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Build an integrated 
omnichannel outreach program 
that generates excitement and 
helps exceed fundraising goals 

Session Description
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Background1
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Summer 2016
Partnership Begins

• Louisiana Tech had not had a calling program for seven years

• Alumni participation was at 6.1%-6.4% from FY13-FY16

• A 13-week calling program began mid-June 2016
– Seven weeks during the summer of 2016
– Six weeks in the winter of 2016

• Launched crowdfunding program named Bull Market – Powered by RNL’s 
ScaleFunder platform

• Direct mail and e-mail managed in-house
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2,066 Calling Hours
Phone Program – FY17

Results

$204,823 pledged
1,830 pledges

$112 average pledge
8,053 conversations

16,107 records updated
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2,390 Calling Hours
Phone Program – FY18

Results

$310,874 pledged
1,948 pledges

$160 average pledge
8,354 conversations

12,408 records updated
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Bull Market
Crowdfunding Program – FY17

7 Campaigns in Year One

$273,784 raised

Bullmarket.LaTechAlumni.org

Band of Pride Uniform Campaign

Dollars & Dogs 2016

335 Design/Build Tool FundTech Tuesday 2016
Send CHAMP to Camp!

100,000 Strong

Lift Powerlifting To South Africa
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Bull Market
Crowdfunding Program – FY18

4 Campaigns in Year Two

$155,199 raised
Bullmarket.LaTechAlumni.org

Noble Trees
Thomas Assembly Center Signage

Dollars & Dogs 2017
LA Tech CoRec Flag Football Team
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Higher Ed’s survey of record for contributions since 1957
Voluntary Support of Education

Louisiana Tech Alumni Participation (VSE) 

6.1% in 2016

6.8% in 2017  

7.4% in 2018 

Self-reported information to the Council for Aid to Education
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Synergy 
Omnichannel 
Fundraising2
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New Approach in FY19
What is RNL Synergy?
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Integrated Approach
Why RNL Synergy?

• Omnichannel vs. Multichannel
– Create a cadence with compelling creative

• Dynamic and flexible approach to annual giving

• Analyze data

• Develop consistency

• Consulting
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RNL Staff Assigned to Tech
Growing the Tech Team

• RNL team of experts are assembled 
– Consultant
– Project manager
– Creative lead
– Director of phone operations
– Writer
– Designer
– Phone center manager
– ScaleFunder expert
– Data team
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July 2018
Tech Immersion

• RNL consultant and creative director 
visit Louisiana Tech for a two-day 
immersion
– Advancement leadership
– Database/gift administration
– Athletics
– Student Advancement Team
– Marketing and Communications
– Deans and Development Officers
– Alumni Engagement
– Campus tour
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Brand and Messaging Cohesion
Creative Brief

• A Creative Brief was developed and shared with the Tech team. The Brief was used 
throughout the year by RNL’s creative team to ensure that messaging and design 
were on point. 
Brief Includes:

• Background & 
Objective

• Communication 
Priorities

• Message Tone

• Design Concepts
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Building the Timeline
Omnichannel Plan

• An initial timeline of omnichannel activities was created
– Includes all channels
– Data inclusions and exclusions
– Ask amounts
– Anticipated number of prospects
– Fund options
– Drop/Launch Dates

• Conference call to discuss each campaign 

• As the year progressed, we pivoted when needed
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Campus Staff

• Point person for RNL

• Giving Day

• Crowdfunding

• Leadership Annual Giving

• Student Philanthropy 

• Young Alumni Engagement

• Faculty and Staff Giving

• … and More

Time to Focus on Other Important Areas
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Big Wins3
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Donor Count Record
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Giving Day 2019
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Six months after announcing the 
beginning of its Forever Loyal Capital 

Campaign, Louisiana Tech is 90 percent of 
the way to its goal of $125 million.

Forever Loyal Capital Campaign
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Higher Ed’s survey of record for contributions since 1957
Voluntary Support of Education

Alumni Participation (VSE) 

6.1% in 2016

6.8% in 2017  

7.4% in 2018 

9.9% in 2019
Self-reported information to the Council for Aid to Education
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Examples4
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Targeted and 
Retargeted 
Digital Ads
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Constant Distraction
Getting Their Attention 

• We’re in a state of constant digital 
disruption

• The average person checks his/her 
phone 80x per day

• Three hours per day are spent 
consuming content

• Every non-profit sector saw at least 15% 
online revenue growth in 2017*

eMarketer ApriSource: “Average Time Spent per Day with Major Media by US 
Adults,” 2015

*Non Profit Source Online Fundraising Statistics for non-profits
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Digital Ads
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Keep Your Brand Top of Mind
Retargeted Ads (Google Ad Network)
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Giving Day 2019 - Google Ad Network, Facebook, IG
Targeted Digital Ads
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Working Together
Direct Mail and Digital 

• Direct mail with digital ads yields a 28% higher conversion rate

• Marketing campaigns that used direct mail and one or more digital media 
experienced 118% lift in response rate compared to using direct mail only

• Website visitors who are retargeted are 70% more likely to convert

• 26% of visitors will return to a site through retargeting

Source: Non Profit Source, Email & Direct Mail Statistics for Nonprofits
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Big Picture
Digital Ad Impact

Digital Ads will lift results in all 
channels. Review all giving in the 

campaign timeframe. 



32

Engagement
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Engagement
Impact Email

Donor Version

Non Donor Version
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Crowdfunding
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Bull Market
Crowdfunding
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Giving Day
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RNL Support - ScaleFunder
Giving Day – May 1, 2019

• Kick Off Call and Workshop Discussion 

• Technical Training 

• Onsite Giving Day Workshop 

• Ambassador Program Development 

• Match and Challenge Strategy 

• Ambassador Training Call 

• Mock Giving Day Call 

• Additional Calls As Needed
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RNL Support - Content Development
Preparation
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RNL Support – Save the Date Postcard
Giving Day 2019
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The Unexpected – April 26
Pivot
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Facebook Posts 
Giving Day 2019
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RNL Support – Digital Ads
Giving Day 2019
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Giving Day 2019
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Giving Day 2019
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The Future6
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P2P Texting to Connect with Donors Now
RNL TXT

• 1-to-1 conversations with 
donors on a preferred 
communications channel

• Louisiana Tech will be 
incorporating to help boost 
giving at CYE and FYE, during 
their giving day, and to renew 
LTAC memberships 
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More Conversations, Fewer Calls
RNL Visual Caller ID

Incoming Call

(318) 703-3516
Louisiana Tech

Ruston, LA

• RNL will utilize Tech’s logo/image and tie 
that image into the phone numbers being 
used for the calling program

Increase constituent awareness and 
transparency

(318) 703-3516

Ruston, LA

29.79%
24.10%

19.05%

0%

10%

20%

30%

40%

Sybunt Ugrad -
Logo

Sybunt Ugrad -
No Logo

Sybunt Ugrad -
Not Added

Visual Caller ID Impacts Pledge Rate
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New in FY20
Looking Ahead

• Text message campaigns
– CYE
– Giving Day
– Athletic Club Blitz
– FYE

• Giving Anniversary Appeals

• Visual Caller ID

• Engagement postcards

• October crowdfunding blitz in conjunction with Homecoming

• Leadership Appeal
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Questions?
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Appendix
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Fall Campaign
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Fall College Campaign
Direct Mail – Leadership Prospects

• Recommendations:

• Simple design

• Full page personalized 
response form with 
last 3-5 gifts and 
number of years giving

• Larger carrier envelope
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Fall College Campaign
Direct Mail – Leadership Prospects
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Direct Mail - Non-Leadership Prospects
Fall College Campaign

College of 
Applied and 
Natural Sciences

College of 
Business

College of 
Education

College of 
Education

College of Liberal 
Arts and Sciences
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Fall College Campaign
Email
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CYE Campaign
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Test: Letter vs. Card
CYE Campaign 
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Test: Letter vs. Card
CYE Campaign 
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Email test: high design vs. low design
CYE Campaign 

Launched 12/6/18: CYE Email 
#1

Launched 12/18/18: CYE Email #2

High design vs. low design test

Minimal difference in click thru rate. 

Launched 12/27/18: CYE Email 
#3
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CYE Campaign 

300x250 
Display Ad 160x600

Display Ad

728x90
Display Ad

Targeted Digital Ads: Google Ad Network
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CYE Campaign 

320x50 
Mobile 
Display Ad

Facebook Right 
Column Ad

Facebook 
Feed Ad

Instagram 
Feed Ad

Targeted Digital Ads: Mobile (GAN), Facebook, Instagram
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Athletics
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Brochure Email
Louisiana Tech Athletic Club (LTAC)

Two email versions:
• Renew
• Join

Top image rotated 
between four different 
images. 
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March Madness Direct Mail and Email
Louisiana Tech Athletic Club (LTAC)
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Targeted Display Ads
LTAC May Blitz
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Targeted Display Ads
LTAC May Blitz
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Email #1
LTAC May Blitz
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FYE Campaign
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FYE Campaign 

300x250 
Display Ad

160x600
Display Ad

728x90
Display Ad

Targeted Digital Ads: Google Ad Network
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Targeted Digital Ads: Mobile (GAN), Facebook, Instagram
FYE Campaign 

320x50 
Mobile 
Display Ad

Facebook 
Feed Ad

Instagram 
Feed Ad

Facebook Right 
Column Ad
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Direct Mail Second Gift Appeal
FYE Campaign
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Direct Mail with Design Level Test
FYE Campaign

Invoice Mailer with photo
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Direct Mail with Design Level Test
FYE Campaign

Invoice Mailer no photo
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Email #1 with targeted messaging
FYE Campaign
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Email #1; #2 with targeted messaging
FYE Campaign



76

Email #3 with Design Level Test
FYE Campaign
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Phone Channel
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When a prospect answers, just as likely to pledge and much more likely to fulfill 
instantly.

10 Year Phonathon Trends
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Phone remains a more effective channel for acquiring new donors, especially with 
young alumni.

FY18 Phonathon Trends
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Update 
Demographic Info

Foster Good 
Feelings

Pledges

10,281
conversations

2,498
pledges

29,762
updates

Impact of the Phone Channel
Louisiana Tech FY19
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Email
Phone Responsive Emails

Leadership 
Next Day 

Pledge email

8-day Reminder 
email

30-day Reminder 
email

Next Day Pledge 
email

CYE Reminder 
email
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Direct Mail
Phone Fulfillment

15-day postcard, 30-day buck slip, 45-day letter
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