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The Phonathon
Goes Global

The Annual Fund 
Down Under
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Hong Kong’s New Matching Gifts
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From FundList…

I'm looking for serious help! I had a meeting with my 
Manager recently and there are rumblings that we g y g
should:
– Scrap our phone-a-thon program, and 
– Get rid of the Annual Fund and focus on using the 

position for Major Gifts

I being the Annual Giving Officer disagree on both pointsI, being the Annual Giving Officer, disagree on both points 
of course, but it looks like I'm going to have to justify 
why. Both my Manager and our VP come from the 
healthcare sector and it's their first time fundraising for a 
post-secondary institution.
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The Responses…

• “How sad this would be to see…”
• “This reads like a horror story. ARGH!!This reads like a horror story. ARGH!! 

Why do folks propose such things…”
• “Wow! TERRIBLE idea!”
• “…a terrible mistake that would hamper 

any chance of success for ANY type of 
fundraising in the long term!” 

Other Endangered Other Endangered 
Or Extinct SpeciesOr Extinct Species

•• TypewritersTypewriters •• LickLick--andand--StickStickTypewritersTypewriters
•• Wine CorksWine Corks
•• BlackboardsBlackboards
•• PayphonesPayphones
•• Boom BoxesBoom Boxes

•• LickLick--andand--Stick Stick 
StampsStamps

•• Product ManualsProduct Manuals
•• Subway TokensSubway Tokens
•• Moth BallsMoth Balls•• Boom BoxesBoom Boxes

•• Hotel KeysHotel Keys
•• Road MapsRoad Maps
•• Photo Photo FilmFilm

Moth BallsMoth Balls
•• CheckbooksCheckbooks
•• BooksBooks
•• NewspapersNewspapers



7

Why Annual Giving?

• We like the gift income
• It’s a bridge from affinity to supporterIt s a bridge from affinity to supporter
• One measure of broad alumni satisfaction
• One measure of depth of individual 

endorsement
• Can be a window on individual interests
• Can be an effective pipeline for major gifts

www

What Are We Trying To Accomplish?What Are We Trying To Accomplish?

A Learned Institutional CultureA Learned Institutional Culture
Initial Gift SupportInitial Gift Support

A Sustained Giving RelationshipA Sustained Giving Relationship

Increased Donor ValueIncreased Donor Value

Qualified Major Gift ProspectsQualified Major Gift Prospects

Ongoing Institutional AffinityOngoing Institutional Affinity

A Learned Institutional CultureA Learned Institutional Culture

The Annual Giving Pyramid
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Teach Non-Donors The Wave

15

Cranbrook
School’s
Interim
List of 
Donors
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Enduring Pillars of Annual Giving
• A Motivating Message
• Peers Preferably Involved
• An Effective Way of Reaching The Audience
• An Ability to Collect The Money As Quickly and 

Easily As Possible
• An Opportunity To Learn About The Donor
• A Donor’s Feelings of SatisfactionA Donor s Feelings of Satisfaction
• The Ability to Measure and Evaluate Results

A Few Words About Your 
Annual Giving Case For Support
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Factual, But Inspirational?

Compelling Reasons To Give

The Present The Future

The Positive Opportunity Vision

The Negative Crisis Risk
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Heifer International

www

Abilene Christian
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Messiah College

Berea College
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Seattle Pacific University

Wesleyan University
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Woodstock School - India
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Kodak’s Digital Photography

• Late getting into the digital photography 
business - forgot that they were in the 
memory storage and storytelling businessmemory storage and storytelling business.

• Forced to play catch up as a result – to 
companies that weren’t in the camera 
business.

• Will we be in the same boat with 
philanthropy?  Will your paper appeal 
letter become the 
one-hour-photo of fundraising?

• Alumni participation stagnant – is it partly 
our fault?
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Let’s Review What The Web Offers

• Real-Time Immediacy
• Fewer Constraints Than Paper or Phonep
• Strengthened Peer Networking
• A New Canvas For the Case For Support
• New Information-Distributing Capabilities
• New Information-Gathering Capabilities
• Greater Transaction Efficiency (Cheaper!)
• De-Centralized Program Management
• (Potentially) Painless Personalization

Real Time Immediacy
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Email Immediacy
• Hamilton’s December 31st 

appeal from Board chair 
reiterating challenge grant 

• “Your gift by midnight 
tonight”

“Your gift byYour gift by 
midnight tonight”
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DePaul’s Gift Anniversary Reminder
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Create Your Own Calendar
• Anniversary Date-of-Last-Gift
• Post-Event Attendees
• Short-Term Giving Challenge
• It’s “Give To Us” Day
• End of Calendar Year
• End of Fiscal Year
• Other Important Campus Days• Other Important Campus Days
• Spontaneous Good News

– March Madness
– Nobel Prizes

• In Concert With Other Paper/Phone Appeals

Information Gathering
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Who’s Raising Their Hand?

Obama’s Text Message Mania
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See who raises their hand…

Creighton’s March Madness Email

• Sent To All With An Email 
Address

• Tracked Who Opened ItTracked Who Opened It
• Called Them Several 

Weeks Later
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Cornell College’s Online Senior Exit Survey

The Internet is 
helping to liberate 
our ability to Key 
collect prospect-
specific 
information. 

Class-based 
activities and 
other fundraising 
will be enhanced 

Relationships

Volunteer
Interests

with a greater 
understanding of 
each alumnus’s 
own particular 
interests.    

Key 
Activities

To Receive Your Cap and Gown…
• Provide your cell phone number and email contact info

Grand Valley State University

• Complete a senior exit survey about your favorite 
memories, faculty, and future alumni volunteer interests

• Film a video message “thank you” to donors
• Consider making your  senior gift
• Link with us on GVSU social networking sites  

(Facebook LinkedIn etc )

44

(Facebook, LinkedIn etc.)
• Stop and learn about GVSU’s alumni association 

resources
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Grand Valley Grad Fest

Stanford’s 
Reunion Books 
– Now Online



24

Empire State College

Susquehanna’s 
Every 1 Counts
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Decentralized Management
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The Penn Fund’s
Classes of
the Weekthe Week

Carleton College Class Web Pages
• Alumni take 

ownership of 
class pages, 
and fundraisingand fundraising 
as well

• Carleton 
annually has 
one of the 
highest alumni 
participation 
rates in the U.S.
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Hobart & William Smith College

Vanguard University
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UNCW Facebook Honor Roll
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Cal’s New Facebook “DonorBadge”

The Virtual Volunteer
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Real Things To Do On Facebook

• Have an institution Facebook page, link with as many 
constituents who “like” you as you can

• Put a “share” button on your giving page so donors can 
tell their friends as they’re making a gift

• See which Facebook Friends are also donors

• Connect with every online donor, if they aren’t already

– Post a “thank you” message to every donor’s Facebook wall

– Post ongoing stewardship messages throughout the year

Real Things To Do On Facebook

• Use Facebook to update contact information 

• Code everyone your linked with in your databasey y y

• Recruit “virtual volunteers” to give and tell their friends 
on Facebook

• Create a class Web page in conjunction with a reunion 
year (or, sooner!)

– Conduct a Facebook-based class giving campaign

– Connect as many members of a class as possible

– Use as a framework for young alumni fundraisingg
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Program Examples │ University of Pennsylvania’s Proud Penn Traditions

• Create Student Awareness of Penn’s Institutional 
Mission

• Engage Students Early And Often In a Campus Family
• Teach Students About The Institution’s Finances
• Evoke A Sense of Penn’s Traditions and History
• Demonstrate The Depth of Penn’s Alumni Community

61

• Build Volunteer Networks That Will Endure As Alumni

Information Distributing
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Lincoln Park Zoo

Culinary Institute of America
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UC Berkeley

www.Bo
bB d

65

Middlebury MiddStart
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Greater Transaction Efficiency

The Wiki Foundation
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Wikipedia

University of Leeds

• More than 2,000 “regular” donors who 
are automatically giving to Leeds eachare automatically giving to Leeds each 
year 

• Most have indefinite pledge periods –
they’re going to keep on giving

• Adrian Salmon calculates their lifetime 
giving is worth 5x the one-off donor

• The Holy Grail of Retention – The Self-
Renewing Donor

www
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Receiving Gifts Online

Lafayette College Challenge

Give to the 
Annual FundAnnual Fund 
Right Now!

Text AF to 98339
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POS Giving
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Your Blinky Button Giving Strategy
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UCLA’s Email Stewardship

• UCLA’s e-mail newsletter to donors

Packard Children’s Hospital
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Smith College’s Ginnie Glover Society

• Everybody’s favorite 
delivery man makes the 
annual giving case for

Whitworth College

annual giving case for 
support

• Tells faculty and staff:  I 
give to support the 
college, why don’t you?

• Everybody knows him!y y

• Too often, we try to 
make the buildings talk 
(or the VC!)
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Involving Board and Advisors 
in Annual Giving

What’s the right level for 
Leadership Annual Giving?

– Leadership giving should 
fill the “gap” between directfill the gap  between direct 
marketing (phone and mail) 
and major gift fundraising

– Varies by institution –
leadership giving should 
help to define the “floor” for 
major gift officers, and a 
“stretch” for direct 
marketing donors

Major 
Gifts

“The Muddle 
In The Middle”

marketing donors
– Does the right “range” fit 

your leadership giving 
society level?

Direct Marketing
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Bates College Anniversary Survey

Puts the focus of the meeting on the 
(graduation) anniversary year 
“I know it’s your anniversary year and 
we’d like to hear your story”
Use alumni who are faculty to train new 

ff i h h hstaff going through the survey

Carleton College

Says in introductory letter that staff 
member will be contacting to discuss the 
college with them
Explicitly says this will not be a 
solicitation
All b ff f hAll bets are off after that…
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Bob’sBob s 
Leadership Annual Giving 

Presentation:
www BobBurdenski com/lag pdfwww.BobBurdenski.com/lag.pdf

Starbucks was born from boring coffee. 

The Lesson of Starbucks

Sta buc s as bo o bo g co ee
The Starbucks brand’s core identity is not 
about a cup of coffee.  It’s about providing 
a great coffee experience.
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What’s Your 
Annual Fund Brand?

• Satisfying & Rewarding
• Appreciation
• Community 
• Celebration
• Mutual Commitment
• Statement of Support

For More Bob • Download articles and subscribe 
to Bob’s e-newsletter at 
BobBurdenski.com

• Buy Bob books at CASE.org

• Subscribe to the FundList annual 
giving discussion listserv at 
www.Fundlist.Info

• Email Bob: 
Bob@BobBurdenski.com@

• Link him, 
friend him, 
fan him
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