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LEARNING OUTCOME

After participating…
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…you will be able to identify whether a one-month approach 
will help you grow your faculty and staff donor ranks.
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• Institutional Context
• The Compressed Model
• Program Messaging, Marketing, And Going 

Paperless
• Budgeting & Buy-in
• Ancillary Issues
• Translating The Model To Your Setting

AGENDA
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INSTITUTIONAL CONTEXT
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• North Texas region
• Private university
• 7,500 undergraduate students
• 1,200 graduate students
• 1,800 employees

TEXAS 
CHRISTIAN 
UNIVERSITY
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• Program began prior to 1992
• Mission:

– Provide another source of support and 
donors

– Provide motivation to alumni, parents, 
corporations, foundations (“Our campus 
community supports TCU – I hope you 
will too.”)

– Helps educate on the importance of 
fundraising at your institution

PROGRAM 
RATIONALE 
& MISSION
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A Strong Ten-Year Trend

RESULTS

Year Participation
2015 81%

2014 80%

2013 78%

2012 75%

2011 73%

2010 70%

2009 68%

2008 66%

2007 64%

2006 60%
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2014 breakdown

RESULTS

Department/College Giving Rate

Academic Affairs/Provost 74%

Academic Support 94%

AddRan College of Liberal Arts 66%

Administrative Services 97%

Admission 100%

Athletics 84%

Business Services 89%

Chancellor’s Office 100%

Bob Schieffer College of Communication 83%

College of Education 100%

College of Fine Arts 57%

College of Science & Engineering 75%

Finance 77%

Harris College of Nursing & Health Sciences 82%

Library 68%

John V. Roach Honors College 75%

Marketing and Communication 97%

Neeley School of Business 88%

Physical Plant 91%

Ranch Management 100%

Student Affairs 61%

Information Technology 61%

University Advancement 100%
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THE COMPRESSED MODEL
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• Campaign length: One month
– Employees only solicited once a year 

(including leadership giving) by 
advancement

– April
– Historical background
– Doesn’t seem to be the norm

• Short duration, simpler management, and 
no burnout are the keys to success

INTRODUCING 
THE MODEL
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• Annual gifts are emphasized in 
communication pieces

• But we do stress “A gift to any area will 
count” (more visible in follow-up 
communication)
– Scholarships (named in honor of former 

employees)

DESIGNATIONS
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WHO IS COUNTED?
• All full time employees
• No retirees (They are in regular pool)
• Some part-time

– If they choose to give
– If they request a packet
– If they are already set up on payroll 

deduction

COUNTING 
GIFTS
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CAN BE DONE MANY WAYS
• What works best for us:

– Campaign based on calendar year
– Request list from January 1 to start of 

campaign of all gifts and active pledges
• These people still get a packet 
• Most usually give again

– Payroll deduction
• Starts on fiscal year (6/1) and 

continues until notified to stop
• Comprises the majority of our gifts

COUNTING 
GIFTS
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ALL GIFTS ARE TRACKED IN ACCESS IN 
ANNUAL GIVING OFFICE PRIOR TO BEING 
“OFFICIALLY” ENTERED

– Allows easy access to data for our 
office

• Reporting
• Managing follow-up communication

– Time consuming but worth it!

TRACKING
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• Only publicize participation goal
– Don’t want to discourage the gifts in   

$1 to $99 range
– Adds up in the end
– Dollar total mentioned in thank you 

email at completion
• Example: Physical plant employees have 

consistently high participation rates

PARTICIPATION 
VS DOLLARS
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WE TYPICALLY USE CO-CHAIRS (ONE EACH 
FOR FACULTY/STAFF)
• Provides a diverse selection each year
• Face to face meetings to discuss the role

– Normally the chairs from the faculty senate 
chair and staff assembly

– We do select someone different from these 
areas if we think it is necessary

CHOOSING 
CAMPAIGN CHAIRS
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CO-CHAIRS

– They must be donors
– They are provided expectations up 

front
• Letter signer (along with 

email)/ambassador
• Presentation responsibilities

– Sometimes there are exceptions to this 
rule

CHOOSING 
CAMPAIGN CHAIRS
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• One or two selected for each department, 
college, and division (total of 22 for 2014 
campaign)

• Deans, Vice Chancellor, Unit Heads select 
the reps (we occasionally provide 
recommendations)

• Once selected, they are sent notifications 
with brief intros

REPRESENTATIVES
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THANK YOU / INSTRUCTION LUNCHEON

– Thank you for their service
– Great way to put out all instructions
– Provide best practices for volunteers

REPRESENTATIVES
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JOB DESCRIPTION

– Review roster of names, and provide 
corrections (helps reconcile records)

– Hand out packets to employees in their 
area (if doing paper campaign)

• Saves money
• We have access to corrections

REPRESENTATIVES
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JOB DESCRIPTION

– Serve as ambassadors (not trained as 
“fundraisers”)

• Talk to peers / present at meetings / 
encourage

• Provide updates on results

– Hardest part of job: getting packets out
– Doesn’t seem to be issue of “burnout” 

due to duration of campaign
– No formalized description (all 

expectations are communicated at the 
meeting)

REPRESENTATIVES
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PROGRAM MESSAGING, MARKETING, 
AND GOING PAPERLESS
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• Develop new checklist each year
• Organize by month 

– Organization is the key
• Don’t worry about items on list until that 

month appears

CHECKLIST

LEARNING OUTCOMERESOURCE
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Campaign Checklist
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• Added this segment to campaign about 
four years ago

• Materials identified alumni employee as a 
graduate 

• The segment has continued to increase 
each year

ALUMNI 
SEGMENTATION
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• Cover letter/ Personalized email
• Pledge form 
• Results from previous year 
• FAQ’s
• Employee stories

ITEMS FOR 
CAMPAIGN 
PACKETS
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Cover Letter Example

LEARNING OUTCOMERESOURCE
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Pledge Form 
(front)
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Pledge Form 
(back)

LEARNING OUTCOMERESOURCE
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Our FAQ – sample of questions
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OUR 
REQUEST 
FOR 
EMPLOYEE 
STORIES
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OUR EMPLOYEE 
NEWSLETTER 
ARTICLE



Rethinking Faculty & Staff Giving

Academic Impressions 17

33

3/30 • Article in employee newsletter

4/1 • Packet distributed

4/2 • Official kick-off w/ email announcement

4/8 • Reminder email (alum & non-alum versions)

4/16 • Reminder email (alum & non-alum versions

4/23 • Deadline extension email

4/30 • Deadline email

5/5 • Chancellor thank you email

SAMPLE 
SOLICITATION 
CALENDAR
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• Went paperless four years ago
– Exception for physical plant and 

campus police
• Reps review department list
• Email is personalized

– Using mail merge to send detailed 
information

GOING 
PAPERLESS
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• Pushing for online gifts
– Requesting checks be sent back via 

campus mail
– Blank pledge form attached to email
– Large response on first email

• Ability to review employee giving history 
online 

• Saves paper, time, and money

GOING 
PAPERLESS

LEARNING OUTCOMERESOURCE
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“Paperless Campaign” Emails
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FIRST EMAIL

Sent to all 
employees
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OUR 
REMINDER 
EMAIL
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OUR ALUMNI 
REMINDER 
EMAIL
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OUR 
EXTENSION 
REMINDER 
EMAIL
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OUR 
DEADLINE 
EMAIL
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Post all items 
on website:

– Pledge 
form

– Previous 
results

– FAQs
– Employee 

stories

OUR WEBSITE 
COMMUNICATION
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• Thank you letter 
• Thank you email from chancellor

– We control this message
– Provide accurate totals due to tracking of 

gifts in the annual giving office

• Small gifts
– Always less than a dollar
– Something sent in envelope with thank you 

letter (magnet, notepad, mascot sticker)

• Auto thank you email from online gift
• Employee receipt

THANK YOU/
STEWARDSHIP
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OUR AUTO 
THANK YOU 
EMAIL FOR 
ONLINE GIFTS
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SAMPLE 
ONLINE 
RECEIPT
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OUR THANK 
YOU LETTER
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OUR THANK 
YOU EMAIL 
FROM 
CHANCELLOR
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• Staff assembly
• Faculty senate
• Physical plant
• Academic services
• Offer to speak at any gathering
• Adding in social media component

PRESENTATIONS
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• Physical plant
– Every gift makes a difference
– Brag about their participation

• Faculty senate/staff assembly
– Comparison of the groups (competition)
– Quotes from other faculty and staff

• Academic services
– Staff volunteers to help in presentation
– Quiz game and testimonials

PRESENTATION 
TAILORING

50
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BUDGETING & BUY-IN
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• Small gifts
– Always less than a dollar
– Fit in #10 envelope

• No postage cost
– Volunteers deliver packets
– Thank you letters sent via inter-office 

mail
• Much of the packet is on plain paper

– Only special orders are for letterhead
– All printing done in office

• Go green

BUDGET 
ISSUES
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• Key relationships to develop
– Leadership donors/employees
– Making “friends” in different groups

• Volunteering
• Example: Student affairs 

committee/events
– Making sure co-chair will be an 

ambassador
• Opening the door with others
• Example of first experience with 

chair

BUILDING 
BUY-IN
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• Customer Service (obvious, but important)
– Always maintain a positive attitude 

(news spreads fast)
– Example: Be positive with cancellations

• Partner with HR (year round)
– New employee orientation
– Welcome letter with directory
– Proposing new alumni/employee 

welcome letter

BUILDING 
BUY-IN

54

Suggestions from article in CASE Currents 
(2010)

– Speaker for alumni relations events
– Recognize fundraising faculty
– Alumni professorships

GETTING FACULTY & 
STAFF INVOLVED
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ANCILLARY ISSUES
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• TCU participates in United Way
– United Way takes place in the fall
– Faculty/Staff Campaign takes place in 

spring
• Try to keep space between the two

EXTERNAL 
CAMPAIGNS
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• Make it low key
• Ask higher administration to distribute 

message 
– Example: Ask president to send out 

kick-off message

RECESSIONARY 
ECONOMY
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MESSAGE SHOULD REMIND EMPLOYEES HOW 
IMPORTANT AND SPECIAL THEY ARE TO THE 
INSTITUTION

– Even if participation is low, you can 
still focus on educating

– Focus on a soft ask

RECESSIONARY 
ECONOMY
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CYCLE STARTS OVER AGAIN

– Is the person a major gift prospect? An 
annual fund prospect?

– What about further cultivation?
– Who to be involved? Inside the 

institution and externally?
– When do you decide to drop this person 

as a major gift prospect?
– Use the results to your benefit – share 

success with alumni in hopes to gain 
alumni participation

OUTCOMES & 
NEXT STEPS

60

#AItraining

TRANSLATING THE MODEL TO YOUR 
SETTING
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• Ask for assistance from others in your shop
– Are there other admin assistants who 

can help?
• Ex: Everyone in our office helps with 

packets 

• Are there donor employees that can assist 
with campus presentations? Can chairs 
take a more active role?

• Consider extending the timeline on your 
task checklist (can make it easier with 
multiple responsibilities)

SMALL INSTITUTION/ 
SHOP SUGGESTIONS
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• Many of the same suggestions for a small 
shop can apply to a large shop, due to the 
opposite extreme.

• Ask for assistance from others in 
Advancement because you are going to 
have more employees than a small 
institution

LARGE INSTITUTION/ 
SHOP SUGGESTIONS
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• Are there donor employees that can assist 
with campus presentations? 
– Can chairs help? (You’ll have more 

groups to visit)
• Recruit more volunteers per segment 

(department, school, group)
– Assuming there will be more 

employees, this will help make the 
volunteers job easier

– They will have a better experience and 
project a positive attitude

LARGE INSTITUTION/ 
SHOP SUGGESTIONS
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• Ground work for the “ask”
• A great way to make alum employees feel 

special and connected without fear of 
another solicitation
– Event-driven

• Happy hours
• Lectures
• Holiday contests

• Collaboration with other areas of 
advancement is a must
– Ex. Alumni relations

ALUMNI 
EMPLOYEE 
CHAPTER
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• Make your program manageable
– Duration
– Volunteer burnout
– Organization

• Think through reports and procedures
– Your procedures for processing gifts may 

become more detailed and lengthy
– It’s worth it - it can serve the overall 

reporting better

LEARNING OUTCOMETAKEAWAYS
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• Create a competition
– Encourages participation
– Involve co-chairs and reps

• Obtain buy-in on campus
– Leadership involvement
– Get involved on campus

• Committees
• HR
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• Stick with campaign even if you get low 
results (build a tradition)

• Try to come up with ways to keep your 
employees connected (i.e.: group events 
without solicitation or fears of solicitation

LEARNING OUTCOMEQUESTIONS
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LEARNING OUTCOMEEVALUATION

Please remember to complete the event evaluation.  
Your comments will help us continually improve the 
quality of our programs.

Thank you!

Follow us:© Copyright 2016 Academic Impressions 69


