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Declining Dependence on Old Technology

Emails and Phone Calls no Longer Commanding Same Attention

Sources: Jason Wyatt Pro, “10 Marketing Trends to act on in 2018,” Become a Master Marketer, 2018.; "2018 Nonprofit Benchmarks!," M+R Benchmarks, 2018, 
https://mrbenchmarks.com/.; “2010 Nonprofit Benchmarks!,” M+R Benchmarks, 2010, https://mrbenchmarks.com/.; “Stanford Hangs Up on Telemarketing…” 
https://www.philanthropy.com/article/Stanford-Hangs-Up-on/237968; “Americans received over 16 billion robocalls so far this year—here’s how to stop them”, 
https://www.cnbc.com/2018/06/06/americans-got-16-billion-robocalls-this-year-heres-how-to-stop-them.html. “Preparing for Advancement’s Digital Future,” EAB Global. 

No Respite from 
Robocalls

Number of Robocalls
Americans received in 
2017

30.5B

Average Number of 
Robocalls per person 
per month

12

https://mrbenchmarks.com/
https://www.philanthropy.com/article/Stanford-Hangs-Up-on/237968
https://www.cnbc.com/2018/06/06/americans-got-16-billion-robocalls-this-year-heres-how-to-stop-them.html


Is the Era of Phone Dead?

Phone-a-Thon Performance Declining

Stanford Hangs Up on 
Telemarketing”

Sources: “Stanford Hangs Up on Telemarketing,” https://www.philanthropy.com/article/Stanford-Hangs-Up-on/237968; “Death to Phonathon,” 
https://www.linkedin.com/pulse/death-phonathon-lynne-wester/. 

“Are we segmenting and communicating with 
donors in the channels they prefer? 
Phonathons don't fail because we can't find 
phone numbers, they fail because [they’re] 
inefficient and don't respect donor 
preferences, a leftover relic from the days of 
the telethon and Jerry Lewis.”

Lynne Wester
Principal and Founder, Donor Relations Guru

“Revenue from phone-call 
transactions from roughly 140 
colleges from 2012 to 2015 
dropped by about 17%.” 
–Target Analytics

https://www.philanthropy.com/article/Stanford-Hangs-Up-on/237968
https://www.linkedin.com/pulse/death-phonathon-lynne-wester/


Your Reach Isn’t as High as You Think

User Count Increase and Algorithm Changes Spell Trouble

Social Media Use Has Exploded… …But Organic Reach is Decreasing

Sources: “28 Powerful Facebook Stats Your Brand Can’t Ignore in 2018,” https://sproutsocial.com/insights/facebook-stats-for-marketers/; “The Decline of Organic 
Facebook Reach: How to Outsmart the Algorithm,” https://www.marchex.com/blog/decline-organic-facebook-reach-outsmart-algorithm/; 
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https://sproutsocial.com/insights/facebook-stats-for-marketers/
https://www.marchex.com/blog/decline-organic-facebook-reach-outsmart-algorithm/


The Digital Ad Landscape

Major Ad Platforms Ad Placements

News Feed

Audience Network

Right-column 

214M Monthly Active Users in US

$22B Ad Spend on Facebook (2018)
$94B Size of US Ad Market

Sources: “Seven Things You Should Know About Digital Advertising This Year,” https://www.forbes.com/sites/forbeslacouncil/2018/01/11/seven-things-you-should-know-
about-digital-advertising-this-year/#6592932f424e; “Number of Facebook users by age in the U.S. as of January 2018 (in millions),” 
https://www.statista.com/statistics/398136/us-facebook-user-age-groups/. 

https://www.forbes.com/sites/forbeslacouncil/2018/01/11/seven-things-you-should-know-about-digital-advertising-this-year/#6592932f424e
https://www.statista.com/statistics/398136/us-facebook-user-age-groups/


Who Can You Reach?

Predictive Targeting 
(Prospective Constituents)

Retargeting 
(Existing Constituents)

Target users based on website 
pixel (e.g., non-converting 
visitors) or customer file (export 
from fundraising CRM) 
containing Name, Email, ZIP 
code, etc.

Target users based on alma 
mater, interests, hobbies, online 
behavior, industry, location, and 
more 



Who Can You Reach?

First 
Name

Last 
Name

City State ZIP DOB Email Phone

James Smith Chicago IL 60007 11/15/1976 jsmith@gmail.
com

312-476-7634

Sue Kim Orlando FL 32789 1/8/1968 skim@gmail.c
om

407-896-5897

Hashed (encrypted) version of CSV file uploaded to Facebook, 
which matches your constituents with FB user accounts



Sample Ads

Facebook and Instagram News Feed Placements

https://www.youtube.com/watch?v=vBwNektYFdM
https://www.youtube.com/watch?v=M27sutf8Ukc


Other Areas of Higher Ed Already Experimenting

Enrollment Management and Athletics on Cutting Edge



Nonprofit Sector Ahead of Higher Ed Advancement

Charities Incented to Innovate on Bottom-of-Pyramid Giving



To What End?

Three Major Use Cases for Digital Ads in Advancement

• Direct mail appeal 

support

• Day of Giving

• Giving page 

abandonment

• Senior class giving 

campaigns

Fundraising Event Promotion Constituent Education 
and Engagement

• Homecoming

• Reunions

• Galas

• Alumni gatherings 

out of state

• Donor profiles

• Gift 

announcements 

• Student profiles 

(e.g., scholarship 

recipient stories)

• Stewardship 

content



Use Case #1: 
Fundraising



Sometimes, Donors Need a Nudge

Giving Page Pixel Enables Identification of Non-Converting Page Visitors

Prospective Donor Visits Giving Page… …And Advances to Payment Screen…



Sometimes, Donors Need a Nudge

Giving Page Pixel Enables Identification of Non-Converting Page Visitors

…But Doesn’t Make a Gift

Too many 
steps

Too many 
form fields

Doesn’t have 
credit card 
nearby

Gets distracted

Cart Abandonment 
All Too Common

Average Cart 
Abandonment rate

76%

Cart Abandonment 
Rate for nonprofit 
industry

83%

Increase in Cart 
Abandonment rate 
from 2006 to 2017

16%

Source: “Complete List of Cart Abandonment Statistics: 2006-2018,” https://www.barilliance.com/cart-abandonment-rate-statistics/

https://sproutsocial.com/insights/facebook-stats-for-marketers/


Sometimes, Donors Need a Nudge

Giving Page Pixel Enables Identification of Non-Converting Page Visitors

• Targeting Criteria: Giving page 
visitors who advanced to payment 
screen but didn’t make a gift 
(approx. 100 people per month)

• Results: $8,093 raised via 51 gifts, 
$536 spent on ads. ROI = 1,409%.

https://www.youtube.com/watch?v=KbVJxuVOc6U


The Experiment

A Randomized Controlled Trial to Evaluate the True Efficacy of Digital Ads

https://www.youtube.com/watch?v=vBwNektYFdM


The Experiment

A Randomized Controlled Trial to Evaluate the Efficacy of Digital Ads

Direct Mail Recipients (20K)

Control 
Group-No Ad 

(10K)

Constituent List 
Uploaded to FB 

(10K)

Ad Delivered to 
Constituents (5K)

Ad NOT 
Delivered to 

Constituents (5K)



The Results (Engagement)

Performance on Engagement Metrics

People Reached: 4,975

# of Ad Impressions: 42,325 (video) and 24,486 (photo)

Ad Impressions Per Person: 8.51 (video) and 12.44 (photo) 

Link Clicks: 121

Video Watches at 75%+: 1,097



The Results (Conversions)

Performance on Conversion Metrics

Incremental (Ad-attributed) donors: 59

Incremental (Ad-attributed) revenue: $21,901

Ad Spend: $1,058

Gross return on ad investment: 2,070%

In other words, for every $1 we spent on ads, we generated $20.78 in gifts
that we would not have otherwise received without the ads. 



Additional Examples of Fundraising Digital Ads 

• Targeting Criteria: Recipients of 
End-of-Year direct mail appeal

• Results: 70 Clicks (2.90% CTR) at 
$3.46 per click. 165 gifts totaling 
$37,800. 



Additional Examples of Fundraising Digital Ads 

• Targeting Criteria: Recipients of 
End-of-Year direct mail appeal

• Results: 26 Clicks (1.26% CTR) at 
$3.43 per click. 78 gifts totaling 
$14,100. 



Use Case #2: 
Event Promotion



Sample Event Promotion Ads

• Targeting Criteria: Alumni and non-
alumni donors within 50 miles of venue 
in New Jersey.

• Results: 242 Clicks (2.35% CTR) at $0.62 
per click. 

• Targeting Criteria: Prior homecoming 
attendees and all alumni within 25 miles 
of campus

• Results: 799 Clicks (7.26% CTR) at $0.21 
per click. 



Use Case #3: 
Constituent Education and 
Engagement



Increasing Engagement Among Alumni and Other Constituents

• Targeting Criteria: School of Social 
Welfare alumni and non-alumni 
donors

• Results: 1,579 Clicks (12% CTR) at 
$0.20 per click. 



Increasing Engagement Among Alumni and Other Constituents

• Targeting Criteria: Math and 
Physics alumni and donors

• Results: 203 Clicks (9.53% CTR) at 
$0.79 per click. 20 gifts totaling 
$3,900. 



Increasing Engagement Among Alumni and Other Constituents

• Targeting Criteria: History alumni 
and donors. 

• Results: 129 Clicks (4.74% CTR) at 
$0.89 per click. 12 gifts totaling 
$1,480. 



Not Just Likes, Clicks, and Gifts

Ancillary Benefit of Digital Retargeting Includes Organic Reach Increase



Not Just Likes, Clicks, and Gifts

Ancillary Benefit of Digital Retargeting Includes Organic Reach Increase

September 8 (before campaign)
9,224 Page Likes

Digital Ad Campaign

September 14 (after campaign)
9,709 Page Likes (5.3% increase)



Top Tips to Implement Digital Ad Campaigns

• Start simple—choose just one platform (e.g., Facebook)

• Don’t simply run independent digital solicitation campaigns—make sure 
to also pair digital ads with direct mail and/or phone solicitations

• Measure return on investment using randomized, controlled trials

• Update your giving page’s privacy policy to reflect that data provided by 
donors may be used to deliver targeted ads to them

• Assign staff with the right skill set (data and analytics proficiency); digital 
ads are not the same thing as social media management



Top Tips to Implement Digital Ad Campaigns

• Perform highly segmented targeting

• A good rule of thumb is that it costs about $0.10 to reach a constituent 
Institutions that will yield the best results given the time investment are 
those with a larger number of constituent records and a high field 
population rate for contact data

• Invest heavily in major news-based campaigns (e.g., big jump in USNWR, 
faculty member wins Nobel Prize)

• Create a scrapbook for donors containing comments from ad campaigns


