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of Dayton; current doctoral student in Public 
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University of Nevada-Las Vegas

• Founded in 1957

• Located in Las Vegas

• 120,000 living alumni 

• $12,897,544 in annual giving

• 4% alumni participation

• Mascot: Hey Reb

• Fun Fact: Most Diverse University in the U.S. – two years in a row
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ASSESSING 
INDIVIDUAL CHANNELS
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Examine various annual giving channels

Past Current and Future
• Phone

– Acquisition
• Direct Mail

– Retention
• Personal Solicitation

– Retention
– Reacquisition
– Upgrades

• Day(s) of Giving
• Crowdfunding
• E-solicitation
• Texting
• Social Media

– Retargeting
– Digital Ads
– Social Sharing
– Peer-to-Peer

• Video
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Consider online and offline appeal channels
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Encompass many channels through day of giving
• Pre-Campaign

– Direct Mail
– Email (with video)
– Digital Ads 
– Social Media Posts
– Personal Solicitation 

• During Campaign

– Phonathon
– Email (with video)
– Social Media Posts 
– Texting 
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Day of giving 2.0

• Nearly 80% of us have participated in a giving day, but… 
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Utilize texting in various ways

• Giving Day Campaign

– Amplify your giving day messaging efforts
– Build interest leading up to, on and after 

giving day
– Make giving easy on the “go”

• Pledge Fulfillment

– Reach prospects who have pledged with 
an easy-to-fill call to action

– Enhance your existing fulfillment structure
– Increase pledge fulfillment 

• Stewardship 
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Incorporate crowdfunding 

• Create rules and guidelines

– Timelines 

– Assessing opportunities

– Training

• Support volunteers

• Evaluate and evolve

• Develop a solicitation and 
stewardship plan
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Send e-solicitations

• Test repeatedly for content, 
sender, subject, time of day

• Hyper-segment 

• Ensure they’re data-driven 

Date Subject

December 17 “Make a gift, make a 
difference at Harvard”

December 22 “10 days left in the year”

December 30 “Two more days to make your 
year-end gift”

December 31 “Last chance to make your 
year-end gift”



Copyright Annual Giving Network 2019 Page 11

Offer a simple online gift form

• Mobile-optimized

• Donor-friendly and easy to use – reduce 
giving page friction 

• Visually connects with all other channels

• Continues the story started on other channels

• Remember…

– The avg. online gift is $96.40

– The avg. first-time donation gift is $110.67
Source: Blackbaud
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Create customized giving pages

• Customize ask 
amounts

• Match theme to 
related appeals

– CYE-Holiday

– Phonathon
Fulfillment

– Recurring Giving 
Campaign

– Matching Challenge
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Don’t forget recurring giving

• 25% renewal of new single-gift 
donors

• 80% renewal of new recurring 
donors

• Recurring giving shows strong 
gains, with 22.91% revenue 
growth this past year compared 
to the industry median of 18.37%

Source: Network for Good and Blackbaud 
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Social Media: Leverage retargeting & digital ads

Source: Ruffalo Noel Levitz  
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Social Media: Enable social sharing 

• After online AND 
offline giving
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Social Media: Engage in peer-to-peer fundraising

• Peer-to-Peer is the Millennial Authenticity Engine



Copyright Annual Giving Network 2019 Page 17

Social Media: Make stewardship social
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Employ video

• Entertaining

• Informative 

• Inspirational 

 57% of those who watch a nonprofit’s 
video will give to that nonprofit 

Source: Business Insider & Google 
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DEVELOPING COMPREHENSIVE 
APPEAL PLANS AND SCHEDULES
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POLL #1: XXX

• Suggestions from Chad: 

– How many of you have a dedicated FTE dedicated to managing online 
channels (i.e. crowdfunding, email, social media, etc.)? My rationale behind 
this question is to drive home the need within Annual Giving shops to have a 
resource who “owns” these channels and is considered the SME within the 
University

– How many of you capture social media handles within the online giving 
page (for stewardship)?
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Increase reach by increasing channels

• Tracking behavior of current-year donors by 
channel availability, the prospects with more 
channels were retained at a higher rate and 
contributed a higher average gift

• Consumer Behavior

– 65% of consumers admit to responding to a 
direct mail appeal through an online method

• Marketing Behavior 

– 44% of marketers are using three or more 
channels

Source: Digital Marketing Association
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Dissect your appeal toolkit

Source: Ruffalo Noel Levitz
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Survey alumni and donors
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• How would you most like to be contacted for philanthropic support?
Email Telephone Face-to-Face Not at all
Mail Text Social Media

• How valuable would each of the following be to you in making a decision to give 
to our institution?

Know how gifts are used Provide scholarships to students The right thing to do
Increase quality of academics Increase rankings Nicer facilities 

• Please indicate the extent of your loyalty to each of the following:
The institution in general My degree/program A faculty member
Athletics A student organization I was part of

Ask insightful survey questions
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Determine appeal frequency 
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Chart your solicitation and stewardship calendar 

• Example: Multi-channel anniversary donor



Copyright Annual Giving Network 2019 Page 27

Chart your solicitation and stewardship calendar

• Example: Multi-channel
giving day donor

Touchpoint Date Channel
1 5/1/2019 Postcard Direct Mail
2 5/7/2019 Teaser Email
3 5/7/2019 Teaser Social Media Post
4 5/31/2019 Phonathon - Message
4 6/1/2019 One Week Away Email w/ Video
5 6/1/2019 One Week Away Social Media Post

6-13 6/9/2019
Day of Giving

3-4 Emails
Peer Email
Digital Ads
Retarget (if applicable)
4-5 Social Media Posts
Text Message 

14 6/10/2019 Thank You Email w/ Video
15 6/10/2019 Thank You Social Media Post
16 6/26/2019 Thank You Postcard Direct Mail
17 7/5/2019 Thank You Call Phonathon
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CRAFTING AND OPTIMIZING 
MESSAGES ACROSS CHANNELS
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POLL #2: XXX

• Suggestions from Chad: 

– How many of you have a dedicated FTE dedicated to managing online 
channels (i.e. crowdfunding, email, social media, etc.)? My rationale behind 
this question is to drive home the need within Annual Giving shops to have a 
resource who “owns” these channels and is considered the SME within the 
University

– How many of you capture social media handles within the online giving 
page (for stewardship)?
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Ensure consistency across channels 
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Use consistent branding and visuals
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Craft unified messages

Your Gift Matters…

• To Department of Finance

• To College of Fine Arts

• To our student athletes

• By providing a world-class 
education

• To Maria

• Today!

• Now!
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Consider best practices

• Direct Mail
– Spend more time 
– Provide multiple ways to respond
– Targeting/personalization are crucial
– Use a P.S. section and sidebars to 

reiterate your offer and call to action

• Digital Ads 
– Make them stand out
– Keep them simple
– Stick to brand

• Email
– Keep it short and sweet
– Timing is everything
– Measure, tweak, and repeat

• Text Message 
– Pay attention to frequency
– Provide value
– Use common language
– Respond ASAP
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Remember every channel is a piece of the puzzle
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EVALUATING YOUR EFFORTS
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What’s 
Not 

Working?

What’s 
Working?

Define 
Goals

What’s 
Missing?

How is 
Our Data 
Quality?

Ask important questions 

Do We 
Have 

Staffing?

What’s 
Our 

Budget?
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Create a snapshot of your results 

FY18 Final FY18 YTD                      FY19 YTD
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Articulate efforts to others 

• Use infographics to “tell the story”

– Internal and external

• Attribute appeal codes

– Quantify appeals
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Key Takeaways

• Annual giving must include the integration of online and offline 
appeals

• Create a holistic calendar 

• Remember: Donors are not loyal to one channel

• Dedicate staff to online channels 

• Track results 
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Become an AGN Member Today!

AGN Members get unlimited access to all 
AGN webinars and additional benefits.

Use your registration for this webinar as a credit 
towards the membership fee for the next 30 days! 

To learn more, visit AnnualGiving.com or email 
info@annualgiving.com.
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