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Key Messages

Efficient fund generation ever more critical
Must build strong constituent relationships

Email appeals should be a key element of overall
advancement strategy

Shift from broadcast appeals to strategic
engagement and empowerment

Integrated, multi-channel approach required
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Challenges in Higher Education Fundraising

Alumni participation continues to decline
Average 12.4% in 2006, declining since 2002*

Solicitation effectiveness also dropping

# of donors as a % of those receiving solicitation
15.9% in 2006, down from 17% in 2002*

Non-alumni giving highly variable
Down 3.8% in 2005 after 21.5% rise in 2004*

Gifts from alumni and other individuals accounts for
nearly ¥z of all giving*

Does not include gifts from family foundations, institutions,
donor advised funds
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Direct Mail is Waning In Effectiveness

Three Years of ndex Revenue and Donor Trends
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Until recently, increases
INn revenue per donor
compensated for donor
declines, allowing
overall revenue to
continue to grow

Last year however,
continued revenue per
donor growth could not
make up for the donor
decreases and prevent
overall revenue from
declining
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Good News: Online Fundraising Growing Strong

Online Revenue Year-Over-Year Growth Rate by Vertical
Median Total Revenue for July 2006 - June 2007, n =170
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Online Fundraising Trends and Implications

Online giving across nonprofits grew from $250M in 2000
to $10B in 2007

Over the past four decades, overall giving to higher
education has grown persistently despite seven periods of
stock decline

51% of online consumers said that despite the economic
situation they planned to donate online during the 2008
holiday season, and nearly 7 out of 10 planned to donate
the same amount or more online in 2008 than in 2007

Higher education online fundraising lags other sectors, but
constituent demographics suggest a very high potential

Sources: 2008 Tedhart.com and Harvard University Initiative on Social Enterprise; 2008 Convio Jupiter Online Giving Study;
Lees, Nelson C. 2008. Philanthropy through Downturns: How the Giving Continues.
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Integrated Marketing Effect

Online communications/ engagement enhances donor
value, even if donors continue to give solely offline

Lifetime Donor Value
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Donor Description
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Note: Metrics exclude transactions $10k+ and one ti  me only donors

Donors per segment:
Offline Only No eCRM: 55,042
Offline Only eCRM: 2,844 7
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Major Donors — The Wired Wealthy

A recent survey of 3,000+ high value donors indicated:

51% prefer online giving

42% are somewhat more likely and 18% a lot more likely to
give again if sent email with news of recent victories and
accomplishments

41% are somewhat more likely and 33% a lot more likely to
give again if sent email about how donation was spent, and
what happened as a result

34% are somewhat more likely and 37% a lot more likely to
give again if permitted to control information received

71% would find an email EQOY tax receipt valuable

Source: Research by Convio, SeaChange Strategies and Edge Research
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Best Practices - Email Direct Response Appeals

Message testing (subject line, body)
Personalizing the “ask” string

Segment appeals using affinity information
(explicit and implicit)

Send multiple emails in a sequence



Value of Segmentation

For-profit

Industry

Data:

Nonprofit 2007 - Not Segmented 2007 - Segmented
Example: Audience: 67,325 Audience: 15,891
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Open Rate: 17.07%
Click-through Rate: 0.19%

Source: MarketingSherpa and Convio analysis

Open Rate: 26.77%
Click-through Rate: 2.08%



Integrated Marketing In Action

Coordinate direct mail and online appeals; actively drive
direct mail donors online

. 111
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Relationship Pathways

Resources Event Invitation Appeal
Available Update

Non-donor
Recent Alumni

Thank You Stewardship Update Sustainer Appeal
@
e — BN — BN — B

New Donors

Invitation to Stewardship Update Special Gift
Cultivation Event Opportunity

Mid-Level
Donors
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Case Study — lowa State University Foundation

July 2007 — New Site Launched
October 2007 - Campaign lowa State Kick off

GOALS:

Increase overall fundraising and highlight campaign
communications

Successfully integrate online and offline marketing
strategies

© 2009 Convio, Inc. 15



Case Study — Integrated Offline & Online Appeals



Case Study — Donor Segmentation Strategies



Case Study — Multiple Online Giving Forms




Case Study — Online Campaign Event Registration
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Case Study — Stewardship Messages



Case Study — Virtual Reunion
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Case Study — View and Update Your Records
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Case Study — View and Update Your Records




Case Study — Online Giving Results

Online Giving Totals by Fiscal Year
Total Online Gifts $
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Case Study — Other Metrics

Sent 135 e-mail messages to 1.9 million
addresses:

Average Open Rate: 21.9%
Average Click-through Rate: 3.3%
Average Action Rate: 0.5%

Created 24 online event registration sites:
Total Online Ticket Purchases and RSVPs: 1,365

Created over 60 online donation forms:

Number of Gifting Designations available: 208
Average Online Gift Amount in FY09: $368.14

* Figures from July 1, 2007 to February 28, 2009

© 2009 Convio, Inc. 25



Summary

Online giving in general is growing rapidly and
your demographic is online in large numbers

The power of developing e-relationships
extends far beyond gifts made online, and
requires coordination across departments

To realize success you need a strategic
online relationship plan, appropriate staffing
and the right technology infrastructure



