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Why and what is an engagement score?

• Apply a universal descriptive score to each living 
individual in your database that reflects their known
personal engagement with your university

• To assist in identifying those who are
extremely engaged, very engaged, 
somewhat engaged, etc. and to learn why



Benefits of Engagement Scoring
• Compliment and assist prospect development with 

segmentation, prioritization, filtering, and sorting

• Provide additional options for market segmentation, i.e. 
Annual Giving and events strategy

• Increase tracking and accountability of engagement 
efforts within your database

• Provide a quick, numeric snapshot of engagement prior 
to looking at a record in your database

• Overall analysis and awareness of engagement, i.e. ROE 



Engagement = Connections + Activities + Giving

Engagement
A universal descriptive score for every living individual in CRM 
that reflects their known personal engagement with OSU 
(points-based, additive score)

■ Connections
• How related to OSU / constituency
• Alumni, Parent, Faculty/Staff, Vet Client, Student Involvements, 

Solicitation Restrictions, Relationships, Relationship Management

■ Activities
• Proactive interactions with OSU
• Event attendees, OSUAA Travelers, Committee Members, Future: 

BBIS/Contacts/Surveys

■ Giving
• Giving society and giving history
• Recency, lifetime giving, variety of designations, years of giving

Engagement

Giving

Activities Connections



Test Case: Brutus Buckeye 116 
(Extremely Engaged)

41
Connections score +

25
Activities score +

50
Giving score

OSU Alumni
1 OSU Degree
Current OSU Parent
Parents Council Member
Current OSU Employee
3+ Alumni Relationships in TAS
3+ Non-Alumni Relationships
3+ Organization Relationships
Varsity Athlete
Student Honors Society member
Student Leader (Mortar
Board/Sphinx)
Participant in other student activity
Current Prospect
Visit w/in last 12 mos.
Stewardship Report Recipient

Registered for event in FY15/16
Registered for an event in 3+ FYs
OSUAA Alumni Advocate
Past Alumni Boards/Cmtes Member
Current Non-Alumni Bds/Cmtes Mem
2+ OSU Non-Student Awards 
Recipient
OSUAA Traveler
OSUAA Life Member
Online Community Member

Buckeye/President’s Club
Purchased high-end Athletics seats 

in last 3 years
Recognized & Hard Credit Donor
$100K+ LT Giving
$50K+ Annual Gift (2015/2016)
3+ gifts
4+ giving units (SDRs) ever & 
4+ SDRs in last 10 years
Donor to 3+ designations
Last gift in FY15/16
15+ yrs giving & 2+ out of last 5
5+ consecutive years giving
Donor to own college
Matching gift credit



34.5%



Implementation and Use

• Development, Regional Engagement and Leadership Annual Giving 
Officers use scores to identify and schedule visits
• High/High
• Low/High
• 91% of constituents assigned are Very or Extremely Engaged categories

• Acquisition for Ohio State call center and direct mail

• Event invitations 

• Medical Center and Government Affairs to seek volunteers



How to decide what to measure?

■ Remember what CASE stands for:

– Give
– Volunteer
– Experience
– Digital

■ What data do you have? What data do you want to have?



What it looks like



How to make people care?



We have some work to do…

182,240

51,273

22,356

0

20,000

40,000

60,000

80,000

100,000

120,000

140,000

160,000

180,000

200,000

0
Not Engaged

1-5
Engaged

6+
Highly Engaged

Current Alumni Engagement Score Baseline Data
(January 1, 2013-Current)
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Total Alumni: 
255,869

Total Engaged: 
73,629 (29%)

Total Highly Engaged: 22,356 
(9%)







Benchmarks and Tips
Score Category Somewhat Engaged Meaningfully 

Engaged
Highest Score on System

Total 1-5 6+ 103
Volunteer 1 2+ 50
Give 1-2 3+ 38
Experience 1 2+ 26
Digital 1 2+ 5



So how do we move the engagement 
needle?
■ Alumni survey showed us what events alumni actually want to attend

■ Increase the number of alumni interacting with us on Facebook 

■ Convince colleagues to share data; we can’t track mentoring if we don’t know who 
the mentors are!



Where and how to start?

■ Home-grown versus purchase

■ Buy-in from colleagues and administration

– Develop working group

■ Remember – big data 

■ Start somewhere – basic and simple 



QUESTIONS?


