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Bridging the Gap

1. Commonalitiesbetween Enrollment and Advancement
Enterprises

2. Keys to Collaboration
3. Trends to Watch

4. Tactical Recommendations



More in Common Than You Think!
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Two Peas in a Pod

* Revenue Generators
Enrollment « External Communicators
* Brand Ambassadors
* Storytellers
* Digital/social ContentCreators
\

Advancement

Community Engagers
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Similar challenges
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Student/Alumni Lifecycle
Part of the same continuum
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What Happens After Graduation?

How to leverage your biggest fans

Promote
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Volunteer

? = Lifelong
Relationship
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Collaboration is Rare

* Duplicative Tools and Services

* Inconsistent storytelling,
messaging

* No connection between
trends/performance

* Overlapping work
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Why Work Togethere



-_____________________________________________________________
What do we get out of this deal?

Advancement Enrollment
« Satisfied/successful students are 4x e Alumni = army of brand
more hk.ely to become donors after ambassadors, recruitment
graduation .
volunteers and free advertising
* Currentstudents = story tellersand _ _ _
ambassadors for alumni giving * Alumni = career network, internship
_ opportunities, mentors for current
* Engaging studen'Fs before they students
graduate greatly increases awareness
and lifelong giving potential  Fundraisers are on the road, telling
 Parents/families are a strong current university story

source of philanthropicrevenue «  Alumni giving directly impacts US

News and World Report rankings
(RN






Advancement Trends 1o
Watch



From Giving USA!

2021 contributions: $484.85 billion by source of contributions

(in billions for dollars — all figures are rounded)

4%
Corporations
$21.08

9%

Bequests
$46.01 \

Increase:
+4.0%

After inflation:

-.7%

19%
Foundations
$90.88

67%
Individuals
$326.87
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From Giving USA!

Total giving, 1981-2021

(in billions of dollars)
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From ALS 2022: Talent is an issue

Percentage of current open advancement positions fundraisers are

seeking to fill
840/ of fundraising shops
ALL POSITIONS 0 O have open positions
ARE FULL 16 /o >
| ’

1-10% OF POSITIONS OPEN 37%
36%

21 - 30% OPEN 5% 3 _
31-40% OPEN [ISY7A | " 4

1%

‘l'\

Fpyay

Download the Report:
RNL.com/ALS2022

11 - 20% OPEN

OVER 40% OPEN

(RNL



From ALS 2022

(’(—,\‘\ENT(&

S
o) % Turnover and hiring

(Comments from respondents)

ADiy,

Spept

Budgetary constraints have slowed down There is a severe misunderstanding of

our hiring process such that we can’t what thqse in advancement do
keep pace with the market. that | believe starts as students.

There’s a lack of investment in infrastructure and under- | think people are
staffing for behind-the-scenes operational work. This creates just burned out.
an overworked team in lower salary positions and front-line
fundraisers who do not receive the data/resources they want.




What are your biggest challenges?

New donor acquisition. Finding new ways
to engage younger donors is a challenge.

Declining trust in institutions culturally
means we have an uphill battle convincing Leadership turnover slows us
young alumni that we’re a cause worthy of down. Introducing new players

investment. . inavirtual world is difficult.

Unasrdeveloped Lack of empathy for one another and
donor pool, a

difficult CRM. and challenges created by the pandemic Budget.

new staff. that are unresolved. We have great ideas and plans
but not enough funds to handle
everything at the moment.
Lack of investment in staff and lack
of operating/unrestricted funds.




Many Compounding Factors

Competing messages are crowding yours out 2 Donor behavior & expectations have evolved

Your Alumni Receive ... Less acceptance of a

one size fits all approach,

forcingthe need for micro-

segments and multi-channel &,
engagement

500+ marketing messages per day

100+ electronic communications per day

20+ solicitations from charities per year

3 General skepticism

4 Trouble reaching donors

In general, greater f Alumni are harder to stay in contact with; more mobile,
scrutiny and moving frequently and staying in jobs for shorter
skepticism of periods.

e o 36%) ©f contact data decays
organizations. Cambridge ° per year

Analytica



What do you believe holds the biggest promise?

A solid team. Trying new
technology and embracing
new ideas along with student
philanthropy initiatives on campus.

A

Personal connections. The phonathon program has boomed this last year, and
| believe it’s in part people’s desire to once again connect with those around them.
So many people lacked human interaction or so long that even a call from
a student you don’t know can be the highlight of someone’s day.

Advances in new technology and flexibility have equipped
us with tools to make our work more engaging, and we’ve
just started to scratch the surface of their potential.

| believe that truly being able to integrate an omni- ’
channel strategy that is informed by Al and machine Leveraging learnings from the

learning would allow for new growth in my program. y pandemic (virtual tools, etc.) to
complement more traditional
approaches to increase efficiency
Showing donors what their investment can and reach new audiences.
accomplish so they know they are making a
difference in the lives of our students.




Philanthropic Activity

Young Alumni are Philanthropic!

\

76% f@

Volunteer Donate Neither
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Overall Donations in 2018
Do not discount capacity

45%

0
40% 39%
35%
30%
25% 39% made gifts totaling more
’ than $500in CY 2018
20% 160/
[ 14% AR
15% 11%
10% 0
’ 5% 6 /o »
5% 2% . 0
0% - [ ]
Q % O O ) x
v s F&O) bso’ ) N O
’&’b s;\/ sé’) QQ QQ Q,SSI Q,s& ’\’Q\
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If you had the resources, which types of orgs

would you like to support?

While other areas grow from
current to aspirations, higher ed
stays relatively stable; How do we

60% 56% 53%
51% 0 51% increase higher ed aspirations?
o 48% (4)1-90/0 47% o
50% (0 439 45% 429 46% 44%
39% 39% 39%
40% 37%% 35% 330
31%y  31% &
30% 26% 2778 25% iy 2%
0
20% I I 17%. " 169§
10% I
0%
> YV N @ > S > Q @ % > > & &
RO N A S
3 SN S A R O N
\&0«\ C o & & & &Q} «2@% %Q‘v S A2 Nz
Q)QQ < 0& ‘\,& @ & \}@ >
$ CQ\ v < &
® Volunteer ™ Donate
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Motivations
Supporting causes and community driven

What motivates you to volunteer/donate in

support of an organization or cause? Select all that
apply
100%
82%
80% — °%

63% .
60% 56% 54% 53%

39% 38%
40% 28% 26% 29%
I 1 =
0% ~~

I believe in the The organization I feel better knowing I The organization or The organization had I usually can't afford
importance of  mdkes mycommunity have supported  cause has helped me a directimpactona to make a cash

supporting apbetter place to live something family member or donation/free time to
worthwhile causes worthwhile friend volutneer

W Volunteer Donate

24




Young alumni are mission & impact driven

How important are the following when deciding whether to supportan organization?

and
100% 99% 96% 95% 93%
80% 78% %
80% 71% 71% 72% 68%
64% 63%

60% 49%

40%
40% 30%
20% I

0%
Familiarity with Agree with the You have You have Friends you nformation™N\_ Their website It's an

the mission of mission ofthe evidence that theevidence thatthe  trustalso about the
the organization organizationor organizationor organizationor  support thg organization or
orcause cause cause is living up cause is making organizationr  cause from
to its mission an impact cause objective
sources

Aud other social organization or

edia are well-  cause you feel

designed will be around
for the long-haul

M Very & Somewhat Important Strongly Agree & Agree

25



Young Alumni Institutional Apathy |

* 1in 10 young alumni ‘strongly agree’
that their contribution to their alma
mater makes a difference

* Lessthan 1/3 either strongly agree or
agree that their contribution makes a § .,

difference &g
| \/ ’ | _—
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Factors in Giving
Feelings of welcome, connection, and impact

Please indicate the importance of each when deciding
whether or not to donate to [Institution]:

The institution has alarge endowment | NI |

Alumni participation helps rankings | ERNRENGNGNGNG ]

My personal student loan debt | NN ]

[Institution]'s investment decisions for the endowment align with ... IENNEEE ]
My current feelings of connectedness to [Institution] | ENEEEEE I

Agreement with recent institutional decisions | I NNNNIIEIIEIENEGEG@GEEEE ]

Belief my gift amount will matter | INEEEE I

mmmms)  Amount of aid [Institution] provides to current students [ ]
) How welcome | felt during my time at [Institution] [ INEEEEEE ||

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Extremely & Very Important Important & Somewhat Important B NotImportant

(RNL
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Satisfaction and Giving

Rate your overall satisfaction with your experience as a student at [Institution]

Not satisfied at
all, 1%

Not very
satisfied, 3¢

Very Satisfied By Donation Status

0,
70%

60%

Somewhat

‘ 50%
satisfied, 28% Very

40%
satisfied, ’

64% 30% 249,
20%
10% 9
0 4% 1%
0% | -
Yes No Don'trecall Prefer not
to respond

@IL 28




Connectedness and Giving

Rate how connected you feel to [Institution]

Not very 3

connected,
14%

Neutral,
10%

(RNL

Very
connected,
21%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Very Connected By Donation

82%

Yes

Status

15%

No

3% 1%
Don't Prefer not
recall to

respond
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-
Student debt is of concern

Please indicate your level of agreement or disagreement with each statement.

Children of alumni should receive preferential treatment in admissions [l [

Colleges/universities should increase the levelin which they supportathletics

Making a campus feel inclusive to the current student body is more important than
maintaining historic names, artwork, and traditions on campus

Discourse on campus should be more respectful of diverse opinions

s (Colleges/universities should be doing more to help graduates get good jobs

Colleges/universities should increase availability and access to student support
services

American colleges/universities should encourage the free expression of many
points of view

College/university endowments should be ethically invested

memmm==)  Student debtand financial aid are serious issues

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

W Strongly agree Agree ™ Neutral ™ Disagree Strongly disagree

(RNL
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Tactical
Recommendations



Action ltems

1. Reduce duplicative spend and effort
2. Share resources and insights

3. Think about your work as part of a single continuum - from
prospective student to alumnus

4. Make studentsatisfaction a central KPI for all university
activities

@IL 32
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Reducing Duplication

.
@L

Texting platforms

Email communication
tools

Databases/CRMs

Digital advertising
agencies/budgets

Personalized video tools

Marketingautomation
platforms

Student
ambassadors/outreach
centers
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Sharing Resources

Annual Giving

Major +Planned

Gifts + Giving Days
. Discovery Calling + Crowdfunding Alumni Engagement
Questions * Recent Grads
* Research » Career Development
» Scheduling . * Surveys
( : Mobile « LifelongLearning
\RNL Ads

Events Digital
: Engagement
* Boost Virtual
Attendance Center Volunteers

* Reunions and
Homecoming

« Recruit + Retain
» Share Updates

Athletics

» Ticketing and Subscriptions

* Celebrate success
Enrollment

» Boost Interest andYield

* Engage alumni to help

THE
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Sharing Results and Trend Data

 Student satisfaction scores can be
predictor for future alumni giving

* Alumni engagement scores can impact
your recruiting power/perception in
the marketplace

* Alumni participation in giving impacts
rankings in USNWR
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Goal of Satisfied Students

* Students will be connected to your
institutions forever

» Satisfaction during campus life is key
to all future success!

* How can we all be a part of this effort? ’“
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Thank youl!

Please connect with us on LinkedIn or reach out via email.
Greta Daniels, CFRE

Sarah Myksin

All m aterialin this presentation, including text and images, is the property of RNL. Permissionis requiredto reproduce inform ation.
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