President’s Blog Launch Guide

Instructions

Mid-level donors often seek enhanced access to senior leaders. A presidential blog can meet this need easily and with
little time commitment from the president. Follow these steps to launch a blog that effectively stewards donors.

Step 1: Select a Blog Manager

Although the president will be the face of the blog, another staff member must take ownership of coordinating and editing
posts, drafting posts when the president is busy, and managing comments on posts. Use the checklist below to identify an
ideal blog manager.

Blog Manager Candidate Checklist

Attributes of Blog Manager

Access to president Potential Blog Managers

Point of contact with donors » Leadership society director

» Stewardship manager
Experience with stewardship « Director of the annual fund

Strong writing skills

Step 2: Set Minimum Gift Level for Access

Establish a minimum dollar amount that will grant donors access to the president’s blog. An ideal minimum gift level will
alleviate a pain point in the giving pyramid where donors upgrade slowly or not at all. Use the questions below to identify
a minimum gift that will inflect giving behaviors.

* What giving tiers are already established?

» At which giving levels are a large number of donors currently parked?

* Which giving levels are you trying to move donors toward?

* Which giving level currently lacks strong stewardship initiatives? Which level does not receive the attention it
deserves due to problems of scale?

* Which giving level is characterized by low satisfaction scores in donor surveys?

Source: EAB interviews and analysis.
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President’s Blog Launch Guide (cont.)

Step 3: Finalize Logistics

Set the groundwork for a sustainable initiative by working through key logistical matters ahead of time. Answer the
following questions for various aspects of the blog process.

Password Log Ins

A
— « How will passwords be delivered to donors (e.g., by email, in leadership society welcome packet, etc.)?

» Will donors have a single sign-on option that links with their Facebook or email account?

N\ Editing Process
e Who will edit each post?

¢ What are the criteria this individual should use to edit each post?

Posting Calendar
% * How frequently will blog posts be published?

e How will posts align with other donor communications or events?

Step 4: Determine Content

Blogs posts should draw in readers and give them a feeling of insider access. Determine topics using the following criteria.

A () e

Board-Level Topics Uniquely Presidential High Alumni Interest

Identify topics that might be Consider topics in which there is Track blog post views, review
presented to a board member or deep and unique value in hearing donor surveys, and consult with
trustee the president’s point of view alumni relations to identify topics

most interesting to alumni

Example Titles from Ithaca College’s President’s Blog

e “1 Do Not Invest in Buildings—I Invest in People”
e “Seeing the Future in a Moment of Darkness”
e “Learning from Tragedy”

Source: EAB interviews and analysis.
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President’s Blog Launch Guide (cont.)

Step 5: Market and Brand the Blog

Eligible donors must know they have access to the blog—and they must know that access is exclusive. Set the
groundwork for a sustainable initiative by developing strong marketing and branding initiatives.

Potential Marketing Pushes

« Email blast to all eligible donors introducing the blog

« Email blasts to all eligible donors for each blog post

other standard communications

Branding Techniques from Ithaca College’s President’s Blog

Title focuses on
exclusivity and —
access

Blog links to
other exclusive —
opportunities

@ ITHACA COLLEGE Apply Now | Site ndex | Diecories ARSI

Ithaca College » Alumni, Parents, and Friends »

» Among Leaders =

~Exclusively for
President's
Associates

Exclusively for President's Associates
-.Upccming Events
Webcast with President Rochon

Survey Results

Documents

Photo Galleries

Blog: Among Leaders
Site Map

Givingto IC » President's Assoclates » Exclusively for President's Associates Jennifer Susanne Gabriel { log out )

Blog
Among Leaders

.
i
¥« A forum for the exchange of thoughts among a community of
wq’ leaders, guided by Tem Rochen's insights into the mements that
i

“ shape the Ithaca College experience.

« Previous Next »
MONDAY, NOVEMBER 18, 2013

Student for a Day

Posted by Thomas Rochon at T:50PM | Scon'rrc-nts'

[ £]v] £ | R

One of my greatest pleasures 1s 1o meetwith small groups of students to hear their thoughts about life at ithaca
College. Itis prabably a good practice for the CEO of any arganization ta listen carefully to its customers, and |
suppose that is what I am doing. But the joy in the exercise comes fram the fact that IC students are not just
customers in the normal sense of the word. The campus is their hame; their fellow students are their closest
friends; the faculty are their mentors and the staff are their guides. The entire residential college experience is
closely bound up in whao they are and whom they hope to become.

Step 6: Add Value for Donors Through Comment Thread Discussions

Continue the discussion by allowing donors to comment on blog posts. Add an additional level of stewardship by
addressing donor comments. The blog manager should shift through comments and divide them into three categories.

Comments that do not
require a response
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» Personalized emails from MGOs to high-touch donors

* Inclusion of upcoming blog post topics in newsletters or

Description
highlights
President’s
unique insights

Post is directly
from President’s
account

2 Comments to be 3 Comments from top
addressed by the donors that should be
President addressed by their MGO

Source: Image courtesy of Ithaca College, EAB interviews and

analysis.

139



	Slide Number 1
	Slide Number 2
	Table of Contents
	Unlimited Copies for Members
	Slide Number 5
	Advisors to Our Work
	Advisors to Our Work (cont.)
	Advisors to Our Work (cont.)
	Advisors to Our Work (cont.)
	Top Lessons from the Study
	Top Lessons from the Study (cont.)
	Top Lessons from the Study (cont.)
	Top Lessons from the Study (cont.)
	Slide Number 14
	Slide Number 15
	Longer Time Frames, Bigger Goals
	The Campaign Pipeline
	A Turning Point at the Mid-Level
	Disappointed Expectations in the Middle
	“It’s Hurting Us Now and in the Future”
	The Hidden 10%
	The Unrestricted Giving Gap
	Fewer Donors “On Deck”
	Untapped Lifetime Value
	A Flurry of Concerns, but Two Main Problems
	Slide Number 26
	Slide Number 27
	Slide Number 28
	At Risk of Donor Inertia
	Laddering Up the Mid-Level
	Aiming for the Right Donors
	Major Gift Treatment for Mid-Level Donors
	Remarkable ROI
	Making Upgrades More Attainable
	Targeting High-Return Populations
	“They Upgraded, Now What?”
	Explosive Revenue Growth
	Asking at the Wrong Time
	Accelerating the Ask at Carnegie Mellon
	“Mind the Gap” Second Ask Mailing
	Breaking the $1,000 Barrier
	Generating a Sense of Ownership
	Named Scholarships for Mid-Level Donors
	Moving from Mid-Level to Major Giving
	Turning Priorities into Fundraising Products
	A Powerful Fundraising Tool
	A Boon to Giving
	A Road Map to Larger Gifts
	Moving Up the Giving Pyramid
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Missing the Needle in the Haystack
	A Crowded Field of Prospects
	Many Barriers to Discovery
	Students and Volunteers Surface Prospects
	Engaging Alumni Relations in Discovery
	Giving Staff Tools to Succeed
	Referral Forms Lead to Major Gifts
	New Discovery Roles at Marquette
	Mapping Next Steps to Alumni Potential
	Staffing Up for Annual Leadership Giving
	Junior Major Gift Officers
	The Broken Pipeline in the Annual Fund
	Generating Leads While Driving Upgrades
	Instilling a Culture of Collaboration
	Turning Training into Action
	Major, Planned, and Annual Giving Gains
	Untapped Major Gift Capacity in the Annual Fund
	Rightsizing Prospect Pools
	Changing Gift Officers’ Direction
	Going Beyond a New Portfolio
	“Go Where the Money Is”
	Identifying Unknown Major Gift Prospects
	Slide Number 75
	Slide Number 76
	Seeing Themselves as Benefactors
	A Problem of Scale
	A Seemingly Quick Fix
	The Gift Society Problem
	Enhancing Exclusivity and Access
	Insider Access Through Digital Channels
	“A Community of Leaders”
	Creating a Sustainable Process
	Eagerly Awaiting Posts
	Rethinking Leadership Societies
	The New Delaware Diamond Society
	Building Buzz and Enthusiasm
	Driving Upgrades
	Donor Councils: A Dime a Dozen
	Strategic Member Selection at Drexel University
	Matching Donor Interests…
	Going the Extra Mile
	Highly Effective Cultivation
	Facilitating Insider Access
	Slide Number 96
	Slide Number 97
	Slide Number 98
	Donors Crave Results and Impact
	Digitizing Donor Relations
	Five Approaches to the Digital Realm
	Telling Beneficiaries’ Stories
	From Idea to Inbox
	A Tidal Wave of Responses
	A New Way to Say ‘Thank You’
	Recruiting Student Participants
	Many Opportunities for Donor Engagement
	Tapping into Hidden Networks
	Deploying Social Media Impact Ambassadors
	From Donors to Social Media Ambassadors
	Skidmore’s Social Media Megaphone
	Managing and Engaging Ambassadors
	Giving Outcomes Go Viral
	Responding to Donor Needs
	Filling Out the Middle
	Making It Work on Your Campus
	Beyond the Generalized Results Narrative
	Charities and Nonprofits Take the Lead
	Too Difficult to Replicate
	A Virtual Introduction to Student Beneficiaries
	A Steady Stream of Information
	University of Washington’s Giving Portals
	By the Numbers
	Next Steps at UW
	Looking Ahead: Impact-Driven Portals
	Minimizing the Administrative Burden
	Transforming Donor Relations
	Facilitating Insider Access
	Slide Number 129
	Fundraising Products Template
	Fundraising Products Template (cont.)
	Fundraising Products Template (cont.)
	Alumni Volunteer Referral Organizer
	Alumni Relations Prospect Referral Template
	Gift Society Tier Audit
	Gift Society Tier Audit (cont.)
	President’s Blog Launch Guide
	President’s Blog Launch Guide (cont.)
	President’s Blog Launch Guide (cont.)
	Social Media Impact Ambassadors Launch Guide
	Social Media Impact Ambassadors Launch Guide (cont.)
	Social Media Impact Ambassadors Launch Guide (cont.)
	Slide Number 143
	Slide Number 144

