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IS YOUR ANNUAL FUND MESSAGE RESONATING?
IS THE MODEL BROKEN WHEN IT COMES TO EDUCATION

FUNDRAISING? 

Jay Angeletti, President, The Angeletti Group

Jose Gonzalez, Vice President, EDC
Fordham Preparatory School

Geoff Handy, Senior Vice President, Marketing and 
Communications, 

The Humane Society of the United States
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The tuition gap – the difference between tuition dollars 
received and the actual costs of operating the institution.

• Annual Fund constant struggle. 
• Old message-Tuition covers 50%-80% of costs

• Your gift helps support a diverse experience and, in turn, a broader and 
enriched experience for all

• Direct mail, phonathons and magazines
• Returns are diminishing—why..?
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Alumni Participation
20 Year Comparison

US News Top National Liberal Arts Colleges
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Fordham Prep
• Fordham Prep is a all-male 

Jesuit college preparatory 
school located in the Bronx, 
New York serving grades 9-12

• 1,011 students and 12,600 
alumni

• 45% of students at the school 
receive some form of financial 
assistance totaling $4.1 million – or 20% of the total operating 
budget

• 2017-2018 tuition is $19,630
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Sticking With Traditional Methods 

• Alumni participation had fallen to 14% in 2014 from averages in 

the high-teens

• “Gap” message had been used for many years without being 

refreshed

• Traditional methods of outreach

• Cancelled phone outreach 

• Total annual fund dollars remained flat
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Promote Value Proposition
1. New messaging

A. No talk about the “gap”

B. Focused on the kids – the faces at the Prep – to encourage alumni 
to recognize themselves in these faces

C. Use constituents voice (alumni speaking to alumni, parents 
speaking to parents)

D. Focused on the value proposition (service and brotherhood)

2. Increased personalized outreach
• Rather than being focused on 3 large mailings per year, focused on 

smaller concentrated outreach following events or around pockets of 
constituents (Reunion)



— The Angeletti Group, LLC —

7

Promote Value Proposition

3. Changing the culture of giving back by promoting a 
consistent message across all communications and events

4. Increased opportunities to engage young alumni 

5. Increased social media presence with video and 

6. Increased emphasis on key Reunion years (50th, 60th)
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Outcomes and Next Steps

• Alumni participation increased from 14% to 18% within 3 years 
with target to continue increase trend

• Increased average gift from $907 to $1,400

• Restructuring of Class Rep program

• Public phase of a $50 million+ campaign 
• Opportunity for annual scholarships

• Count everyone under the big tent
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Pre-2004: Premium-driven direct mail + telemarketing

2004: Digital program established with two goals: 
advocacy and fundraising

2009: DRTV campaign launched

2013: “Mixed” marketing integrated email/snail 
mail/telemarketing program launched

2014: Digital acquisition program amped up

2015: Face-to-face program launched

Mission
Fight for All Animals
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Source: Paradysz

DONOR



• Minimal Online 

Marketing

• Calendar-Based 

Campaigning

• Not Financially 

Committed to Second 

Channel

Early Stage Traditional

• Separate Metrics & 

Team for Online 

Marketing

• No Calendar / 

Campaign 

Coordination

• 2nd channel constitutes 

5-20% Direct 

Response Revenue

• Separate databases 

for online/offline

Optimized

• Unified Strategy & 

Real-time data 

integration

• Measures Success 

Across Channels, Not 

By Channel

• Donors’ behaviors and 

interests drives 

communication stream

• Shared budget and 

resources

• Thematically 

Integrated

• Limited sensitivity to 

solicitation frequency

• Decisioning beyond 

RFM

• Shared Metrics

• Some consolidation of 

data across channels

Coordinated

Source: Mike Rogers/Blackbaud

Nonprofit Marketing is Evolving to 

be More Donor-Centric
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Key Initiatives in Direct Marketing

• Invest in donor care and cultivation

• Integrate our marketing channels

• Use data to drive response

• Invest in new donor acquisition 
across channels

• ”Feed” the donor pyramid
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• Open to all staff in program, development, and communications

• HSUS will invest in a new idea if the staffer can get it funded or if 
the idea will generate revenue 

• Usual payback period: 12-24 months, but can be longer

• HSUS will budget for programs initially seeded by major donors

• This is distinct from a separate fundraising R&D Fund, which we 
use for opportunities that arise during budget year

New Initiatives Budget Process
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• Those who raise their hands, but don’t convert
• Email clickers

• Those who open an email, click through to the donation form, but don’t convert. 
Call them.

• Website visitors

• Those who visit one of your donation forms but don’t convert. Serve them ads on 
online.

Handraisers
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Our “Mixed Marketing” 

Campaigns

• Run 4-5 major campaigns each year

• Built on need, not only on the calendar 

• Acquire new paid email addresses around that need

• Deliver an email series around that need

• Layer in social, mobile, mail, telemarketing, and digital 
display around that same need

• Try to move them to another issue (need), but keep 
them in original responder group



Example: Day of Giving

• May 15, 2017

• Giving restricted to puppy mill campaign, except for 
direct mail













ONLINE MAIL
Population # of 

Gifts

$$ from 

Gifts

$/M # of 

Gifts

$$ from 

Gifts

Cost Gross Net

Mailed

(4x)

12,000 4,908 $190,012 $5,419 1,935 $94,202 $155,193 $284,214 $129,021

Not 

Mailed

12,000 1,233 $46,587 $3,882 159 $5,849 $0 $52,436 $52,436

40% lift

Does Snail Mail Boost Online Giving?
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• Finding your donors online
• Email-to-digital

• Example: Google Customer Match

• Direct mail-to-digital

• Example: Facebook Customer Match

• Companies like LiveRamp

• Web visitors-to-direct mail

Audiences to Explore



Remarketing Through Google

Courtesy of Google
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• Integrated campaigns allow you to package the same 
content/appeals across multiple channels

• Focus on the strengths and benefits of each channel, and 
optimize it based on what makes it unique to your donors

• Strategically integrate select campaigns across multiple 
channels. Integration doesn’t always make sense.

Some Final Thoughts
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