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Key Messages

■ Online relationship management needs to be a 
integral part of the overall advancement mix
▶ Increasingly the giving channel of choice
▶ Enhances direct mail and telephone efforts
▶ Supports major gifts

■ Most colleges and universities are not completing 
basic online best practices

■ Critical to coordinate across alumni relations, 
development, and schools/units

■ Social networks like Facebook represent an 
exciting new engagement opportunity
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Challenges in Connecting with Alumni

■ Decreasing effectiveness of traditional channels
▶ Younger alumni not as receptive to direct mail
▶ Cell phones vs. land lines
▶ Do Not Call lists challenge for telemarketing

■ Increased competition for alumni mindshare and dollars
▶ Alumni have less time to devote to institution news
▶ Increasing sophistication of fundraising from other nonprofits

■ Online communication limited, usually “one size fits all,”
viewed as expense vs. investment
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The eCRM Approach

A philosophy that can be enabled by technology

Attract alumni and friends 
to your Web site through 
“viral” marketing and 
integrated campaigns; 
encourage registration.

Understand constituent 
interests, affinity.  
Engage them with regular, 
personalized online 
communications.

Build enduring 
relationships through 
ongoing profiling and donor 
stewardship through online 
interactions.

Leverage online 
relationship, offering 
personalized involvement 
and giving opportunities.
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■ Primary goal = capture email addresses for a majority 
of your alumni and friends

■ Secondary goal = capture mail addresses and key 
interest and life update information

■ Strategies:
▶ Optimize “conversion” of Web site visitors

▶ Encourage people to visit your site

▶ Capture email addresses through offline venues

▶ Reach alumni through social networks

Reaching Alumni/ Friends
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Offer Registration Incentives

■ Special content areas only for registered 
alumni

■ Ability for alumni to submit class notes online
■ Discounts on school merchandise
■ Personalized Web, email content based on 

constituent interests
■ Enable “viral” marketing (i.e. e-Cards to find 

lost alumni)
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Site design optimized for conversion

E-Commerce

Events

Newsletter

Reunion

Membership
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Reach Alumni Through Social Networks
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P2P Outreach Through Social Networks
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Motivation/ Communications

■ Continue to build alumni/ friend profiles

■ Communicate effectively
▶ Be “constituent centered”
▶ Communicate as “one organization”
▶ Personalize/ segment content

■ Provide engagement opportunities
▶ For people to share content and opinions
▶ For people to connect, network
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Leverage Online Ambassadors
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Value of Segmentation
For-profit 
Industry Data:

2007 - Not Segmented

Audience:  67,325

Open Rate:  17.07%

Click-through Rate:  0.19%

2007 - Segmented

Audience:  15,891

Open Rate:  26.77%

Click-through Rate:  2.08%

Nonprofit 
Example:

Source: MarketingSherpa and Convio analysis
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Content Segmentation Strategy

Participation 
History
Donor status (current, 
lapsed, major)
Reunion attendance
Volunteer
Local club participation

Geography
Local events
Club affiliation

Affinity/Interests
Parent, alum
Major/ school of graduation
Current profession
Passions
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Understanding Affinity

■ Explicit 
interests
▶ Web site 

registration
▶ Surveys

■ Implicit 
interests
▶ School/year 

of graduation
▶ Past giving
▶ Clicked links
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Using Affinity Data for Appeals

Personalized appeals using affinity information 
can drive 2-3x higher response rates
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Affinity Fundraising: Healthy Competition
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Stewardship Segmentation

The University of San Francisco sends a unique e-newsletter 
to its President's Ambassadors (donors of $1,000 or above).
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Relationship Pathways

New Donors

Non-donor 
Recent Alumni

Resources 
Available Update

Event Invitation

Thank You Stewardship Update Sustainer Appeal

Mid-Level 
Donors

Invitation to 
Cultivation Event

Stewardship Update Special Gift 
Opportunity

Appeal



© 2008 Convio, Inc.

Case Study – University of Washington

19

In 2006 the UW Foundation set out on finding a solution that 
would allow us to email donors and make very specific asks 
in a highly dynamic way. 

Up until this point, email was sent mostly ad-hoc by lots of 
people around campus, often targeting the same 
constituents. No one had a good grasp on how many times 
someone was being emailed or what the content was.

Many units were storing data and sending emails 
individually. This created a program centered vs. constituent 
centered environment.
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Case Study – University of Washington
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A&S Athletics UW 
Foundation UW Marketing UWAA

Message 
2
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4
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3
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5

Business Pub/Mail 
Services

Message 
1

Message 
7

Excel Access Vendor 
#1 Advance Vendor 

#3

Our past e-communication landscape
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Case Study – University of Washington

21
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Can SPAM adherence 

Data synchronization with one database

Constituent subscription self-management

Highly variable content

Central view of volume and timing

Localized administration

Unified brand look and feel

Establish a set of best practices

Case Study – Vision
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Unit 2Unit 1 Unit 3 Unit 4 Unit 5

Subscription 
Management

Advance Convio

Data Synchronization – Where we want to be
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Constituent Subscription – Self Managed
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Tacoma Post Phone
Emails Delivered: 264
Open Rate: 18.90%
Click Throughs: 0%

Evans School Pre Phone
Emails Delivered: 297
Open Rate: 19.40%
Click Throughs: 1.30%

Variable Content – Email/Phone Coordination
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Calendar Year End Donors
Emails Delivered: 18,225
Open Rate: 22.30%
Click Throughs: 1.79%

Year End Non-Donors
Emails Delivered: 42,004
Open Rate: 15.90%
Click Throughs: 0.63%

Variable Content – Donor/Non Donor
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Dan Evans Email 
Results
Emails Delivered: 
32,941
Open Rate: 21.21%
Click Throughs: 3.11%

Variable Content – Urgent Opportunity
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This constituent is a non-
donor with an 
interdisciplinary degree from 
the Graduate school.

This constituent is a non-
donor with an 
interdisciplinary degree from 
the Graduate school.

This constituent is a donor to 
Arts & Sciences, Medicine 
and the College of the 
Environment

This constituent is a donor to 
Arts & Sciences, Medicine 
and the College of the 
Environment

Variable URLsVariable URLs

Variable BulletsVariable Bullets

Variable ContentVariable Content

FY09 September Email
Emails Delivered: 
59,173
Open Rate: 15.41%
Click Throughs: 1.49%

Variable Content – Constituent specific variables
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Localized Administration – Multi-center

29

Units will have their own view into Convio.

Units can create, manage and send their own emails 
using centralized predefined datasets (defined by affinity 
or affiliation). They can further segment if desired.

Ability to create permission sets that allow work flow to 
happen smoothly within the unit.

Currently we have 12 centers. We envision as many 
as 50.
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Unified Brand – University of Washington
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Continue to add newsletters and reasons for people to 
give us their email address

API functionality to interact with Convio

Work to get every form previously asking for contact 
info to include email

Store all email addresses in a central database

Use a third party email finder?

Best Practices – Building your email list
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September – Constituent based 
Foundation Branded
Asking for the areas they gave to in the past – donors
Asking for the areas they are affiliated with – non donors

Oct/Nov – Unit based
Unit/Foundation co-branded for single affinity and single 
affiliation constituents

Foundation branded for multi affinity and multi affiliation
December – Constituent based

Foundation Branded thank you for donors and last minute 
opportunity for not yet given this calendar year non-donors

Feb/Mar – Unit based cleanup
This email can be from the Dean or perhaps teamed up with 

student  calling or something else…
April/May – Constituent based cleanup

Foundation branded with a volunteer’s signature 

June – Foundation branded end of fiscal year

Best Practices – Have an e-solicitation calendar
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Timing
We don’t want to send six emails to the same person on 

the same day

Volume
We need to be aware of how much email our 

constituents are receiving

Coordination
We want the constituent to understand that we’re all 

talking 

Joint Messaging
There is great power in units sharing information on 

behalf of each other

Best Practices – Communicate with each other
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Can SPAM adherence 

Data synchronization with one database

Constituent subscription self-management

Highly variable content 

Central view of statistics

Localized administration 

Unified brand look and feel

Establish a set of best practices

Case Study – Summary
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Summary

■ The Internet represents a strategic opportunity to 
build relationships in a scaleable fashion

■ Social networks are a new exciting opportunity

■ The power of developing e-relationships extends far 
beyond gifts made online

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


