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ANNUAL GIVING: INTEGRATING EMAIL 
WITH YOUR OVERALL STRATEGY

LEARNING OUTCOME

After participating…
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…you will be able to better plan your email strategy and 
integrate other digital platforms into your annual giving 
effort.
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• Institutional Framework
• Leveraging Digital In Higher Ed
• Incorporating Best Practices
• Planning Proactively & Integrating Across 

Channels
• Next Steps

AGENDA
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INSTITUTIONAL FRAMEWORK
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ANNUAL GIVING 
AT UNIVERSITY 
OF FLORIDA

PRIMARY CENTRAL SERVICE LINES:

• Student Phonathon
• Direct Mail/Email/Digital
• Stewardship
• Leadership Annual Giving
• Special Campaigns
• Reporting and Data Analysis
• Program Evaluation and Support

Grow 
Revenue

Build 
Pipeline

Increase
Base

Engage 
Donors

Share 
Vision

Deliver 
Impact

6

UF EMAIL & 
DIGITAL 
REVENUE

$120,559 

$256,075 

$384,323 

FY15 FY16 FY17
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UF EMAIL & 
DIGITAL 
DONORS

960 

2,280 

2,634 

FY15 FY16 FY17
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UF DIGITAL 
EVOLUTION

FY15

DIGITAL AS AN 
AFTERTHOUGHT

FY16

PROACTIVE 
EMAIL 

PLANNING

FY17
INTEGRATED 

DIGITAL 
STRATEGY
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LEVERAGING DIGITAL IN HIGHER ED

LEARNING OUTCOMECHAT
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Who does your institution 
compete with in the digital 
space?
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DIGITAL 
MARKETING 
ACROSS SECTORS

CORPORATE SECTOR

• Integration 
across channels

• Customer-driven 
experience

• Mobile-first or 
responsive design

HIGHER EDUCATION

• Email as an 
afterthought

• Artificial 
segmentation

• Content 
retrofitted from 
print media
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CORPORATE 
SECTOR



Annual Giving: Integrating Email with 
Your Overall Strategy

Academic Impressions 7

13

• CORPORATE SECTOR

HIGHER 
EDUCATION
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• Limited resources
– Human
– Design
– Content

• Technology and infrastructure
• Organizational buy-in

BARRIERS TO 
LEVERAGING 
DIGITAL
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What do you see as your 
biggest barrier to leveraging 
digital strategies?
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• Plan proactively
• Use data to drive decisions and 

demonstrate impact
• Integrate with mail, phone, and 

development officer activity

OVERCOMING 
BARRIERS
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INCORPORATING BEST PRACTICES
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INCORPORATING
BEST PRACTICES

MEASURES OF SUCCESS

ACTION METRIC

It was opened Open Rate

Content was read Click-through Rate

Call-to-action was 
completed

Response Rate



Annual Giving: Integrating Email with 
Your Overall Strategy

Academic Impressions 10

19

BENCHMARKS

Non-Profit: 12%

Higher Ed: 12%

FY15 UF AG: 21%

FY16 UF AG: 25%

• Sender
• Subject Line
• Email Preview
• Day of the 

Week
• Time of Day

KEY DRIVERS

OPEN RATE
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1. Stands out in inbox
2. Corresponds to the message
3. An actual person, not an organization

SENDER
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SENDER
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SENDER

INSTITUTIONAL HUMAN

Sender
Open 
Rate

Sender
Open 
Rate

University of 
Florida

11.4% Leslie Pendleton 38.3%

Warrington 
Alumni News

18.4% Heather Greig 47.4%

UF College of  
Pharmacy

13.8%
Emily Behrens, Class 

of 2016
37.4%
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1. Matches the action of the email
2. Catches attention 
3. Avoids spam filters

SUBJECT 
LINE

24

SUBJECT 
LINE
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OPEN RATE
• Send from a person
• Avoid spam filters
• Catch the readers’ attention
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BENCHMARKS

Non-Profit: 0.40%

Higher Ed: 0.73%

FY15 UF AG: 1.12%

FY16 UF AG: .711%

• Personalization
• Content & 

Messaging
• Design

KEY DRIVERS

CLICK-THROUGH 
RATE
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1. Relevant to the reader
2. Doesn’t distract from content
3. Supports call to action

PERSONALIZATION
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PERSONALIZATION



Annual Giving: Integrating Email with 
Your Overall Strategy

Academic Impressions 15

29

PERSONALIZATION
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PERSONALIZATION
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CLICK-THROUGH RATE
• Personalize in a meaningful way
• Use graphics creatively
• Keep it short (above the fold)
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BENCHMARKS

Non-Profit: 0.07%

FY15 UF AG: .05%

FY16 UF AG: .11%

• Call to Action
• Timeliness
• Urgency
• Usability 

(mobile)

KEY DRIVERS

RESPONSE 
RATE
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1. Clear
2. Easy to accomplish
3. Single CTA

CALL TO ACTION
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CALL TO ACTION
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CALL TO ACTION

LEARNING OUTCOMETAKEAWAYS
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RESPONSE RATE
• Singular call to action
• Create urgency
• Pay attention to mobile
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• Unsubscribe rate
• Complaint rate
• Deliverability
• # of good email addresses

OTHER 
METRICS

LEARNING OUTCOMETAKEAWAYS
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KEEP YOUR EYE ON THE PRIZE
• Call to action  most important metric
• Open rates ≠ conversions
• Revenue & donors
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PLANNING PROACTIVELY & 
INTEGRATING ACROSS CHANNELS
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5 KEY PERFORMANCE INDICATORS

1. Revenue
2. Donors
3. Leadership Annual Giving Revenue
4. Leadership Annual Giving Donors
5. Retention

ALIGNING 
GOALS
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ALIGNING 
GOALS

Direct 
Marketing Goal

Mail Goal Phone Goal Email/Digital 
Goal
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How many emails do you 
receive from your favorite 
retailer in a year?
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• Alternate high volume with rest periods
• Capitalize on traditionally strong 

fundraising months (CYE, FYE)
• Consider communications from other parts 

of campus (Homecoming, reunion, 
football, etc.)

CALENDAR 
CONSIDERATIONS
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CALENDAR

JULY

REST

AUGUST

Q1

SEPTEMBER

REST

OCTOBER

Q2

NOVEMBER

REST

DECEMBER

CYE

JANUARY

REST

FEBRUARY

Q3

MARCH

REST

APRIL

Q4

MAY

REST

JUNE

FYE
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QUARTERLY EMAIL CAMPAIGNS

• Alumni & parents
– Alumni asked for unit of graduation
– Parents asked for Student Affairs or 

Honors Program
• 3 emails over 7-10 days
• Balance of fun and building the case for 

support

SEND MORE 
EMAILS
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SEND MORE 
EMAILS

48

SEND MORE 
EMAILS
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SEND MORE 
EMAILS

LEARNING OUTCOMEQUESTIONS
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KEY CONSIDERATIONS

• Top earning projects
• Top earning times of year
• Target audiences
• Major events (giving day, homecoming)
• How can channels complement each other?

PRODUCTION 
PLANNING
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CONSIDER STRENGTHS AND CHALLENGES OF EACH CHANNEL

PHONE MAIL EMAIL/DIGITAL

Best at donor 
acquisition

Great for renewing 
donors

Highest average gift

Opportunity for 
person-to-person 
engagement

Cost-effective Widest reach for cost

Expensive
Poor at acquiring 
donors

Spotty contact 
information

PRODUCTION 
PLANNING
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THEN
SPECIAL CAMPAIGNS
• Incorporated into 

several mail pieces 
over 6 months

• Follow up emails 
after mail pieces

• Digital-first
• 5 emails over 10 

days
• Postcard
• Social media
• Landing page
• Phonathon talking 

points
• Development officer 

collaboration

NOW

SPECIAL 
CAMPAIGNS

CHALLENGE GIFTS
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ALL SPECIAL CAMPAIGNS SHOULD HAVE A:

– Goal
– Deadline
– Consistent look and feel

SPECIAL 
CAMPAIGNS



Annual Giving: Integrating Email with 
Your Overall Strategy

Academic Impressions 28

55

SPECIAL 
CAMPAIGNS
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SPECIAL 
CAMPAIGNS
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• Targeted online banner ads paired with 
concurrent direct marketing projects

• Can increase reach during crucial times 
(CYE)

• Lift demonstrated across channels

INTEGRATED 
DIGITAL 
CAMPAIGNS
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INTEGRATED 
DIGITAL 
CAMPAIGNS
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INTEGRATED 
DIGITAL 
CAMPAIGNS
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• Phonathon pledge reminder emails
• Development officer lead emails, follow 

up engagement touches
• Leadership Annual Giving Officer 

scheduling
– Lead letter
– Student phonathon call to schedule 

visits
– 3rd attempt email

• Stewardship touches

OTHER 
OPPORTUNITIES 
TO INTEGRATE
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NEXT STEPS
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• Automated emails
– Anniversary
– Cart abandonment

• Triggered online banner ads
• True “journey building”

WHAT’S NEXT 
AT UF?
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OVERCOMING 
CHALLENGES

CHALLENGE PROACTIVE SOLUTIONS

Unique unsubscribe count 
and unsubscribe rate

Move toward donor-centric ask and 
content (rather than unit-centric), 
consider excluding non-donors from 

some sends

Increasing complaint rate 
organization-wide

Continue to partner with web team, 
alumni association to ensure 

appropriate email send spacing

UF-wide saturation in email space

Cut underperforming email projects, 
plan unit special initiatives to replace 
(rather than add to) quarterly email 

campaigns

LEARNING OUTCOMETAKEAWAYS

64

3 WAYS TO GET STARTED

1. Add calendar year end and fiscal year end 
email campaigns to your production calendar.

2. Add a digital element to an existing project.
3. Ask peers (and aspirant peers) for successful 

project examples.
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3 WAYS TO IMPROVE CURRENT PROGRAM

1. Add a digital-first, multichannel campaign to 
your calendar.

2. Only allow one call to action (CTA) per email. 
Be ruthless.

3. Compare your email metrics against peers.

LEARNING OUTCOMEQUESTIONS

66
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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 2017 Academic Impressions 67


