
ADVANCED ANNUAL GIVING 
TECHNIQUES:

Taking Your Program to the 
Next Level

ADVANCED ANNUAL GIVING 
TECHNIQUES:

Taking Your Program to the 
Next Level

Presented by

Kathleen E. Pavelka, CFRE
President

Telecomp, Inc.

Next LevelNext Level



�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(
�3�U�H�V�L�G�H�Q�W���3�U�H�V�L�G�H�Q�W���3�U�H�V�L�G�H�Q�W���3�U�H�V�L�G�H�Q�W��
�7�H�O�H�F�R�P�S�����,�Q�F���7�H�O�H�F�R�P�S�����,�Q�F���7�H�O�H�F�R�P�S�����,�Q�F���7�H�O�H�F�R�P�S�����,�Q�F��

�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�(�.�D�W�K�O�H�H�Q���(�����3�D�Y�H�O�N�D�����&�)�5�( �L�V���S�U�H�V�L�G�H�Q�W���R�I��
�7�H�O�H�F�R�P�S�����,�Q�F�������D���F�R�P�S�D�Q�\���V�K�H���I�R�X�Q�G�H�G���L�Q��
�����������W�R���U�D�L�V�H���I�X�Q�G�V���I�R�U���Q�R�Q���S�U�R�I�L�W���L�Q�V�W�L�W�X�W�L�R�Q�V��
�X�W�L�O�L�]�L�Q�J���W�H�O�H�S�K�R�Q�H���R�X�W�U�H�D�F�K���S�U�R�J�U�D�P�V���D�Q�G���X�W�L�O�L�]�L�Q�J���W�H�O�H�S�K�R�Q�H���R�X�W�U�H�D�F�K���S�U�R�J�U�D�P�V���D�Q�G��
�G�L�U�H�F�W���P�D�L�O��

�0�V�����3�D�Y�H�O�N�D���K�D�V���S�U�H�V�H�Q�W�H�G���D�W���L�Q�W�H�U�Q�D�W�L�R�Q�D�O����
�Q�D�W�L�R�Q�D�O���D�Q�G���U�H�J�L�R�Q�D�O���F�R�Q�I�H�U�H�Q�F�H�V���I�R�U��
�&�$�6�(�����$�+�3���D�Q�G���$�)�3�������6�K�H���K�D�V���E�H�H�Q��
�U�H�F�R�J�Q�L�]�H�G���D�V���D���&�$�6�(���¯�6�W�H�O�O�D�U�°���V�S�H�D�N�H�U����



Know what it is

or . . .

Maximize Renewal RateMaximize Renewal Rate

. . . You’ll spend a lot of time running in place



Maximize Renewal RateMaximize Renewal Rate
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Maximize Renewal Rate
WHY?

Maximize Renewal Rate
WHY?
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Maximize Renewal Rate
Determine Segmentation
Maximize Renewal Rate
Determine Segmentation

• Group prospects by 
their relationship to you

– allows you to speak to them 
uniquely

• Segmentation versus 
Fragmentation
Segment should be:

– meaningful to the donor
– realistic in size for the solicitation uniquely

– allows you to plan solicitation 
frequency and timing

– realistic in size for the solicitation 
method and timing

– allow you to recognize their 
relationship

– generate the appropriate results 
for the investment

– have a specific objective



Maximize Renewal Rate
Determine Segmentation
Maximize Renewal Rate
Determine Segmentation

• Segmentation versus
Tracking Codes 

– allows you to track smaller 

• Segmentation versus
Restricted Giving

– allows you to appeal to their – allows you to track smaller 
groups within your segments 
(or larger)

Example:  discharge/visit 
date within patient segment

– allows you to appeal to their 
interest, but does not mean 
that you have to restrict their 
gift to their interest -- two 
separate and distinct issues

• Update Segmentation 
Annually



Maximize Renewal Rate
Solicitation Opportunities
Maximize Renewal Rate
Solicitation Opportunities
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Maximize Renewal Rate
Solicitation Opportunities
Maximize Renewal Rate
Solicitation Opportunities
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Increasing the Average Gift

Objective:

Increasing the Average Gift
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Increasing the Average Gift 

Objective Illustration

Increasing the Average Gift 

Objective Illustration
Number Average

of Donors Gift Income Gift

Prior Year Results 1,000           $100,000        $100

Average Gift Needed to generate the same $100,000 gift income at 
different Renewal Rates:

@ 80% 800 $125
@ 75%          750 $133
@ 70% 700 $143
@ 65%          650 $154
@ 60%          600 $167           



Renewal PlanRenewal Plan

Renewal Plan

Segment

Number of 
Renewal 
Efforts

Count
Personal 

Solicitation
Feb 

Phone
Feb    
Mail

March 
Phone

April    
Mail

July 
Mail

October 
Mail

Nov 
Phone

Year-
End 
Mail

Board of Directors/Trustees 5 30 X X X X X X

Staff/Employees 5 400 X X X X X

Major Gifts Donors 5 50 X X X X X X

Solicitation Effort (Calendar Year Basis)

X X X X X X

Major Gifts Prospects 5 100 X X X X X X

Leadership 5 300 X X X X X

Potential Leadership 7 780 X X X X X X X

Donors 6 5,000 X X X X X X

Potential Leadership & 
Donors w/o Phone Numbers 5 500 X X X X X

Memorial-only Donors 2 10 X X

Special Event-only Donors 2 250 X X

GRAND TOTAL 7,420



Renewal Inventory and 
Results Summary

Renewal Inventory and 
Results Summary

Segment Count
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors

Board of Directors/Trustees 30

Staff/Employees 1,000

Renewal Inventory

Feb Phone Feb Mail March Phone

Solicitation Effort - Actual Results

April Mail July Mail
Personal 

Solicitation

Staff/Employees 1,000

Major Gifts Donors 100

Major Gifts Prospects 300

Leadership Donors 95

Potential Leadership 400

Donors 4,300 2,800 1,525 1,500 150 3,100 300 1,750 140

GRAND TOTAL



Renewal Inventory and 
Results Summary

Renewal Inventory and 
Results Summary

Segment Count
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors
# 

Assigned
# of 

Donors
Total 

Donors
Renewal 

Rate
Unrenewed 

Donors

Board of Directors/Trustees 30 0 0% 30

Renewal Inventory
Solicitation Effort - Actual Results

October Mail Nov Phone Dec Mail

Staff/Employees 1,000 0 0% 1,000

Major Gifts Donors 100 0 0% 100

Major Gifts Prospects 300 0 0% 300

Leadership Donors 95 0 0% 95

Potential Leadership 400 0 0% 400

Donors 4,300 1,420 70 1,050 300 850 40 2,525 59% 1,775

GRAND TOTAL



Maximize Renewal Rate
Case for Support

Maximize Renewal Rate
Case for Support
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Creating New Leadership Donors
Feeding the Top of the Pyramid

Creating New Leadership Donors
Feeding the Top of the Pyramid
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Creating New Leadership Donors
Giving Societies

Creating New Leadership Donors
Giving Societies
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Creating New Leadership Donors
Setting New Expectations

Creating New Leadership Donors
Setting New Expectations
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Invitation-Style Leadership PackageInvitation-Style Leadership Package



Leadership Lead Letter Series:  
Letter #1

Leadership Lead Letter Series:  
Letter #1



Leadership Lead Letter Series:  
Letter #1 Brochure

Leadership Lead Letter Series:  
Letter #1 Brochure



Leadership Lead Letter Series:  
Letter #2

Leadership Lead Letter Series:  
Letter #2



Sample Results of Targeted Leadership 
Solicitation

Sample Results of Targeted Leadership 
Solicitation

Pledge Rate
Average 
Pledge

Percent Increase 

NewYork Presbyterian Hosp. 
Donors $250 - $999
(Prior Year Donors)

56% $487 34%

NewYork Presbyterian Hosp.
Donors $250 - $999

46% $506 42%
Donors $250 - $999
(Prior Year Donors)

Rochester Philharmonic Orchestra
Donors $250 - $999
(One to Three Years Lapsed)

24% $516 19%

McDaniel College
Donors $250 - $999
(One to Three Years Lapsed)

11% $1,027 51%



Number of 
Pledges

Number of 
$1,000+ Pledges

Percent of New 
$1,000+ Pledges

2003 Donors $250 - $999 112 21 19%

Sample Results of Targeted 
Leadership Solicitation

�1�H�Z���<�R�U�N���3�U�H�V�E�\�W�H�U�L�D�Q���+�R�V�S�L�W�D�O

Sample Results of Targeted 
Leadership Solicitation

�1�H�Z���<�R�U�N���3�U�H�V�E�\�W�H�U�L�D�Q���+�R�V�S�L�W�D�O

2003 Donors $250 - $999
in the 2004 Program

112 21 19%

2005 Donors $250 - $999
in the 2006 Program

70 18 26%



New York Presbyterian Hospital
Source of $1,000+ Donors

New York Presbyterian Hospital
Source of $1,000+ Donors

Segment Count

Renewing Donors of $1000+
Unrenewed Lenox and Lenox Renewals 84

"New" Donors of $1,000+
Inpatients 22
Multiple Visit Outpatients 35
Lapsed Donor $1 - $999 8Lapsed Donor $1 - $999 8
FY '05 Donors $250 - $999 18
2005 Donors $100-$249 11
2005 Donors $1-$99 6
Recently Lapsed Donors 5
Current Donors $100 - $999 2
Lenox Recently Lapsed Donors     7
Lenox Lapsed Donors   13

Subtotal 127



Increasing the Average GiftIncreasing the Average Gift
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Increasing the Average Gift
Sample Current Donor Results
Increasing the Average Gift
Sample Current Donor Results

Pledge Rate
Average 
Pledge

NewYork Presbyterian Hospital
Current Donors $1,000+

63% $816

NewYork Presbyterian Hospital 29% $80NewYork Presbyterian Hospital
Current Donors less than $1,000

29% $80

Rochester Philharmonic Orchestra
Current Donors $250 - $999

35% $181

Rochester Philharmonic Orchestra
Current Donors less than $250

42% $70

Gannon University
Current Donors less than $1,000

38% $67



AcquisitionAcquisition
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Acquiring New DonorsAcquiring New Donors
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Results by Donor Giving Level
Children’s Memorial Hospital

Results by Donor Giving Level
Children’s Memorial Hospital

 

Segment Pledge 
Rate 

Average 
Pledge 

Income per 
Solicitation 

FY ’05 Donors     
    
<$25 20% $25 $5 
$25-$49 29% $44 $13 
$50-$99 28% $67 $18 
$100+ 
 

31% $127 $40 

Recently Lapsed Donors     
    
<$25 6% $26 $1 
$25-$49 14% $43 $6 
$50-$99 14% $64 $9 
$100+ 
 

18% $121 $22 

    
    
    
    
    
    
    



AcquisitionAcquisition
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Acquisition
The Importance of Timing

Acquisition
The Importance of Timing

To give your organization the 
greatest opportunity for success, 
you must give the prospective you must give the prospective 
donor the opportunity to support 
you as closely as possible to the 
date of the interaction or 
experience with your organization



The Importance of Timing
Interlochen Center for the Arts

The Importance of Timing
Interlochen Center for the Arts

Number of 
Years Since 

Last Gift
Pledge 

Rate
Average 
Pledge

1 35% $87.51

2 - 3 18% $83.96

Season
Pledge 

Rate
Average 
Pledge

2007 Multiple 
Ticket Buyers

18% $116.24

2007 Single 
Ticket Buyers

12% $79.60

DonorsDonors Ticket BuyersTicket Buyers

2 - 3 18% $83.96

4 - 6 13% $99.64

7 - 10 12% $89.20

11+ 7% $60.23

Ticket Buyers

2006 Multiple 
Ticket Buyers

13% $157.17

2006 Single 
Ticket Buyers

8% $91.33

2005 Multiple 
Ticket Buyers

8% $76.47



The Importance of Timing
Interlochen Center for the Arts

The Importance of Timing
Interlochen Center for the Arts

Number of 
Years Since 
Student’s 

Pledge 
Rate

Average 
Pledge

Parents of 
Academy Students

Parents of 
Academy Students

Parents of Art
Camp Students
Parents of Art
Camp Students

Number of 
Years Since 
Student’s 

Experience

Pledge 
Rate

Average 
Pledge

Experience
Rate Pledge

1 - 5 18% $65.23

6 - 10 14% $140.26

Experience

<1 26% $102.61

1 - 5 10% $96.96

6 - 10 8% $84.52



Performance of Lapsed Donors versus 
Recent Non-Donors

Children’s Memorial Hospital

Performance of Lapsed Donors versus 
Recent Non-Donors

Children’s Memorial Hospital
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Parents of patients outperformed all Lapsed 
Donor segments



Performance of Lapsed Donors versus 
Recent Non-Donors

Children’s Memorial Hospital

Performance of Lapsed Donors versus 
Recent Non-Donors

Children’s Memorial Hospital
$15.81

$14.09

$11.26Long Lapsed Donors

Mutiple Visit Outpatients

Inpatients

$11.26

$9.94

$9.74

$7.03

$0 $2 $4 $6 $8 $10 $12 $14 $16

Recently Lapsed Donors

Lapsed Donors

Single Visit Outpatients

Long Lapsed Donors
($50 +)

($25 - $499)

(< $500)



Acquisition

The Science of Acquisition:

Acquisition

The Science of Acquisition:

There is a direct, measurable 
correlation between the number of correlation between the number of 

people asked and the 
number of donors acquired



Increase Your Outreach
Children’s Memorial Hospital 

Increase Your Outreach
Children’s Memorial Hospital 

Telephone 
Outreach (FY ’05)

Direct Mail 
(FY ’06)

Response Rate 5.9% .64%

Gifts per 10,000 Prospects 590 64Gifts per 10,000 Prospects 590 64

Gifts per 50,000 Prospects 2,950 320

Average Gift $70.01 $62.80

Income per 10,000 Prospects $41,306 $4,019

Income per 50,000 Prospects $206,530 $20,096



Budgeting:  Treat Acquisition like a 
Special Event

Children’s Memorial Hospital

Budgeting:  Treat Acquisition like a 
Special Event

Children’s Memorial Hospital
Telecomp 
Telephone 

Outreach (FY ’05)
Direct Mail 

(FY ’06)

Year 1 Loss per New Donor $16.74 $13.88

Year 2 Renewal Response Rate 39% 22%Year 2 Renewal Response Rate 39% 22%

Year 2 Average Gift $95.36 $67.64

Year 2 Net Income per Donor $72.21 $44.49

Year 1 & 2 Cumulative Net Income per Donor $55.47 $30.61

Cumulative Net per 10,000 Prospects $12,763 $431

Cumulative Net per 50,000 Prospects $63,818 $2,155



 
Segment Contact 

Rate 
Pledge 
Rate 

Average 
Pledge  

Income per 
Solicitation  

Results of Rated Prospects in an 
Acquisition Effort

New York Presbyterian Hospital

Results of Rated Prospects in an 
Acquisition Effort

New York Presbyterian Hospital

Rate Rate Pledge  Solicitation  
     
Lenox Inpatients Wealth Screen 
 

64% 17% $188 $33 

General Inpatients Lenox Series 
 

51% 16% $178 $24 

General Inpatients  
 

57% 17% $131 $22 

Lenox Outpatients Wealth Screen 
 

51% 8% $188 $14 

General Outpatients 
 

51% 13% $92 $12 

 



Results of Rated Prospects in an 
Acquisition Effort

Morristown Memorial Hospital

Results of Rated Prospects in an 
Acquisition Effort

Morristown Memorial Hospital

Number 
Assigned

Number 
of 

Pledges
Pledge 

Rate
Pledged 
Income

Average 
Pledge

Pledged 
Income Per 
Assigned

Telecomp Totals 17,700 1,168 6.6% $98,956 $85 $5.59

TA Totals 1,322 105 7.9% $9,450 $90 $7.15

TA Investors 312 29 9.3% $2,910 $100 $9.33TA Investors 312 29 9.3% $2,910 $100 $9.33
TA Keoughs 36 2 5.6% $120 $60 $3.33
TA Luxury Estates 188 15 8.0% $2,335 $156 $12.42
TA SEC Possibles 100 6 6.0% $385 $64 $3.85
TA Confirmed Executives26 6 23.1% $620 $103 $23.85
TA Bus.Cross Ref 566 44 7.8% $2,785 $63 $4.92
TA Foundation 49 5 10.2% $225 $45 $4.59
TA Wealthy 405 30 7.4% $3,075 $103 $7.59
TA Affluent 212 20 9.4% $1,860 $93 $8.77
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Rochester Philharmonic 
Orchestra Motive Report



SummarySummary

• Maximize Renewal Rate
• Create New Leadership Donors
• Increase the Average Gift

• Maximize Renewal Rate
• Create New Leadership Donors
• Increase the Average Gift• Increase the Average Gift
• Aggressively Acquire New Donors on a 

timely basis with a higher entry-level gift
• Measure and make course-corrections

• Increase the Average Gift
• Aggressively Acquire New Donors on a 

timely basis with a higher entry-level gift
• Measure and make course-corrections
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