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Omnichannel strategy matters

Texting Calling Personalized 
Video

Digital Ads Email Direct Mail

Crowdfunding

Giving Days
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Omnichannel coordination makes a 
difference



5

Are you 
omnichannel? How 
have you evolved?
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• Population: Leadership w/o FY23 gift 
that had been attempted in fall

• Dropped late December giving donor 
option to fulfill before CYE and notifying 
them a student will be calling

• Calling Pool created for same student to 
call in late Dec.-Jan., yielding –
– Higher contacts/hr. (4.6 v. 2.8)
– Stronger pledge rate (70% v. 54%)
– Higher average gift ($286 v. $156)

• 60% opened, 8% clicked, over 365 total 
views

Personalized Video
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How does mail play 
a role in your 
omnichannel 
approach?
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Fall Appeal Omnichannel Series

1,394

Gifts secured

Hi {Name}, this is Karla Aho 
('93) from the Fund for 
Michigan Tech. Thank you 
for your past support of 
MTU. Can I count on you to 
continue your giving 
tradition today? Reply YES 
to give or STOP to opt out.
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California State University, Sacramento
Calendar Year-End Omnichannel Series
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The right donor, the 
right channel, the 
right time – have 
you pulled it off?
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• Pre-Call Text
– FY22 text donors solicited via that channel 

first in FY23
– 176 replies with 157 commitments (89%)

• Attempts Text
– 81% increase in contacts/hour
– 141% increase in commitments/hour
– Maximize student labor hours; saving ~250 

hours

Digital Engagement Center Outcomes

3x
Increase

In number of 
commitments by 

layering text

Hi Michelle - Nathanael here from NYU. So sorry 
we missed you! We called to thank you for being a 
loyal donor to NYU in past years, and we thought 
a text might work better for you. Can we count on 
your support to renew your gift of {$xx} again 
this year?
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How are you 
effectively 

coordinating with 
partners?
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• Athletics

• College/Units

• Donor Relations

• Alumni Association 

• Vendors

Coordinating with 
Partners
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Final Thoughts
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• Omnichannel is more than multichannel

• Coordinate multiple channels to maximize giving

• Adopt new tech, new strategies and test

• Use the data to determine who is primed for solicitation, 
more expensive engagement or low engagement/warming

• Partnerships are crucial

Key Takeaways
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All material in this presentation, including text and images, is the property of RNL. Permission is required to reproduce information.

Thank You
Please reach out to connect!

Autumn Horton | autumn.horton@ruffalonl.com
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