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We discover a lot of
Information about
the people we
contact.

How do we use this
Information to better
target this broad group?
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Things to avoid

*Treating them as decrepit or
irrelevant

*Not treating them with the respect
they feel they deserve

*Give them text too small to read
easily

*Controversial and/or highly
progressive university initiatives
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Things to highlight

*Messages that show the
university is a proven and solid
Institution

*Aspects that haven't changed
since they attended
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Things to avoid Things to highlight

*Authority figures *Nostalgia

*Being made to feel passé *Anything that promises greater
health and energy
*Gender equality
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Things to avoid

*Being stereotyped
*Marketing hype
eInsufficient choices
*Boredom
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Things to highlight

*Opportunities to make a difference
*Variety of choices
+Slick design and visual interest
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Things to avoid

*Phony pitches
eInstitutional language
eUnclear use of funds
*Wasteful spending

Things to highlight

*Career and reputation (being
accepted by peers)

*How giving back benefits them,
not just the university

*Ways the university benefits
global society

*Direct ways how gifts will be used
*Socially conscious use of funds,
such as green building and
diversity






















Which communication method did you find most helpful in making
your decision to give?

¥ Phone call

¥ Direct Mail

™ E-mail Solicitation
-—w
~ - * One-on-one Solictation
1 ' i b ]
' ' ® Other Solicitation
-

Mature Citizens Baby Boomers Generation X Generation Y Grand Total
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Generation Y prefers email more than any
other generation

More resources are spent on e-solicitations
and e-stewardship

eGeneration Y receives more e-mails than other
generations

*Direct mail is pared down

Phonathon remains constant

www.rice.edu/centennialchallenge







Young alums give to keep the university
competitive

*Educate young alumni about how giving
participation influences the national college
rankings.

«Spread the word through Phonathon and
Volunteers.

*Include message in direct mail.




FY09 Results

«300 additional gifts and $51K via
Phonathon

*Average Phonathon pledge increased
from $147 to $168

*4% Iincrease in Young Alumni
participation

*.5% Iincrease in overall alumni
participation
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