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How do you define Annual Giving?

Type of Gift –
• Unrestricted Gifts
• Current Use Funds – not endowed
• $1 up to “major gift” - $10k, $25k, $100k?

Consecutive giving donors = Highest ROI



Importance to Major Gifts

AG Donors are the base of “giving pyramid”
• 41% made first major gift 1-8 years after initial AG gift

• 27% made an annual gift every year prior to major gift

• 62% first annual gift was $249 or less

• 8% first annual gift was $24 or less!

• * Based on donors of $25K or more to UT academics in last 10 years



Who are your prospects?

• Alumni – graduates and attended
• Friends, community, “grateful patients”
• Faculty/Staff
• Parents (difficult with graduate students)
• Build your pipeline by educating students 

today about the importance of philanthropy



Segmentation of prospects

• Regular, consecutive donors 
• “Committed” to you after 3 - 5 years of giving

• First time donors – imperative to renew
• Lapsed 1- 4 years – treat like donors
• Lapsed 5+ years – difficult to reacquire
• Non-donors – need to find the right 

message for them to give



Other segmentation or ways to target

• Their area of interest – major, research
• Involvements or activities while in school
• Generational messaging 

– Civics and Boomers vs Gen X+Y, Millenials
• Geographic
• Their other philanthropic interests – health, 

environment, world issues, etc.



Your prospects are everyone’s 
prospects…
• Non-profits – local and national
• Undergraduate or other graduate schools
• Religious organizations
• Political groups
• Someone else is asking them to give…



Making your case for support

• How is your college making a difference in 
the world

• Tell a story about your students, faculty, 
alumni

• Explain how small gifts are used to fund 
larger projects



Annual Giving –ads about our “impact”



Channels for solicitations

• Phone - student or volunteer call centers
• Mail – direct mail letters, postcards, etc.
• Email – messages, flash videos, etc.
• Websites and social networks…



Gifts and Dollars by type of ask

• 58% to 68% of gifts and dollars generated by phone program 

• Mail generates higher average gift  (Mail - $165, Web $135, Phone $100)

• Online gifts growing as part of overall program 



Phone program – Student Call Centers



Phone programs – do they still work?

• Yes - but “good” phone numbers are key 

• Cell phone numbers are very important

• Research addresses but don’t link to 
phones until you test the numbers



Phone Programs – acquisition tool 

• Over 70% of all non-donors are acquired 
through UT’s phone program

• 68% of Pharmacy non-donors – even 
without pharmacy student callers!

• 85% of all UT Pharmacy gifts from phone

• Daytime calls very important for Pharmacy 
alumni



Direct Mail



Direct Mail – do they open your letters?

• Average 2-3% response overall

• Donor renewals are consistently from mail

• Include specific “ask”, reply card, envelope

• Basic direct mail style letter is “workhorse”
• Postcards, mailers, newsletters are used to 

support the appeals by informing donors 
about uses and impact of their gifts



Emails – do they just delete them?

• Emails are for engaging alumni and friends
• Response rate is very low for emails as 

fundraising channel
• Use to support mail and phone appeals
• Continuing to test different kinds of appeals





Websites and online giving

• Link online giving from all your web pages
• Make it easy for donors to give online
• Include web address on all communications
• Collect email addresses everywhere



Online giving pages



Social networks and engagement

• The “Obama” factor - Higher education is 
not a political campaign

• Facebook, Twitter, and ??
• Use for alumni and constituent relations
• Testing, testing, testing!



Planning your annual campaigns

• Frequency of ask - avoid “donor fatigue”
– Managing multiple asks from institution

• Coordinate phone, mail, email appeals
• Always include a reply card and envelope in 

every kind of mailing
• Communicate leads for major and planned 

gifts



Importance of Renewal and Acquisition
• Diminishing Returns - Renewing 1000 new AG donors:

• 1st year – 65% 650 remain
• 2nd year – 75% 488 remain
• 3rd year – 80% 390 remain
• 4th year – 80% only 312 in year 5 !!!

• Acquisition of new donors is critical for growth
• Higher dollar donors have better renewal rates
• Ask for an annual gift every year and try to upgrade



Measuring Annual Giving Programs

• Total dollars raised and number of gifts 
• Average gift by donor segment
• Donor renewal, % of upgrades
• Participation rate – varies greatly depending 

on what is measured
• Cost to raise a dollar – can be misleading



Stewardship is important for AG success

• “Thank you” letters and cards
– Who sends? Dean, development, President, 

fellow alumni, student, etc.
– “Thank you” needs to be received by donor 

very soon after making gift
• Communicate and engage - don’t just ask
• Refer higher level donors for personal visit



Questions and Discussion

Carolyn Connerat
Executive Director Recurring Gifts and Services
512-475-9223
cconnerat@austin.utexas.edu

Thank you!
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