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LEARNING OUTCOME

After participating…
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…you will be able to strategically leverage social media to 
further your fundraising work.



Prospecting Using Social Media

Academic Impressions 2

3

• Leveraging Social Platforms for Prospect 
Research

• Incorporating Information in Donor 
Strategy

• Overcoming Privacy Concerns

AGENDA

LEARNING OUTCOMECHAT
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How do you HONESTLY feel 
about social media’s ability to 
improve donor prospecting?
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 Manage the Cornell alumni social media 
accounts 

 Produce and implement various digital 
content to engage alumni on the social 
web

 Monitor and evaluate the people 
responding to the social content we 
produce

 Design digital strategies that assist with 
alumni events (livestream, marketing, 
etc.)

 Work with annual fund on giving society 
strategies, giving day, crowdfunding, etc.

WHAT DO I DO?

In short: use the social/digital web to build 
a pipeline that moves alumni from online 
engagement to loyal donor.
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LEVERAGING SOCIAL PLATFORMS FOR 
PROSPECT RESEARCH
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The Old Prospector
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HIGHER ED’S OLD 
PROSPECTOR 
AKA GIFT OFFICER
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PREVAILING THOUGHT.
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 5,700 new Tweets ever second
 1.3 billion registered users
 320 million monthly active users
 Users spend 170 minutes/month on 

Twitter
 #Hashtags allow for focused, public 

dialogue 
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 1 billion users

 4 billion video views per day

 6 billion hours of video watched per month

 300 hours of video uploaded every minute

 Mobile users average 40 minutes/session

 58% of Gen X, 43% of Boomers use YouTube

 85% of online adults (globally) consider 
themselves regular YouTube visitors

 Adults 18-34 now watch more YouTube than 
cable TV
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 400 million monthly active users

 90% of users are under 35 years of age

 1 in 4 of online adults use Instagram
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Reach of post = 45,000
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Reach of post = 45,000
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 See who they are

 See if they’re 
tracked

 Invite them to 
like the page so 
they see more
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 Over 1.5 billion monthly active users worldwide

 1.39 billion MAUs login via mobile

 1 billion sign in EVERY day

 110,000 Cornell emails matched

 Users share 2.5 billion pieces of content daily

 300 million photo uploads per day

 Average American spends 40 minutes/day on FB
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How many tracked prospects 
have engaged with you on 
Facebook in the past month?
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MONITORING, 
NOTJUST POSTING
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We’re gonna need a 
bigger ask….

MONITORING, 
NOTJUST POSTING

LEARNING OUTCOMEQUESTIONS
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 400 million active users

 Users span 200 countries

 2 new accounts created every 
second

 80% of users over the age of 35

 ROUGHLY 187,000 Cornellians

 Average # of connections a CEO 
has = 930
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Industries

 Finance
 Medicine
 Law
 Energy
 Media
 Entrepreneurship 

Titles

 Managing Director
 Managing Partner
 Partner
 Owner
 CEO/CFO/COO/CMO
 President
 Chairman
 Surgeon/MD
 Principal

Company Size

 Myself Only
 1-10
 250-500
 1000-5000
 10,000+
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Principal Gifts

Major Gifts Major Gifts

Major Gifts
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ASKING THE RIGHT QUESTIONS

“What class at Cornell was instrumental
in helping you achieve occupational success?”
(2012)
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(2013)
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(2014)

(2015)

ASKING THE RIGHT QUESTIONS
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LINKEDIN FOR 
REUNION CAMPAIGNS
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LINKEDIN FOR 
REUNION CAMPAIGNS
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LIVE Demo
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FY 2014
• 60 nominees processed

• 96% assessed at 25K+

• 42% assessed at 100K+

• 10% assessed at 250K+

THE SOCIAL MEDIA STAMP
PROSPECT NOMINATION
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FY 2014 Nominees:

• Only 8 made a gift in FY14

• 21 have never made a gift to Cornell

• Total lifetime giving = $42,000 (57% from 2 gifts)

• MINIMUM capacity of nominees = $1.4 million

(assuming everyone has at least $25k capacity)

THE SOCIAL MEDIA STAMP
PROSPECT NOMINATION
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OVERALL

• 400+ nominees processed

• 80-85% assessed at $25K+

• 35% assessed at $50-99K

• 25% - 30% assessed at 
$100K+

THE SOCIAL MEDIA STAMP
PROSPECT NOMINATION
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• Gain ownership of your alumni LI group
• Lock the group (require approval to 

join)
• Assign approval process to a staff 

member
• Train staff member on capacity 

indicators
• Train staff member on how to nominate
• Report:

– # of new group members
– # of nominations
– % qualified for tracking

LINKEDIN 
PROCESS
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600 ADDITIONS TO MG ANALYZED

• Included alumni, alumni ND, parents, 
and friends

• 60% had confirmed profiles on 
LinkedIn

JUST ALUMNI

• 65% had profiles on LinkedIn

• 15% already belonged to our private 
LinkedIn group and we didn’t know it.
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New Prospector?
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INCORPORATING INFORMATION IN 
DONOR STRATEGY
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No one can do it alone.
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IT’S NOT 
GOOD VS. EVIL

I’m a FRIEND-raiser!

VS.

My ONE friend beats 
your one-thousand.
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THE BELIEF:
WE SERVE DIFFERENT PURPOSES
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THE REALITY:
WE’RE ALL FUNDRAISERS
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FORMING A
PARTNERSHIP

Prospect Research

Gift Officers
Social Media
Community
Managers

Annual Fund
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“We’ve reached out for the last 
two years and…silence.”

- Cornell Major Gift Officer
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A good start.
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(solicit)
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• Searched for: High lifetime giving, in Portland, engaged on Facebook
• Found alum who had liked 1,500 posts about OSU athletics, mostly 

women’s basketball
• Alum had never given to athletics, but OSU solicited based on the FB 

engagement
• Upon being solicited, alum gave $17,000 to women’s basketball 
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TEAMING UP:
PLAYING TO OUR STRENGTHS
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LET’S GET CREEPY
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A Social Media Ad Strategy tailored 
for YOUR Portfolio?
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A Social Media Ad Strategy tailored 
for YOUR Portfolio?
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A Social Media Ad 
Strategy tailored for 
ONE prospect?
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Kathy’s Hot Truck Tour

A Social Media Ad 
Strategy tailored for 
ONE prospect?
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• Improve “proof of life” 
rates

• Prospect research
• Accurate employment

• Updated contact info

• Create custom content 
experience

• “Solicitations”:
• Virtual Volunteering

• Crowdfunding campaigns

• Direct to volunteer portal

• Hand-off to IGO

HOW A SOCIAL MEDIA MANAGER 
BECOMES A GIFT OFFICER
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Some people like this.

Other people like this.



Prospecting Using Social Media

Academic Impressions 36

71

#AItraining

NEW TOOLS, SAME GAME
OVERCOMING PRIVACY CONCERNS
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LEARNING OUTCOMETAKEAWAYS
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• Facebook and LinkedIn offer your best leads
• Twitter is an opportunity for low barrier 

conversation and list building
• LinkedIn is a treasure chest of up to date 

employment information, use it.
• Seek partnerships with various departments 

within your advancement office.
• Understand content drives engagement, 

engagement produces leads.
• Empower your online community managers
• Don’t be afraid.
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LEARNING OUTCOMEQUESTIONS
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@KeithHannon

Keith.Hannon@Cornell.edu

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 80


