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THE DONOR PIPELINE

Major Donors/Bequest 
Intentions

Leadership Annual Donors

Loyal and Consecutive 
Donors

Lower-Dollar Donors

Lapsed Donors and Prospects
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912 Institutions reported to CAE/VSE Survey in 2016 and 2017:

▪ 62% experienced a decline in participation, at an average of 8.8% lower than 

the previous year

▪ 81% have grown their alumni of record; on average, the alumni of record has 

increased by 7.8%

▪ 47% saw an increase in overall Alumni Giving

▪ Overall giving increased… more important to identify your best donors and ask 

them appropriately

ANNUAL GIVING HEADWINDS 
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Analyze

Segment

Message

Test

ANNUAL FUND PATH
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ANALYZE
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ANALYZE
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Propensity Rating (PCR) Analysis

ANALYZE

PROPENSITY RATINGS (PCR)
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ANALYZE: STEWARDSHIP

Metric

% Answering "High"

All Respondents
$100k+

$25k to 

$99.9k

$1k to 

$24.9k
<$1k

Non-

Donors

Adjusted 

Score

Accurate and prompt receipting 84.1 81.8 86.2 87.0 77.5 72.2 78.9

Process of making gift was easy 79.9 78.4 85.0 80.1 81.6 72.2 78.3

Acknowledgement or recognition 75.5 78.7 84.7 77.1 61.9 56.8 69.0

Gift used as intended 72.5 72.9 83.3 75.8 51.3 51.4 64.7

Interactions about gift were personalized 65.2 73.6 81.7 64.4 42.1 48.6 61.6

Know whom to contact 61.9 74.7 71.7 58.3 45.9 58.3 63.3

Communications about gift 61.1 62.1 69.5 62.7 45.0 51.4 57.7

More likely to give in future 50.0 63.5 57.6 49.6 35.9 24.3 43.6

University did a good job asking me 47.8 61.3 54.5 45.1 36.1 38.2 46.7

Saw impact of gift 37.8 42.7 55.2 35.7 21.6 30.6 39.8

Average by gift level 63.6 69.0 72.9 63.6 49.9 50.4

80-100 = Excellent, 60-79 = Fair, Less than 60 = Needs 

Improvement. Adjusted score weights gift level score based 

on distance from overall score.

Overall 

Score: 60

Stewardship and Donor Satisfaction Scorecard

Giving Last Five Years
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ANALYZE
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$5,000+                  $2,500-$4,999               $1,000-$2,499                  $500-$999                $100-$499          Less than $100

$5,000

Annual Giving Rating

The UPGRADE Opportunity

$2,500

$1,000

$500

$100

$1,575

$853

$376

$159

$32 $25

$923,102 Gain 

$700,500 Gain 

$196,669 Gain 

$617,290 Gain 

(4:1 Success Rate) 
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SEGMENT
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▪ Segmentation should allow for all members to receive the same treatment

▪ Segments should be large enough that once you've tested, you feel confident 

in your results. 

▪ Segment of one is crazy. Direct Marketing should give the illusion of 

customization

▪ Segments share characteristics with which they identify

SEGMENTATION BASICS
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▪ Through analysis of data, determine how you efficiently segment the data 

to maximize results

– Ask donors with recent giving more frequently

– Segment never-donors into less costly communication channels

– Use predictive modeling or propensity scores to direct efforts toward 

best opportunity

SEGMENT TO EFFICIENTLY USE RESOURCES
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DONOR RETENTION RATES BY LOYALTY, US UNIVERSITIES

Source: Target Analytics 2014.
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SEGMENTATION FOR REPORTING
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MESSAGE
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What do Alumni/Donors care about???
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▪ Institutions want to tell vs. what donors want to hear

EFFECTIVE MESSAGING



Page 17 Confidential – Not for Duplication | Property of Grenzebach Glier and Associates



Page 18 Confidential – Not for Duplication | Property of Grenzebach Glier and Associates



Page 19 Confidential – Not for Duplication | Property of Grenzebach Glier and Associates







Page 22 Confidential – Not for Duplication | Property of Grenzebach Glier and Associates

▪ Goal: Increase participation from 9%-22% from 2018-2022

▪ Approach: 

– 5 year plan (incorporating planned increased in alumni)

– Analyze database and split into two– most likely givers and least 

likely using propensity score

– Multi-channel communication approach

VIRGINIA TECH CASE STUDY
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▪ One year’s progress:

9%

12.3%

Participation

2017 2018

37% increase in 
Participation

97%

3%

5+ Year Consecutive donor

Retained Lost

Reactivated 
2017→ 2018

31.7%

Academic Annual Fund
+ 20%

Overall Annual Fund
+8%

Total Dollars 

VIRGINIA TECH CASE STUDY
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www.grenzebachglier.com

• Submit questions via chat function at the top of your screen
• Thank you!

Adrian Salmon Anna Swanson
asalmon@grenzglier.com aswanson@grenzglier.com

QUESTIONS?

mailto:asalmon@grenzglier.com
mailto:aswanson@grenzglier.com

