1,160 17% $23.56 197 $4,641

Theology 330 52% $106.54 172 $18,303

Reunion 58 25% $95.33 15 $1,406

Grand Total 9,268 27% $115.14 2,115 $198,825



}7% of the callable records are flagged as 
wireless

ƁActual percentage is higher

ƁWest Coast and South East have the highest 
percent of wireless phone numbers

Ɓ9% of Future Donors flagged as wireless

}Higher Completion Percentages for Wireless 
Prospects

}Significantly Higher Contact Rates - 11 
Percentage Points
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}Why not?

}It can be free (Plain text, html)

}Or not (companies like Pursuant)

}Email can certainly be profitable
o Online giving to nonprofits projected to top $4 billion this 

holiday season (Nov 1 - Dec 31 ñup from $3.1 billion in 
2008). 

o > 63% of online consumers (111 million people) planned to 
use the Internet to donate during the recent holiday season, 
up from 51% in 2008.



}You can follow the Direct Mail plan

}You can send monthly

}Connected to your phone program ðnext 
day, calendar year end, fiscal year end





http://tamu.sixdegreescampaign.org/sixdegrees/email_1.asp?tpgid=7160&sn=1r


}4 of 5 Americans use Social Media
}42% of those 25 to 34 reported using social 

sites instead of e - mail for personal 
communications

}Fewer than 2% of institutions are using new 
media such as blogs, Twitter and mobile 
giving

}Social networks can be key in driving event 
attendance

}Social Media fundraising - still deemed 
experimental
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