The best practices are
the ones that work for you™
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EAB Royall & Company

Innovations in Annual Fundraising

Using Breakthrough Strategies to Drive Higher Participation




Before We Begin...

A Few Housekeeping Items

* Phone lines are muted

* Submit questions during the
presentation via chat on the
GoToWebinar main screen
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Today’s speakers:

Synthia Reader

Strategic Leader

Dana Gresko

Manager, Analytics
and Fundraising Strategy



EAB and Royall & Company

Decline in Participation Threatens
Future Funding

Innovative Strategies to Drive
Higher Participation
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Overview of EAB and Royall & Company

Leveraging Data and Insights

Serving Higher Education Since 1989

p Our Mission
Utilize proven, data-driven strategies to help collages and universities achieve their most important revenue goais
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Big-Picture Challenge Facing Advancement

Decline in Participation Threatens Future Funding

Universities Increasingly Reliant on Fundraising
National Center for Education Statistics
Revenoe by Soyrce (2008-2013)
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The Bad News: Participation Rates in Free Fall
Averasge Alumni Participanion Rates (APR),
VSE Survey, 1975-2015
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1) In real 2013 billions of dollars
2) Individuals compose 43% of total voluntary support
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Good News: Alumni Populations Continue to Grow

Mean and Median Alummi of Record
VSE Survey, 2005-2015
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Institutions Extremely Dependent on Older Donors

Undévgraduate Alumni Giving Across Aggregated Rayall Clients
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Rigorous Research Fuels Innovative Strategies

Data-Driven, Annual Fund Best Practices Drive Higher Participation

Royall & Company’s Commitment to Innovation

Data and analytics A/B tests performed
1 OO + professionals on staff 300 + annually
Targeting Likely Donors Driving Gift Activity
i w +
Strategically Segmenting Ongoing Communication
by Giving History Streams
Predictive Modeling Leveraging Channel

Preferences
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Strategically Segmenting by Giving History

The Biggest Indicator of Propensity to Give

Segmentation by Individual’s Past Actions

Second-Year
Donors

2™ Year

Reactivated
Donors
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Third-Year
Donors

Socond-Year Reactivated Donors

o 0%
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Beyond Segmentation

Targeting Likely Donors

Strategically Segmenting
by Giving History

Predictive Modeling

Driving Gift Activity
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Ongoing Communication
Streams

Leveraging Channel
Preferences
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Predictive Modeling

Some Alumni Are More Worthy of Your Resources

10

More than One-Third of Your Alumni Are Happily Disconnected

10%

43% 84%

of alumni are very of alumni are not of alumni are satisfied
connected to alma connected to alma with their current level
mater mater at all of connectivity
Universe of Never-Givers
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Those Most Likely to Donate

Source: Royall & Company Alumni Engagement Survey



Predictive Modeling

S0, Whom Should You Target?

Behavioral Data Effectively Identifies Donors Most Likely to Give

Transactional Giving History

ﬁgﬁ and Engagement Data

Recent digital engagement
Event attendance

v
v
v' Updated account information
v' Email type

v

Modeled profile of likely donors

©2016 EAB e All Rights Reserved

External Data Sources
of Charitable Giving

v" Frequency and amount

v' Charitable categories
(education, the arts, etc.)

v Political giving



Utilizing Data to Empower Engagement

Targeting Likely Donors

§ v

Strategically Segmenting
by Giving History

Predictive Modeling

Driving Gift Activity
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Ongoing Communication
Streams

Leveraging Channel
Preferences
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Ongoing Communication Streams

Year-Long Communication Stream Tested

Question: Is building a relationship with
previously disconnected constituents impactful?

Test: Launched a specially branded year-long communication stream to never-giver alumni
at three schools. Communications included a mix of engagement elements with solicitations.

Control Group Contacted along with donors at key solicitation
periods (Calendar Year-End, Fiscal Year-End, etc.)

Included in a never-giver version within existing
campaigns-no separate branding for never-givers

Never-Givers and Donors

Advancement communications received are almost
exclusively solicitations
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Ongoing Communication Streams

Never-Givers Cultivated for Engagement

Built a year-long conversation with disengaged

Test never-givers

Alternated engagement and solicitation pieces

. . Branded separately
..-.. ..-.. Included small-dollar asks to reinforce that a gift of

any size will count toward participation

Never Givers Donors Includes small back-end premium thank-you gift
Thematic Phases [Deployment | Date | Theme |  Notes
+ DI 9/18/2016 Info update
(B Email 2 | 9/24/2016 Info update
Phase 1, September: T EOEEE  10/6/2016 Poll question
Cultivation and update info 5 EE 10/14/2016 Poll question
Phase 2, October: Poll w EHDEEEN  10/29/2016 Poll question
. CEF 11/16/2016 CYE - Infographic
Phase 3, Nov & Dec: ‘:, EEE 11/18/2016 CYE - Infographic
Calendar Year-End - 11/29/2016  CYE - Infographic  Giving Tuesday
Phase 4, January - March: S O 1252016 CYE - Infographic
Ambassador engagement g EEIEE 12/19/2016  CYE - Infographic
Phase 5, March - June: vy EHOECEEN  12/29/2016 CYE - Infographic Deadline
| Email 11 | 12/31/2016 CYE - Infographic Deadline

Fiscal Year End

1) N = 3 institutions
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Ongoing Communication Streams

Results Show Significant Lift in Donors Acquired

Built a year-long conversation with disengaged
never-givers

66 % Alternated engagement and solicitation pieces
Branded separately
Higher response rate
from individuals
who received
the test stream! Includes small back-end premium thank-you gift

Included small-dollar asks to reinforce that a gift of
any size will count toward participation

[Deployment | Date | __ Theme | _ Notes |
M Email 1 | 9/18/2016 Info update
(B Email 2 | 9/24/2016 Info update
BN Emailz | 10/6/2016 Poll question
5 I 10/14/2016 Poll question
- Email5 | 10/29/2016 Poll question
O L[EEF  (1/16/2016 CYE - Infographic
o I (1/18/2016 CYE - Infographic
-_ 11/29/2016 CYE - Infographic ~ Giving Tuesday
a [Email8 | 12/8/2016 CYE - Infographic
€ EEHEEEEE 12/19/2016 CYE - Infographic
g EEECEE  12/29/2016 CYE - Infographic Deadline
| Email 11 | 12/31/2016 CYE - Infographic Deadline
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DOLPHIN SOUAD
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Ongoing Communication Streams

MIT Reaches Out to Disengaged Alumni

Massachusetts Institute of Technology

individuals giving to non- A large population who

university charitable and
political organizations

had not given in at
least the past 10 years

Disengaged
Charitable MIT
Givers Alumni

Individuals extremely likely to

give when effectively engaged




Ongoing Communication Streams

MIT Reaches Out to Disengaged Alumni

Summer Engagement Campaign




Ongoing Communication Streams

MIT Reaches Out to Disengaged Alumni

Engagement Campaign Follow-Up

©201

Dear Mrs, Gresko,

Thanks to the thoughtful, heartfelt and Inspiring welcome notes
from you and many of your fellow alumni, this year's entering clazs

of graduate students 15 feeling nght at hame at MIT.

Hundreds of students from MIT's various
graduate programs enjoyed reading the
notes during Orientation

Wa ware thrilled to receive 50 many notes. The memanies and words

of advice you gave tham made me proud to ba part of such a

remarkable community

If you're interested in loarning abaut other ways to stay connected

Fall Campaign
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Utilizing Data to Empower Engagement
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Targeting Likely Donors

§ v

Strategically Segmenting
by Giving History

Predictive Modeling

Driving Gift Activity
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Ongoing Communication
Streams

Leveraging Channel
Preferences
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Leveraging Channel Preferences

There Is No Silver Bullet

21

Reaching Donors Where They Are: Right People, Right Time, Right Place

As Phonathon Becomes a Supporting Medium,
Direct Mail and Web-Based Responses Rise
Donor Channel Selection for Gift

41% 2010 =2015

l 339%
25%
17%
13%
- .

& X
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Leveraging Channel Preferences

A Higher-Touch Reminder to Give

Phonathon Targets Giving Page Drop-Off to Capture Almost-Givers

Benefits of Phone Follow-Up at the University of Memphis

Ubiquity Urgency ROI

Deploys multichannel Inspires immediate Uses valuable student caller
strategy to effectively action, addressing main time on high-propensity
reinforce the ask impediment to giving prospect pool

Closing the Giving Gap

General Phonathon

(Spring 2015) 112,627 214 $8,935 $41.75
With Drop-Off Targeting
(Spring 2016) 63,778 237 $12,536 $52.89
LR O B -43.4% +10.7% +40.3% +26.7%
Change

Less effort... ...and more revenue

Source: EAB Royall & Company; Advancement Forum interviews and analysis.



Now It's Your Turn

How to Submit Questions to Our Panelists e

Enter a Question in the Question Panel

Flle Wiew Help [=(ol (=) (=]
=) sudio

. ® Use Talaphone
Audio Mode:
Hee WOde: & Use Mic & Speakers

] Dial +1 &00 5551212
Access Code: Z27-984-025
Audio PIN: 70
It you're already on the cal, press #7T0# now.
(and addiional numbers ..}

|=] Questions |e1)

El

The presenter
may answer the
question here or
respond verbally

[Enter a question for stafh

Ll |

Send

Type your question ‘
and hit Send

Golo\Vebinar™
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We Can Help

Run Annual Campaigns That Keep Giving Back

26

Deploy strategy .
with data .
analytics .
Optimize

_’ . °
campaign .
design

_, Drive campaign .
performance .

[> The Royall Difference

Targeting and
Timing Expertise

Culling and analyzing your data
Modeling and segmentation
Strategic direction

Customized creative
Full online and print production

Messaging implementation

Performance monitoring
and reporting

. -
Rgenous \\? Creativity

Analytics
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For More Information

Synthia Reader
sreader@royall.com

(800) 899-7227

Dana Gresko

dgresko@royall.com

(800) 899-7227




@ EAB Royall & Company

1920 East Parham Road, Richmond VA 23228
P 800.899.7227 | F 804.741.8969 | eab.com/royall



