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Knox College
Phonathon
Program Excels
In a single year, Knox College's
phonathon operation mushroomed
from a small, manually-operated,
internal campaign yielding between
$40,000 and $50,000 in yearly
pledges into a fully automated jugger-
naut yielding $350,000 in pledges,
thanks to RuffaloCODY's Graduate
Services Program.
By Bruce Tiemann, Marketing

Rich in history and tradition, Knox College in
Galesburg, Illinois, is a nationally ranked liber-
al arts institution with students from 45 states
and 44 countries, making it one of the most
diverse and international colleges in America
as recognized by U.S. News & World Report.
Knox also is one of the 40 colleges listed in
the book "Colleges That Change Lives," and
is ranked 16th in the nation among more than
200 liberal arts colleges by Forbes Magazine
based on graduation rates, career success by
graduates, and what students think of their
professors.

When the college decided to revamp its alum-
ni phonathon, as part of an overall campaign
to initiate comprehensive parent and student
ambassador programs, it weighed the avail-
able options and selected RuffaloCODY's
Graduate Services Program.

According to Associate Director of the Knox
Fund, Brian Gawor, that decision was definite-
ly the right one.  "We had a successful - and
very mature - annual fund, and we were look-
ing for a way to take it to the next level," said
Gawor.  "RuffaloCODY offered us the opportu-
nity to do just that, using a very smart model.
It leverages our students and supplies
automation that would have been expensive,
stressful and frustrating for us to initiate on
our own.  In addition, RuffaloCODY provided
an experienced call center manager and a
team of seasoned support professionals."

Gawor soon discovered he could devote more
of his time and energy toward the college's
alumni donors instead of becoming swamped
with day-to-day call center duties.  "Because
Graduate Services covers the actual solicita-
tion process and call center management, I'm
able to devote more of my time to improving
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Dear Colleagues:

Over the past few months we've seen our economy in financial turmoil with
record debt and weakened stability.  Anticipating what challenges lay ahead and
how they will impact us may be difficult, but not impossible.  RuffaloCODY offers
strategic solutions that best utilize resources and budget dollars, meeting the
unique needs of our clients and delivering results through seemingly impossible
odds.   

Throughout this edition of Solutions, you'll have the opportunity to read more
about how RuffaloCODY meets these challenges head-on and succeeds through
adversity.  Our managed on-campus and regional phonathon programs, enroll-
ment management and planned giving marketing strategies have earned client
trust and continued success.

On-campus MASTERS and Graduate Services phonathon programs such as
Georgia State University Foundation, the University of Texas at Austin, and Knox
College show how a partnership with RuffaloCODY helped secure fundraising
goals and increased donor participation.  By applying an 'Annual Fund' approach
to Planned Giving, RuffaloCODY helped the University of Missouri expand its
program and increased the number of leads and ultimate donors.   Even while
working in an unstable local economy, a partnership with The Henry Ford
Museum in Detroit helped produce an additional 2,000 donors.  And our
Enrollment Management programs have realized unequaled success - exceed-
ing enrollment projections, increasing applications and helping to produce record
enrollments.

While the marketplace begins its recovery, RuffaloCODY will continue to focus
on: providing the solutions and technology you require, the knowledge and
expertise you expect and a dedicated staff to help you succeed.  Our thanks to
those clients who have offered their stories of success and challenge, we will
continue to earn your trust. 

Best wishes for success.

Please mark your calendar for RuffaloCODY -hosted conferences in 2009:

MASTERS International Conference April 1-2, Austin, TX

CAMPUSCALL Software Users Group July 26-28, Minneapolis, MN 

RuffaloCODY Client Conference July 26-30, Minneapolis, MN

our follow-up and providing a level of stewardship to our
donors that I otherwise wouldn't be able to do," Gawor
said.  "As far as the program goes, the upgrade rate is
very good - and the credit card rate is absolutely incredi-
ble.  We posted over a 30% credit card receipt rate on our
first night of calling, which immediately put us ahead of our
donor goal - and we stayed ahead throughout the cam-
paign.  It was great for morale."

Gawor says the positive results of the Graduate Services
Program were not strictly limited to fundraising.  "We had
extraordinary interest in our student body to work as
callers on our campaign, because they know it is a job that

is impressive to prospective employers
when they add it to their resumes," said
Gawor.  "We found that most of our stu-
dent caller applicants learned about the
job opportunity from our callers, and
when your current employees are
recruiting new employees, that's the
mark of a great program.  

There's another aspect to this endeavor
that contributes to the education of our students," said
Gawor.  "We had an enormous number of our alumni who
enjoyed talking with our student callers about positive
experiences at Knox, and some of them received career
advice and even internship offers as a result of the calling.
And we're hearing from other colleges that the biggest

objection to giving right now is uncertainty about the econ-
omy, and the Graduate Services Program seems to have
allowed us to forestall that objection."  ~

To learn more about Graduate Services program advantages,
visit our website at www.ruffalocody.com.

Knox College Phonathon Program Excels
Continued from page 1.

2008 Annual Advancement
Academy Held in 
San Diego, California

As the calendar flipped from late July to early
August, fundraising and advancement profession-
als from a diverse group of higher education

institutions gathered in San Diego to participate in the
2008 Annual Advancement Academy.   Attendees were
treated to a full course of beautiful Southern California
weather, superb accommodations, and a host of in-depth
discussions on the most timely and pressing topics facing
the profession today.  Participants engaged industry
experts on a wide range of development topics, including
annual giving, advancement services, management, con-
stituent relations, and phonathons.  

Along with the comprehensive discussions and presenta-
tions, Advancement Solutions consultants Jason Fisher
and Anthony Arrington announced the release of their
new book, The Phonathon Manager's Planning

Handbook, published by CASE.  In the only comprehen-
sive book on higher education phonathons on the
market, Jason and Anthony outline the steps for success
in setting up and executing a top-notch phone program.
And in an annual tradition, hosts John Taylor and Bob
Burdenski capped off the successful conference with a
PTI (Pardon the Interruption) forum that highlighted the
best strategies for advancement services and annual giv-
ing.  ~

Jason Fisher               Anthony Arrington

For additional
information about
the Phonathon
Manager’s
Handbook, visit
our website at
www.advancement-
solutions.com.

Join the discussion! Go to the Phonathon Blogger at
http://phonathonblogger .typep ad.com



T he Henry Ford - a history destination comprising
a 13-acre world-class museum, an 80-acre historic
village, an IMAX theatre and 66,000 square-foot

research center and library based in Dearborn, Mich.,
provides unique educational experiences based on
authentic objects, stories, and lives from America's tradi-
tions of ingenuity, resourcefulness and innovation.

When The Henry Ford recently embarked on an ambi-
tious campaign to acquire new member/donors via a
calling campaign in the midst of the toughest economic
conditions in a generation, some in development circles
no doubt questioned whether it was a wise decision.
However, Annual Fund Director Mary Bucher says the
program has yielded better-than-expected results.

"While the economy may not
be doing too well - and it is
putting somewhat of a
damper on things - we're
finding that people are will-
ing to offset the economy by
helping us with the annual
fund, and that has been our
focus in this campaign,"
Bucher said.  "Our members

have been very responsive.  In fact, we had more than
1,300 pledges three months into our campaign, com-
pared to a total of 900 pledges the entire previous year."

"Considering the economy - especially in our area - I've
been surprised that the average gift is also about 24%
higher than we had predicted," Butcher continued.  "We
are on track to triple what we experienced before as a
percentage of membership giving.  The fact that we are
doing as well as we are is a testament to RuffaloCODY,
and of course, our membership."

"This project illustrates the full spectrum of capabilities
RuffaloCODY can bring to bear for our clients," said
Brian Lauterbach, CRFE, RuffaloCODY's Vice President
& Lead Consultant for the Arts & Cultural Division.  "We

tailored the program to the unique needs of The Henry
Ford by conducting a 'message audit' prior to calling,
which, after reimagining traditional segmentation and
ask levels, helped better define the message woven into
direct mail and telefundraising campaigns.  As a result,
the impact of the program has been greatly enhanced.
It's proof positive the work done before you start any
asking is what determines success and, of course, you
don't need to stop fundraising when the economic cli-
mate is challenging-you just have to plan smarter."

Bucher says she has every reason to believe that
results will continue building steadily as the calling cam-
paign gains momentum, and she looks forward to rolling
out the next phase of her program in the future.  "I think
RuffaloCODY is the best in the business - there's really
no argument," she said.  "RuffaloCODY employees are
easy to work with, and really good at changing course if
we need to.  They work with us to maximize the out-
come.  I've been really pleased." ~  

Market Leadership Meets Emerging Needs

Since 1991, RuffaloCODY has worked hard to establish
an incredible reputation by helping some of the nation's
largest universities, private schools, healthcare, and reli-
gious organizations raise money for their annual fund,
capital campaign and special fundraising projects. 

Last year alone, we raised over $100 million for our
clients—and in doing so, we have been successfully
meeting the needs of more and more organizations like
yours.  RuffaloCODY knows membership-based organi-
zations have unique needs and a distinct methodology
of managing their patron relationships, renewal cycle
and how they factor into the annual fund and/or
fundraising initiatives.  

To learn more, visit our website at www.ruffalocody.com
or contact Brian Lauterbach, CFRE at brian.lauter-
bach@ruffalocody.com.
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Nonpr of it Ser vices

In 1982, when I first started my career as an admissions
counselor in a small college in eastern Wisconsin, one of
the first concepts I learned to follow was called the

'Admissions Funnel'. The Admissions Funnel theory suggests
that if you know your applicant conversion rates and admit-to-
deposit yield rates, you should be able to influence your
enrollment by simply increasing the number of inquiries at the
top end of the funnel - - a fine theory, in 1982.

At RuffaloCODY, we believe the recruit-
ment dynamic today is much more fluid,
similar to a stream.  The Admissions
Stream illustrates a fluid process where
high school students enter and exit the
recruitment dynamic at will.  

High school students now leapfrog tradi-
tional steps outlined in the original
Admissions Funnel.  As a result, recruit-

ment offices are losing control of the recruitment process.
They exacerbate their loss of control by throwing vast
amounts of dollars at the top end of the old admissions funnel
which may provide them marginal success but at a very high
cost.

As a fluid process, enrollment offices need to develop 'filters'
designed to continuously redefine those suspects, prospects,
inquiries and first-source applicants, allowing them to focus
their resources on students most likely to enroll.

Search Management 

Falsehood: the end point to search, is how many students
respond.  Truth: the real end point of search should be
about 'who' I attract to my inquiry pool.   

It doesn't matter how many students respond to search if they
don't apply and enroll.  Remember, it's not only the initial
expense of driving a large number of students to your inquiry
pool but also the additional expense of carrying worthless
records through your inquiry communication plan.  The end
result of a traditional practice is an over inflated inquiry pool
and lower than expected applicant conversion rates and
enrollment yeild.

The end point to search is application and enrollment!
Identifying the right search names to purchase, those that
look like applicants, makes more sense.  

It may mean a smaller response rate but will result in more
applicants and enrollment.  What are you more concerned
about?

RuffaloCODY search management tools allow our clients to
suppress their purchase of weak search names (low propen-
sity) and increase their purchase of those search names
which resemble their historical applicant pool (high propensi-
ty).  In addition, we open sophisticated response channels
that increases the likelihood of high propensity search names
to become inquiries.  No other company offers the combina-
tion of tools for search management than RuffaloCODY.

Inquiry and Application Management

Falsehood: the more applications we generate the more
enrolled we will have.  Again, the old admissions funnel rais-
es it’s ugly head - it's not how many, it's who. Pre-populated
applications have been one attempt at increasing applications
but in many cases have artificially inflated application pools
with what are really hybrid inquiries.  This practice has for
many institutions, increased their lack of control and manage-
ment of their admissions stream.

Truth: you need to manage your inquiry pool in such a way
that you're continuously placing them through filters that iden-
tify those most likely to enroll.   Then you can begin to shift
your resources to maximize yields of those most likely to
enroll and reduce your expenses on those least likely to
enroll.  Again, it's not how many, it's who.  Our tools not only
provide the most sophisticated approach to targeting, they
help reduce your recruitment costs.

The Henry Ford History Destination: Bucking the Sour Economy 
with a Sound Approach for New Member/Donor Acquisition from RuffaloCODY

Innovate
Adapt
Manage
Succeed

www.thehenryford.org

Fundraising andFundraising and
MembershipMembership
SStrategiestrategies

Achieving Enrollment Goals - - While Spending Less
By John Baird, Sr. Vice President - Enrollment Management

“RuffaloCODY’s ESP gave us the confidence to shrink the top of our enrollment funnel and focus our
recruitment efforts on a smaller number of inquiries. It worked – we’re enjoying a 13% increase in

the size of our freshman class."  - Southern New Hampshire University

Editor ’s Note: This is an edited version of “Achieving Enrollment
Goals”.  To read the entire article - - visit www.ruffalocody.com/em.

Attend a RuffaloCODY webinar to learn more.

November 24 1:00pm  -  Inquiry Management

November 25 10:00am  -  Search Management

December 3 1:00pm  -  Retention

December 9 10:00am -  Search Management

December 11 1:00pm  -  Inquiry Management

Register online at www .ruffalocody .com/em

Figure:  The Admissions S tream
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Adelphi University

Acquired 1,000 New Alumni Donors and

Trigger a $100,000 Gift Challenge

Adelphi University in Garden City, New York, recently
wanted to capitalize on an anonymous $100,000 chal-
lenge gift targeting non-donor new acquisitions - and

RuffaloCODY helped to deliver results ensuring that condi-
tions of that challenge were fulfilled.

As the first institution of higher learning on Long Island,
Adelphi University is well known as a private liberal arts col-
lege with noted professional schools in nursing, education,
social work, psychology and business.  During the past
decade, the institution has undergone a period of reorgani-
zation, growth and renewal.  For the third consecutive year,
the Fiske Guide to Colleges has named Adelphi to its elite
list of "Best Buys" - an impressive distinction awarded to
only 26 private institutions across the nation, and only two
others in New York State.  The "Best Buy" designation rec-
ognizes institutions providing a wealth of academic
resources to their students while maintaining a reasonable
cost of tuition.

The university has also rejuvenated its focus on alumni and
development.  When Adelphi decided to partner with an out-
side provider for its phonathon program in 2004, it
conducted an extensive bid review process.  "We found that
in terms of experience, service and reputation,
RuffaloCODY won hands down," said Dina Zydor, Annual
Giving Specialist for Adelphi.

According to Zydor, RuffaloCODY helped Adelphi not only
with tele-fundraising - but with other important aspects of
development as well - such as honing its database.  "We
really have a handle on our database now, and much of that
has been because of the RuffaloCODY phonathon pro-
gram," Zydor said.  "We went from having about 55,000
alumni in our records to 83,000 alumni who we can now
reach by mail or telephone."

Spurred by the promise of a $100,000 challenge gift from an
anonymous donor in 2008, Adelphi turned to RuffaloCODY
to plan, develop and execute a calling program designed to
help acquire 1,000 new first-time alumni donors.
"RuffaloCODY came up with the test segments; we tweaked
the program together along the way; and we achieved our
goal - securing the $100,000 gift," Zydor said.

"Going forward, we will pay special attention to these new
donors, and our goal will be to retain and convert them into
annual givers.  In fact, our main focus for the next three
years will remain new donor acquisition, with upgrading dol-
lars as a close second," said Zydor.  "However, we also
were successful with our LYBUNT/SYBUNT renewal pro-

gram.  RuffaloCODY was very instrumental in helping us
reach both of these objectives."

Zydor credits the success of recent development initiatives
to the nearly seamless interaction between Adelphi and
RuffaloCODY.  "Communication between our organizations
is very easy, and feedback is provided rapidly.  I've really
had positive experiences with everyone I've worked with at
RuffaloCODY.  They really are like an extension of our own
staff here, and they have become an integral part of our
strategizing," she said.

Zydor remains excited about future prospects, and although
Adelphi's overall strategy will continue to evolve, she is sure
that RuffaloCODY will remain an important part of the
University's development plans.  "With a program of this
size, and its importance to our annual fund, why would we
jeopardize it with anything less than we have come to
expect from RuffaloCODY?" ~

Comment s on this edition of Solutions?  
Take our online survey at www.ruffalocody.com.

By Bruce Tiemann, Marketing

Generation Y' is the label researchers have applied
to those who were 29 years old or younger in
2007, and who are the children of younger Baby

Boomers or older members of 'Generation X.'  (This
same demographic also may be known as 'Echo
Boomers' or 'Millennials.')  They constitute the lion's
share of all higher education students today.

Like every generation before them, these 'Gen Y-ers' will
have a major impact on trends in society, including the
marketing, production and delivery of goods and ser-
vices, and especially charitable giving.  However,
'Generation Y' is predicted to have an even more pro-
nounced ripple effect because of its enormous size (70
million strong); its widely diverse composition (more than
one in three 'Gen Y-ers' belongs to an ethnic minority
group); its affinity for rapidly adopting and using cutting-
edge technologies; and its characteristic disdain for
older, more traditional or conventional methods of doing
just about everything.

"It seems everyone has his or her own opinion about
what 'Generation Y' will do and what it means for the

future of nonprofit fundraising …
including me," said Josh Robertson,
RuffaloCODY's Director of Operations.
"But we went directly to 'Gen Y-ers' by
surveying more than 700 of them cur-
rently attending 26 public and 14
private institutions in the U.S. and
Canada, and a lot of what we learned
was very intriguing."

Robertson distilled RuffaloCODY's survey results into a
seminar he presented at the CASE 2008 Senior Annual
Giving Professionals Conference in Chicago, and the
highly favorable reception he received indicates just how
hungry the nonprofit fundraising industry is for valid data
regarding 'Generation Y.'

Robertson's data confirmed some common stereotypes
about 'Gen-Yers' - but it also uncovered some lesser
known and even surprising characteristics of this demo-
graphic group.

The survey results also helped Robertson establish a
giving timeline for recent 'Gen Y' graduates.  For
instance, while only 23% of those surveyed indicated
they would consider giving to their Alma Mater within one
year of graduation, more than half said they would con-
sider giving within five years - and two-thirds said they
would consider giving after six years. 

Robertson concluded that keeping track of these recent
graduates and maintaining accurate contact information
is imperative for the success of future fundraising efforts.

Robertson's data also revealed 'Gen-Yers' motivation for
giving, and the institutional areas to which they would
most likely donate - as well as their motivation for not
giving after graduation.  It also breaks down the subtle
differences between the giving preferences of male and
female 'Gen-Yers' and those of first-generation higher
education Generation Y graduates.

Robertson says his research points out the importance of
tracking young alumni by whether or not they are first-
generation graduates, whether or not they received a
scholarship or other form of financial aid, and their out-
standing student loan commitments.

In addition, the research indicated the swelling impor-
tance of on-line giving, particularly for Generation Y.
"Armed with this knowledge, institutions can more effec-
tively target their young alumni with appeals and
messaging that strongly resonate with this generation,"
Robertson said.  "The key will be to establish a great
rapport with 'Gen-Yers' while they are still students and
maintaining that rapport after they graduate and until
they are prepared to give, because trying to find them
after they're gone will be very, very challenging."

Robertson has plans to expand his Generation Y
research in the future to include more survey questions
and a larger respondent population at an even wider
range of institutions while capturing additional data from
the respondents and breaking out recent graduates from
current students for added accuracy.  He believes the
results of this multi-year study will lead to additional reve-
lations concerning the unique preferences and
expectations of 'Gen-Yers' - and more clues for institu-
tions who hope to harness their future giving impact in
the development world.  ~

Editor's Note:  This is an edited version of "The 'Gen Y' Impact
-- and How to Harness It."  To read the entire article -- and to
find out how you can participate in RuffaloCODY's ongoing
study, visit www.ruffalocody.com.

‘

Adelphi University Campus

The ‘Generation Y’ Impact - How to Harness It



RuffaloCODY's MASTERS division helped
the University of Texas at Austin establish
new records in the number of dollars and
donors in each of the past two years and
a 50% increase in net income to its col-
leges and schools over a 12-month period.

As the largest institution in the University of Texas
System and one of the largest public universities in the
United States, the University of Texas at Austin is

annually ranked among the country's very best public
research universities.  UT Austin has an enrollment of more
than 48,000 students, and is consistently cited as one of the
best values in American higher education by publications
such as the Fiske Guide to Colleges, the Princeton Review
and Kiplinger Business Magazine.  The university has a rich
history dating back to 1839, when Texas was still a young
republic and not yet a state.

UT Austin first became a partner with RuffaloCODY for
fundraising services in the late 1990s; establishing a record
of success stretching through 2005, when it decided to pur-
sue a different development strategy.  In 2006, the university
reassessed its strategy again - and chose to renew its rela-

tionship with RuffaloCODY as a MASTERS Program client for
on-campus phonathon excellence.  Executive Director of
Recurring Gifts and Services Carolyn Connerat says that
decision was clearly the right choice.

"We've seen a dramatic increase in the number of dollars
and donors in each of the past two years, establishing
new records in both areas.  In one of those years, we
experienced a 50% increase in net income to the colleges
and schools," Connerat said.  "W e've also received posi -
tive feedback about our student callers, and it's always
great to hear how much our donors enjoyed conversa -
tions with them."

Connerat said she especially appreciates how well
RuffaloCODY dovetails with her own department and staff
members.  "The overall experience of working with
RuffaloCODY is excellent - from the day-to-day management
of our center, to the recruitment, to the writers, to the data
people, to the coordination - it's nothing but professionalism,"
Connerat said.  "Even though our RuffaloCODY team is
spread out around the country, it's invisible to us.  It's as if
they are an extension of our own staff."

In addition, Connerat said she counts on RuffaloCODY's
extensive expertise and experience, based on its years of
successful relationships with client organizations of every size
and type. 

"RuffaloCODY provides us with valuable benchmarking based
on experiences from all their other client universities.  
They know what works and what doesn't work.  It really helps
us in designing our own program."

"We have 14 different colleges and schools, plus 'second
asks' that we do on behalf of our non-alumni units such as
the Office of the President and the Lady Bird Johnson
Wildflower Center - so we have multiple programs running
simultaneously," Connerat.  "Having someone from

RuffaloCODY who thinks strategically and who can analyze
reports and load the various segments is very important.  At
the same time, having someone who is excellent at working
with students - training and mentoring them - is also impor-
tant.  It's difficult to find people who are good at both, but our
MASTERS staff has been a great asset for us."

Looking ahead, Connerat said UT Austin expects to continue
leveraging the advantages offered by RuffaloCODY.  "We see
nothing but positive results ahead," she said.  "We have more
non-alumni units at the University that haven't been involved
in calling before, but they would now like to become involved.
I think we'll continue to grow and add more constituents who
can benefit from the partnership we have established with
RuffaloCODY."

Connerat said she would not hesitate to recommend
RuffaloCODY and the MASTERS Program to others.  "I
would say RuffaloCODY is the best in the industry, and they
provide a full-service package," said Connerat.  "They have
done a fabulous job for us, and are great to work with.  You
can count on them to actually do a great job of managing
your tele-fundraising on a day-to-day basis."  

Connerat was recently tapped to lead the University's $3 bil-
lion capital campaign.  ~

For additional information about the MASTERS Program for 
On-Campus Phonathon Management, visit us online at 
www.ruffalocody.com.
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MASTERS Pr ogr amsPlanned Gi ving 

The University of T exas at AustinThe University of Missouri
Apply an 'Annual Fund Approach' to
Planned Giving with Assistance and
Expertise from RuffaloCODY

Since its founding in 1839, The University of
Missouri has served as the flagship university for
the state of Missouri.  Mizzou, located in

Columbia, has a reputation of excellence in teaching
and research that befits its status as the state's land
grant university.

As a longtime partner with RuffaloCODY for its Annual
Fund program, Mizzou turned to the company again in
2005 searching for new ways to discover planned giving
prospects.  "We were looking for ways to generate new
planned giving leads," said Senior Director of Planned
and Major Gifts James Preston.  "We saw Planned
Giving as an extension of what we already were doing
with RuffaloCODY.  Since then, we have successfully
completed nine separate Planned Giving projects for
specific colleges and programs at the university."

"From the beginning, the Planned Giving process has
worked very well.  Our RuffaloCODY team provides us
with a timeline and works closely with us to fulfill that
timeline," Preston said.  "The whole range of reporting
and the immediacy of those reports - being able to
access and assess them on-line the next working day
after calls are made - is outstanding."

Preston is especially pleased with the smooth working
relationship between RuffaloCODY and his organiza-
tion.  "It's really almost seamless.  Our internal clients
can't tell the difference between RuffaloCODY and our
department - which is what we want," he said.  

"The results have been outstanding.  In the past three
years, we've had more than 200 good leads from the
programs we've conducted together with RuffaloCODY,"
Preston said.  "More than 80 donors have already
included Mizzou in their estate plans, and another 50
have agreed to do so in the future.  The actual total
from our committed Planned Giving donors has reached
$1.75 million, including bequests up to $100,000 each.
In addition, we have potential donors in our develop-
ment pipeline now who weren't even on our radar
screen prior to conducting these programs."

In addition to the direct Planned Giving results
RuffaloCODY helped Mizzou achieve, the company's
extensive reporting processes also led to some pleas-
ant surprises during the course of the programs,
according to Preston.  "In one instance, we had what I
consider to be a 'cool lead' turn into a prospect for a
$100,000 insurance gift, which we determined from
reviewing the calling reports.  We had a similar situation
leading to a sizable gift of appreciated stock."

Preston praised the company's flexibility and agility
when working with Mizzou.  "RuffaloCODY helped us
adjust the programs toward maximizing our success.  If
a challenge arose, they were right there with 
recommendations and support," he said.  "I also really
appreciate the Company's willingness to make each
project unique.  We were given the best and most pro-

fessional kind of attention.  All of our internal clients felt
good about the results our programs have achieved."

Preston is pleased with the university's approach to
Planned Giving so far, and sees further refinement and
innovation ahead. Working with RuffaloCODY has
helped that to happen.  "I think RuffaloCODY gives us
an edge in generating leads because we're doing
something that other schools and charities have not yet
begun to do - taking an 'Annual Fund approach' to
Planned Giving. In my opinion, RuffaloCODY offers the
premier Planned Giving calling program," Preston said.
"They will work to design a program that fits your
needs, and any Planned Giving professional should at
least explore what they can do for his or her organiza-
tion."  ~

James Preston, along with Laura Lucas, Manager of the
Annual Fund at Mizzou, will be presenting on "Annual Fund-
Planned Giving Integration" at the  2009 CASE District VI
Conference in Kansas City, January 25-27, 2009.  To find out
more about the conference from programming and presenters
to networking and special events, browse the CASE website
for the latest information.

“In my opinion, RuffaloCODY offers the premier
Planned Giving calling program.”

“ I would say RuffaloCODY is the best in the industry...”



Software Users Group 
An Earthquake and Beautiful Weather
Greet RuffaloCODY Clients in San
Diego for the 15th Annual Conference
By Bart Showalter, Sr. Vice President
Software Division

San Diego provided a beautiful
and enjoyable location for the
15th annual CAMPUSCALL

Users Group conference.  More than
100 gathered to take advantage of the
wonderful weather and entertainment
options in addition to valuable and infor-
mative conference presentations. As a
bonus many people experienced their

first tremor as a magnitude 5.4 earthquake struck nearly
100 miles away (centered in the Greater Los Angeles
area) and caused the ground to shake mildly.
Thankfully, there were no injuries and only mild damage
from the earthquake, but definitely something our attten-
dees will remember.

The 2008 meeting included presentations from several
different types of CAMPUSCALL customers. Featured

speakers and presenters included Dave Nolda & Katie
Schwartz from St. Louis University,  Kristi Kangas from
Northern Michigan University, and Allen Lunde from
California State University - Chico. Jason Fisher from
Advancement Solutions, Sarah Kleeberger and Duane
Jasper from RuffaloCODY also presented excellent
information regarding statistical trends, new technolo-
gies, and valuable tools for evaluating phonathon
programs. 

RuffaloCODY staff presented information about upcom-
ing releases of CAMPUSCALL including many new
features such as Online Giving Integration (OGI),
improved survey capability, and integration of the QAS
Address Pro software.

In addition to all of the learning and networking opportu-
nities this years meeting included a San Diego Padres
ballgame at  Petco Park on a near perfect night.

Users Group is always one of the most valuable and
enjoyable experiences of the year. You'll want to mark
your calendars for July 26-28 and plan to join us in
Minneapolis for Users Group 2009!  Visit our website for
additional information and upcoming registration details.

For additioonal CAMPUSCALL software 
information, contact Bart Showalter at 800.756.7483.
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Join us in 
2009 at the
Software 

Users Group
and

RuffaloCODY
Client

Conference.

July 26-30th

Minneapolis
Hilton

Announcing... The 2009
RuffaloCODY Client

Conference
July 26-30.

Problem Solving Through Partnerships

RuffaloCODY is proud to announce
our newest learning opportunity com-
ing in 2009, the Client Conference
is scheduled to kickoff Sunday ,
July 26th in Minneapolis,
Minnesot a (downtown Hilton), and
conclude Thursday, July 30th.  In
conjunction with our 16th annual
Software Users Group, this confer-
ence will include representatives
from across the United States and
Canada.  

Agenda and registration information
will be available on our website at
www.ruffalocody.com.

Mark the Date! RuffaloCODY will be hosting MASTERS clients April 1-2, 2009
in Austin, Texas, at the MASTERS International Client Conference .  
Details are available on our website.

By Brian Lauterbach, CFRE, Vice President & Principal Consultant
Arts & Cultural Division 

It is true. We are in a period of erratic economic insta-
bility.  If you hear someone say the economy has
bottomed out or it will get worse, the truth is, they don't

really know-none of us do.  What we do know is we still
are charged with achieving our organizations' revenue
goals.  That being said, we have no choice but to confi-
dently continue our charge (and job) to fund the
mission-delivery of our organizations.  However, before
you begin, we do need to recognize and embrace reaf-
firming strategies for success, given our climate.

Steer into the storm, don't avoid it.
Sailors are taught when a storm looms at sea to steer
into it because they'll never outrun it and they'll get to the
other side - through it - faster. Even if you already know
you need to continue fundraising, irrespective of the eco-
nomic conditions, don't figuratively smile and avoid the
reality on the ground (or sea).  Instead, exercise empathy
and make sure you do more listening than telling.  Set
the stage so that any solicitation becomes a negotiation
of "how," not "yes or no."  At the October 2008 Midwest
Conference on Philanthropy, among a panel of donors
who make gifts of less than $1,000, all of them indicated
they plan to continue support the organizations to whom
they have given last year, despite concerns about the
economy.

Demonstrate you are tightening, 
not contracting.
What your donors and/or service constituency do not
want to hear/read is you are cutting and suspending pro-
grams.  One fundraising axiom that is omnipresent:
people want to support winning and achieving organiza-
tions. Gone are the days where many philanthropists
aspire to be the "rescuing angel."  Make sure you com-
municate success and fiscal responsibility, not that you
are brandishing the proverbial hatchet.  

Adjust your message from "we need" 
to "we serve."
In this economic environment, everyone needs to, and
will ultimately, make some personal sacrifices so any
message you send that makes a fundraising case
"because of the economy," or any iteration thereof, will
not only not evoke sympathy nor empathy, it will suggest
that only your organization is suffering.  

Accordingly, solidify your message to communicate how
you meet needs in your community, quantify them and
explain the impact of your goals being met (for your con-
stituency, not your development office). Keep your
message positive and forward-looking; inspire your
donors.

Ask early .
Very few annual fund donors make gift decisions based
strictly on their anniversary month (excepting member-
ship programs), but rather look at it in terms of calendar
year.  Consider asking your donors early and lock down
their commitment.  Then, you can make assessments
about next steps, opposed to projecting crystal ball trepi-
dation unto your donors.  If necessary, it's better to have
nine months to implement a Plan B before your fiscal
year ends, rather than nine weeks.  Bottom line: let your
donors and prospects tell you what they want to do; don't
decide for them.

Launch donor acquisition plans.
We do know the economy will recover, but we don't know
when.  That said, the absolute last thing to do is not ask
new prospects for money.  When we emerge into eco-
nomic recovery, you want more renewing donors to
solicit, not fewer.  If you have fewer, you will spend more
money and time trying to make up for natural donor attri-
tion at a time when you could be asking new donors for
increased, if not leadership, gifts; there is a reason those
first time donors populate the bottom level of the donor
pyramid: foundational stability.  Further, annual fund
donors making first-time gifts do not use metrics of the
Dow Jones, 401k liquidity and strength of interest rates
when contemplating gifts of $100, let alone $50.  Instead
their decision is based upon their gut feeling of dispos-
able income at the time of solicitation.  In layman's terms,
not many people budget/plan for an entry-level gift.

While some might suggest you'd need a "leap of faith" to
continue your fundraising activities and reach your goals,
remember:  faith is a belief for which one has no evi-
dence.  Contrarily, we have evidence that tells us to keep
doing what we do and use the current economic climate
as a call to action: plan smarter, evaluate harder and rec-
ognize "it's the economy" relegates your important work
to a place where you are designing explanations, not
solutions.  ~

We are Fundraisers, Not Market Analyst s

FIVE THINGS to Avoid Confusion

Brian has served as fundraising counsel and campaign director
for some of the most innovative giving campaigns in the United
States. From Brian's work, these organizations have raised near-
ly $110 million from over 500,000 prospects, fusing e-mail, direct

mail and phonathon systems into compre-
hensive campaigns. Brian is viewed
nationally as a results-driven, cutting-edge
leader in direct response and
individual/major gifts fundraising and serves
as the annual fund/direct response track
chair for Association of Fundraising
Professional's Midwest Annual Conference
on Philanthropy.


