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Enhancing the
value of your data

Best Practices: Compliance
with the CAN-SPAM Act
By Steve Hafner, CEO, HEP Development
The CAN-SPAM Act is a Federal legislation effective January 1, 2004, to prohibit
predatory and abusive commercial email practices. Officially, it is “Controlling the
Assault of Non-Solicited Pornography and Marketing Act of 2003” and supercedes
any state legislation.
Enforcement is through the Federal Trade Commission and imposes requirements
on senders of commercial e-mails to identify themselves honestly and describe fairly
the product or service they are promoting. The Act provides consumers with an
opportunity to demand an organization cease sending commercial e-mail messages.
Penalties range from civil to criminal for the most egregious violations.

We can enhance your alumni data with:
GiftPlus - The most widely used database of match companies

• Prior transactional relationships are NOT blanketly exempt

to help you promote and track matching gifts. Can be uploaded into
your phonathon software, used as an online resource or as a
matching gift lookup on your giving page to help online donors
match gifts.

• E-mails to alumni are NOT blanketly exempt

- The industry leader in data-cleansing (phone, address
and e-mail append)

ExecID Wealth Screening - A focused, asset based wealth
screening that will help you identify your major donors.
For a No Cost sample, please call us at 800-681-4438,
e-mail info@hepdevelopment.com

www.hepdevelopment.com
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CAN-SPAM applies to the activities of for-profit and non-profit entities. Importantly:
• E-mails initiated by a non-profit are NOT blanketly exempt

InTouch

Inside This Issue:

• Applies to commercial e-mail, NOT to transactional e-mail
Commercial e-mails are defined as “any electronic mail message the primary purpose
of which is the commercial advertisement or promotion of a commercial product or
service. Commercial e-mails may cover such things as products offered by a university
to third parties; trips (alumni trips organized by a university office), event tickets, or
subscriptions to journals, magazines, or newsletters.
In the Act, Congress did not create a pre-existing or current business relationship
exemption. Thus, any organization that sends marketing-related material to third
parties by e-mail – whether new or established customers – should comply with the
requirements of the Act because its e-mails may well be viewed as commercial messages.
Transactional e-mails have the primary purpose to:
• Facilitate, complete or confirm a commercial transaction
• Provide warranty or safety information about a commercial product used or
purchased by the recipient

Continued on page 3

Survey of the Month

Check out AFI's enhanced Web site www.annualfundinc.com

11

ONLI NE RESO UR CE S
ONL I NE R ES OU R C ES

Grade Your On-line Giving Form:
Ten Basics

Best Practices: Compliance
with the CAN-SPAM Act

Probably one of the first pages created for your development website was an on-line gift
form. Pull it up and take a look. Let’s grade it. Each yes equals one point.

• Notify a change relating to a subscription, account
or ongoing commercial relationship

1. Were gift entry staff, annual giving staff, and IT staff all part of the design process?
2. Is the link to your giving page on the institution’s main portal page?
3. Are required fields noted?
4. Is the gift form in frames that are clicked through (as opposed to scrolling feature)?
5. Is the gift process broken down into “steps”?
6. Is the security of the site noted?
7. Are only essential questions asked?
8. Is a “How did you find this site?” query asked?
9. Is there a chance to review and verify the transaction?
10. Is development contact information noted?
11. Can multiple designations and allocations be made?
12. Can the donor print the form (or a form) and mail it in?
Were gift entry staff, annual giving staff, and IT staff part of the design process?
This is the foundation. The on-line giving form, and improvements to it, can not be created
in a vacuum. It will save many issues
from developing down the road if all
are at the table in the design stage.

<6 Yes—Needs Work
7-9 Yes—Good start
10-12 Yes—Very Nice

Is the link to your giving page on
your main portal page?
Don’t play hide-n-seek with you donors.
How many “clicks” does it take your
donor to get to your giving form? The
fewer, the better. Place a “Make a Gift Now,” or something a little slicker like “Point, Click,
Give,” link on institution’s main page or at the very least, on your development homepage.
Are required fields noted?
Work with gift accounting to determine the bare minimum information “required” of your
donor. Be clear and be concise.
Which is used: frames or scrolling?
This is big. Early on-line giving pages had donors scroll forever while completing the
form. Similar to for-profit models, non-profits are moving to single frame use. It is easier
to click “next,” than it is to scroll.
Is the gift process broken down into “steps”?
The on-line giving process can be confusing. Placing it in a “1-2-3-4,” step format is much
cleaner and walks the donor through the process. Again, this is similar to for-profit models.
Is the security of the site noted?
Security of the transaction will always be a concern of your donors. Creating peace of
mind is essential and can be easily accomplished with prominent display of security
measures being taken by your institution. Provide a couple of bullets noting measures
with the ability to drill down for additional information.
Are only essential questions asked?
Don’t go overboard on the questions asked of your donors. If there are too many, the
donor will just stop filling out the form. Keep it simple and to the point.

On-line Giving Form
Continued from page 2
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• Inform related to employment or related benefit plan
• Deliver goods or services the recipient is entitled to
receive under the terms of a transaction between
the recipient and sender
To best comply with this new legislation, all e-mails
sent by an organization should:
• Provide clear identification of the sender. This should
include a valid return e-mail address and internet
location from which the message has been sent,
both which identify the sender.
• Enable recipients to request the organization not to
send any further commercial e-mail to them. Two
available choices for the opt-out are through a return
e-mail address or an internet based unsubscribe.
The opt-out must be operative for at least 30 days
after the commercial e-mail was sent and must be
clear and conspicuous. Once a recipient has
“unsubscribed”, the sender has 10 business days
after receipt of the request to ensure that the recipient
is removed from the e-mail address lists. After 10
business days, no further commercial e-mail may
be sent to that recipient by the sender or anyone
acting on the sender’s behalf.
• Clearly note that the e-mail is an advertisement or
solicitation. At this point there is no specific language
required; commercial e-mails should include “this
may be considered a solicitation for purposes of the
CAN-SPAM Act”. Please note this statement is not
necessary if the recipient has given prior affirmative
consent to receipt of such messages. Affirmative
consent generally means that the recipient has
expressly consented to receive the message, either
in response to a clear and conspicuous request for
such consent or at the recipient’s own initiative.
• Contain a valid physical postal address of the sender.
• Must not contain any materially false or misleading
transmission information. Typical transmission
information includes the e-mail and IP addresses of
the person sending the e-mail as well as the subject
description.

AFI

Is a “How did you find this site?” query asked?
I know this seems to contradict #7 above, but this can be an
important marketing statistic. Knowing how your donors are being
directed to the site can help determine strategies and allocation
of resources.
Is there a chance to review and verify the transaction?
Do not allow your donors to click and have the information just
disappear with no confirmation. A review and verification process
will improve accuracy, create peace of mind for the donor, and
provide one more opportunity for your institution to say thank you.
Is development contact information noted?
If your donor has a question or wants to make a large gift, is
contact information readily available within the gift form? It is
surprising how many gift forms lack this basic information. Make
it easy for your donors to contact a representative within your
institution by providing an e-mail, phone number and address.

Continued on page 11

Raise More!

Does your direct mail campaign
achieve an 18% response rate?
At thesalesfactory, we provide
the marketing strategy, data analysis,
design and fulfillment services to
help our clients achieve their
goals and more.
thesalesfactory was founded
in 1984, and today we work with
Fortune 500 companies and major
universities as well as start-ups and
non-profits. We apply our expertise
to bring you exceptional results.
If the same old strategies aren't
working for you, contact us at:
newbusiness@salesfactory.com
or call 336 333 0007

Continued on page 3
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I NDEP ENDENT S C H OOL S

DATA I NT EGRI TY

Alumni /ae Associations for
Independent Schools

Data Integrity Strategies

By Patrick F. Bassett, NAIS President
NAIS recommends that schools consider carefully the advantages of structuring
their organizations and especially their governing bodies in such a way so
that effectiveness is maximized and overlapping responsibilities avoided.
Towards that end, NAIS holds that the board of trustees, the administration of
the school, and the alumni association should be considered separate bodies
with separate responsibilities:

“Maximize
governing bodies’
effectiveness
with clear
responsibilities”

The board of trustees should be self-perpetuating (the average day school
board being 50% current parents, the average boarding school board having
even fewer current parents). Its primary functions are setting the mission and
general policies for the school, financing the operation (through setting of
adequate tuition and significant fund-raising), the hiring and support of the head of school, evaluating the performance of
the school and its leadership, and strategic planning for the future. The board should conceive itself as holding the school
"in trust": i.e., as being responsible for not only their own children's school but for the school of their children's children,
focusing their efforts on the future of the school.
The head of school and administration should be seen as
primarily entrusted with day to day operations, executing the
mission and policies of the school (as set by the board),
communicating frequently to the board and to the alumni
association, serving as the medium between the two for
suggestions and criticisms and for planning the events of the
school year that bind the community together.
The alumni/ae association should be the organization for
alumni/ae voice and support of the school, seeing its mission
as promoting the general well-being of the school and working
closely with the school in meeting its current needs. A
representative from the alumni/ae association is often chosen
by the board or elected by the alumni/ae association and
serves as the board's communicating link back to the alumni/ae
association. Any fund-raising by the alumni/ae association
must be coordinated by the development office of the school
and approved by the board so as to remain focused on the
primary needs of the school and so as not to interfere with
normal annual giving and other fund-raising events. Indeed,
the alumni association should see as one of its primary missions
to raise the percentage of participation and the level of giving
by alumni/ae to meet the needs of the school, as identified
by the school's leadership (i.e., school head and board). The
alumni/ae association and its board should eschew seeing
itself as a shadow board of the school with its own agenda
and fund-raising purposes.
exist at the pleasure of the board of trustees and report to
the board; the board should send a board member to the
alumni/ae association meetings.

Continued on page 10
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If you want to get the attention of your leadership regarding
your data integrity concerns, fill in the blanks to make the
statement complete and then supply a one page analysis of
lost potential revenue.
“Of our (# here) alumni, we have BAD phone numbers and/or
addresses for an estimated (# here). This represents (% here)
of our alumni base.”
Know Your Numbers
At one time, there were three sets of numbers to know. Now,
there are four.
1) Number of Living Alumni
2) Number of Good Addresses
3) Number of Good Phone Numbers
4) Number of Good E-mail Addresses
If you do not know these numbers… find out what they are.
Create and maintain data integrity reports overall, by campus,
by college and by school; distributing as appropriate and
including in all annual divisional reporting. Including the
number of solicitable alumni within your reporting can be a
powerful tool. By tracking and showing decreases in solicitable
counts, you can create allies in those that you serve. There
is nothing better than sitting down with a dean and explaining
that while they may indeed have 10,000 alumni, we can only
attempt to contact 5,000 of them due to data issues. The
resources get secured rather quickly after a meeting like that!

Preparation of a simple one page
document will do more than any
other in justifying the expense of
data integrity measures. A sample
is available for download at
www.annualfundinc.com.
Basically, you need to know how
many addresses and phone
numbers are not downloaded for direct mail and Telefund use
due to being bad data. Next, track how many of the addresses
and phone numbers downloaded (that the mainframe believes
is accurate) are actually bad data records. Each of these
counts is then multiplied by the average respective appeal
response rate or pledge percentage and then multiplied again
by the average gift for the respective appeals. This total is the
total potential monies left on the table due to bad data. Keep
in mind that this is a best case scenario, but in viewing the
scenario below, what if it is only half right? It is still a good
sum of income money and an easily justifiable wise investment.

AFI

Extend your telefundraising reach
with SmartCall from SunGard BSR

Making the Case
“Garbage in, garbage out,” is a commonly used term with
anything to do with data integrity. Within Development and
the Annual Fund, this is especially true. As reliance on annual
giving dollars continues to increase, the reliance on good
alumni and friend data will take on an increased significance.
Data is at the foundation of everything we do within annual
giving and needs to be a top priority if we are to meet our
aggressive goals. Convincing leadership of the investment
need is half the battle.
The Potential
The majority of major gift donors start out giving modestly
through Annual Giving. Being mass marketers in practice,
Annual Giving’s reliance on good data is crucial to continued
growth. If you research the giving patterns of your major gift
donors, you will find that the vast majority have a long history
of annual giving prior to their first major gift. While we can
relate this information to leadership, nothing speaks louder
than numbers.
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SmartCall, SunGard BSR’s automated telefundraising system, provides all the tools your organization
needs for successful call center performance. To find out more, email
us at: sales@sungardbsr.com.

PUBLIC SECTOR AND
NON!PROFIT SYSTEMS

®

SUNGARD

wwwsungardcom
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Congratulate the person if it’s something good; empathize if
it’s bad.
• “I understand what you mean. I can see how you’d have
other commitments and priorities right now, and how that
would affect the way you think about giving to Virginia Tech
this year. The most important thing is to (get/stay) involved.

Expecting the Unexpected:
Handling Objections
By Terry Burris, Virginia Tech.
For every reason not to make a gift, there is a more compelling
reason to give. Here are some ways to turn common objections
into stronger cases for support.
Although you should be prepared for almost any objection,
answering too quickly to a legitimate question may sound
glib and annoy the prospect. Even if the reply is a good one,
by giving it too quickly you may minimize its validity. The best
way to prevent this is to cushion the reply by empathizing
with prospects and acknowledging their concerns.
Some examples:
• “Mr. Smith, I can see why you feel that way. You may not
have realized that...”
• “Yes, several of our alumni have raised that issue. But often
they’ve not considered...”
• “That’s certainly a reasonable position to take, and this
isn’t the first time I’ve heard it. But you may be unaware
that...”
• Use phrases such as “I understand,” “It sounds like,” and
“I can appreciate.” The principle is to listen to what the
prospects are saying and express your viewpoint in a nonargumentative manner. It is often helpful to restate the
objection to make sure it is fully understood, prior to
addressing.
• Be sure to respond to “what” the prospects are saying, not
“how” they are saying it. Respond to the idea, not the
personality. Find a way for both sides to win.
• If the prospects have a problem, understand it, but don’t
feel sorry for them. Tell them you’ll pass along comments
to the appropriate person-and then be sure to do so.
Objections strictly to the amount of the “ask” may be negotiated.
You’ll find suggestions for how to address other objections in
the following chart.
“Not Interested” Objections
“I’m not interested.”
• “Have you visited VT lately?”
• “I understand if you’re not interested in making a contribution
at this level tonight. We still value your comments and
suggestions for improving your university. I’d also like to
give you more information about what is going on at Virginia
Tech and let you know why we’re calling, in case you’re
interested in one of the current projects or able to help in
the future.”

6

“I’ve Already Given” Objections
“I’ve already given Tech enough money!”
• “I understand. However,
you may not be aware
that it costs over
$18,000 to educate a
single student for one
year at Virginia Tech, yet
we receive only a third
of our budget from the
state. Tuition doesn’t
make up the difference, so there is a large gap that we
depend on private dollars to cover. When you were a
student here, private donations helped pay for the cost of
your Virginia Tech education, now we need to rely on you
to continue the tradition of giving to help current students.”

“Empathy
goes a
long way”

“I already gave!”
• “Thank you for your gift! Do you remember where you
designated that gift? Because you are a generous supporter
of the university, we would like to ask you to participate
again this year in support of another program. Let me tell
you a little more about this program.”
“You get my tax dollars. Why should I give?”
• “Actually, (name), state funds pay for just 30% of the overall
cost per in-state student. Student fees pay for just over
20% and the rest has to come from other sources -- like
gifts from alumni, and parents like yourself.”
“We paid our dues to the alumni association./I give to my
alumni chapter.”
• “That’s great! We appreciate your alumni association dues
and your support of alumni programming. However, we
have many additional needs that alumni dues can’t support,
such as scholarships, financial aid, etc. So would you be
willing to pledge $---- to our program tonight?”
“I’m also an alumnus of ____./I give to ____ and they need
the money more than you do.”
• “I’m glad to hear you support these other worthwhile causes.
We certainly don’t want to take your support away from
them. But could you also include VT in your contributions
this year?”
“I can’t afford it!” Objections
“I can’t afford to give now because of (illness, birth, retirement,
wedding, new house, etc.).”

EVOLUTION
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• A gift of even $___ would have a great deal of impact and
would (get/keep) you involved. How does a gift at that level
sound to you?”
•

“Every gift to the College Annual Fund is valued very
highly. We hope you will contribute this year, even if you’re
not able to give as much as you’d like. Can we count on
you for a gift of $___?”

“I’m unemployed.”
• “I understand your situation. Fundraising is only part of the
reason for our call tonight. I’d also like to update our records
and tell you about the achievements of Virginia Tech in the
past year. If you would like assistance with your job search,
Virginia Tech alumni are eligible to utilize Career Services
here at the university. The services are free. Most information
is available on line at . Career Services will also help you
revise your resume and they offer career counseling in
person or over the phone via appointment.“
“How dare you ask me for $___!”
• “I understand $___ is a significant gift. Some alumni can
consider a gift at that level, and we never really know unless
we ask. The most important thing is to find something you
are comfortable with. Now, I don’t want to assume too
much, but how does a gift of $___ sound?”
“The amount I can give is so small it probably wouldn’t help
you very much!”
• “Every
contribution to
Virginia Tech is
important and
very much
appreciated.
Your pride in
the university
shows by the fact that you’re contributing, and that’s what
helps keep our programs strong. Gifts to Virginia Tech are
an indicator of the quality of the university’s programs.
Corporations and foundations look at the number of donors
who give to Virginia Tech when they are deciding whether
to make a substantial gift to the university. Every gift is
important and your gift does make a difference.”

“Objections equal
negotiation
opportunities”

“I’m still paying off my student loans.”
• “Many of our alumni received some financial assistance
as students, so I completely understand. However, we want
to ensure that we can continue providing student financial

EVOLUTION
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aid, and alumni support is key. Would you be willing to
help other students have the same opportunities you’ve
had with a gift tonight of $----?”
“Leave Me Alone!” Objections
“The only time I hear from you is when you want money.” OR
“If I give tonight, will I stop getting all those letters from your
office?”
• “You may have received our Fund information in the mail
along with other communications from your program or
school. I do appreciate your concern. If you choose to
make a pledge tonight, you shouldn’t receive any more
College Annual Fund appeals until next year. Would you
be willing to make a pledge this evening of $___?”
“I’m really mad at Virginia Tech because . . .”
• “I’m really sorry to hear that. I appreciate your honesty. I’ll
be glad to pass your comments on to the appropriate
person here at Virginia Tech. I would like to update you on
the College Annual Fund program so you can see the good
things that Virginia Tech is doing.”
“I only attended VT for a short time.” Or, “I never graduated.”
• “Even though you only attended for a short time, we still
consider you an (alumnus/alumna) and hope your
educational experience here was positive. That’s why I’m
calling you – to ask for a gift to support scholarships,
research, and financial aid. Would you please make a
pledge of $----?”
Uncertainty Objections
“I hate phone solicitations.” Or, “I don’t want to commit to
anything over the phone.”
• “A lot of Alumni prefer to give through the mail rather than
the phone. In order to make you comfortable, I can mail a
pledge card to you, and you can mail it back with a check.
All I need to do is find a minimal amount you can commit
to tonight and I’ll mail it to you in tomorrow. If you want to
increase your gift once you receive the pledge card that
would be great. Would you consider a pledge of $___?”
“I want to think it over.”
• “Certainly. If you could commit to an amount that you feel
comfortable with, we can send you a pledge packet, then
if you decide to give more when the materials arrive, that
would be great. May I record a $_______ pledge in your
name?”
• “I can understand how you might
need some more time to consider
that gift. But we have so many
alumni to contact; this may be the
only opportunity that I’ll have to
speak with you about helping us
out with a pledge this year.”

Continued on page 8
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Annual Giving vs. Annual Fund
With the fiscal year coming to a close for many in the coming
months, it is important to make sure we are counting the “right”
numbers. Are you evaluated on all annual giving revenue or
just what your office generates? For many, the answer is both.
A clear understanding of the definitions of Annual Giving and
Annual Fund needs to be shared with all those impacted by
annual revenue. These are very different and must be from
an accountability standpoint. The director of annual giving
and annual giving staff need a means through which they can
be evaluated based upon the success of their efforts. It is
possible for the director to be successful in increasing the
revenue the central annual fund office generates in the telefund,
direct mail, and other methods; yet annual revenue still can
be down! This is due to the office only being responsible for
a portion of all annual revenue, though it is among the larger
portions. The definitions:

Senior Class “Peer
Scholarship” Program

• Annual Giving: Any received/fulfilled monies under $25,000
no matter the source, no matter the designation.
• Annual Fund: A subset of annual giving, any
received/pledge monies due to any annual fund effort as
determined by use of unique solicitation codes, no matter
the size, no matter the designation.
The key difference between the two is that the former is for
accounting purposes; the latter is for evaluation purposes.
As annual giving professionals, we should be evaluated based
upon the success of our efforts. If the only evaluation criteria
are all annual giving dollars, we are not being fairly judged.
Keep the focus within your annual giving reports on Annual
Fund results. In this way, if annual giving revenue is down,
but your results are up, you can turn around those fingers that
are pointing your way!

AFI

Expecting the Unexpected: Handling Objections
Continued from page 7
• “Perhaps I can count on you for a gift of $___ tonight, and
when you receive the pledge card you are always welcome
to increase that amount.”
“Send me more information.”
• “I will be happy to answer any questions you might have.
What would you like to know? We’ve tried mailings in the
past, but found that this approach is much more personal.
We’re seeking feedback that we can’t get from a letter. Is
there anything I might be able to help clear up for you?”
“Call back in a few (weeks/months).”
• “I appreciate your desire to support Virginia Tech in the
near future. Would you be able to pledge $___ and fulfill
the pledge in 2 installments of $___?” (Discuss whatever
giving schedule or installment plan you offer.)
“I need to discuss this with my spouse (or other person).”
• “That’s perfectly understandable. Let me suggest something.
What a lot of people are doing tonight is committing to
something less than what they’re probably going to do
overall. I could put you down for, say, $___, and you can
always increase it when you have a chance to talk it over.
The important thing is to get you involved tonight. We really
want to get as many parents as possible to participate in
this year’s campaign.”

“Other Issue” Objections
“Didn’t get the letter or postcard.”
• “Oh, I’m sorry you didn’t receive it, (name), since it would
have informed you that I would be calling you this evening.
We may have mailed it to the wrong address. Is (address) correct?”
• “As I said, the letter was just to let you know I would be
calling you to discuss this year’s College Annual Fund.”
If there’s something you can’t answer.
• “I’m not quite sure about the answer to your question. I will
ask someone with that information to get back with you.”
• Don’t try to address problems with guesses or bluffing, and
try not to get involved in discussions or debates. Express
to the prospect that the complaint is a legitimate one, clarify
any errors of fact you can identify, and communicate the
complaint to the proper office.
• “I’d like to take a few minutes to update you on the latest
developments at VT. Have you heard about…”
“Tuition is so high, how much more money can you need?”
• “Actually, tuition covers less than 30% of the cost of
education at VT. Many people don’ t realize that alumni
have always supported our programs, even when you were
attending, to help with the cost of tuition. Won’t you make
a pledge of $---- to help today’s students?”

AFI

By Mary Miller, Asst. Director of Alumni Relations, Samford University
Cumberland School of Law at Samford University began its first
“Peer Scholarship” campaign this year. In previous years, the senior
classes had tried “Senior Gift Campaigns” by collecting donations
from their classmates for items such as benches, clocks, plaques,
etc. This was not met with much enthusiasm for a number of reasons:
• There was no true philanthropic value perception of the gift by
the students
• Not only are these graduates facing tremendous law school
debt, but many have undergraduate loans to add to their burden
• Law schools and medical schools, by their very nature, are not
designed to build fond memories like those created during a
student’s undergraduate years
• Professional school students do not necessarily enjoy the luxuries
of homecomings, football games, sororities, fraternities and the
overall undergraduate college experience
So how does an institution get students to be a part the annual
giving effort? Our solution was to switch from “campus markers”
to “campus impact”. Within Samford University’s Cumberland School
of Law, the Class of 2004 inaugurated the “Peer Scholarship”
program. This idea has been met with great excitement and
participation from members of the senior class.

Data Integrity Strategies
Continued from page 5
Another Example
Let’s take another recent case gleaned from a recent consulting
visit. AFI found that the percentage of good phone numbers was
under 75% for the institution. An estimation was made on potential
Telefund revenue if new phone numbers were found. Basic
assumptions in this case were:
• The % of good data is based upon the 364,582 living
alumni count
• A 10% pledge percentage, which is standard for non-donors
• A $50 average gift, common for non-donors.

% Good
Data

Found
Alumni

Pledge
%

Average
Gift

New
$’s

75%

8,745

10%

$50

$43,700

78%

19,682

10%

$50

$98,400

80%

26,974

10%

$50

$134,850

83%

37,911

10%

$50

$189,550

85%

45,203

10%

$50

$226,000

90%

63,432

10%

$50

$317,160

Continued on page 10

Each graduating senior student is asked to contribute $20.04, the
amount of their graduating class year, for “textbook scholarships”
to benefit several of next year’s senior students. As an added
incentive, the Alumni Office has provided a matching gift for the
monies raised for this scholarship. The senior class will then select
recipients from scholarship applications completed by members
of the Class of 2005. The awards will be made based on a student’s
need, academic potential as well as demonstrated leadership skills.
The senior class officers as well as their classmates have truly
stepped up to this challenge! They have gathered more donations
from their peers than any other senior class in school history. The
“Peer Scholarship,” will be publicly awarded to four, second-year
law students at the annual Law Week festivities. The Class of 2004
is striving to set an example for future classes to have 100%
participation. This program has been successful not only for our
students, but for the administration as well-- it establishes the
importance of giving back to the law school, and it gives the students
an opportunity to see firsthand, the fruits of their labor. This program
will develop into a tradition over time and reinforce the intent of
annual giving which is to give within your means ($20.04) and to
give to an area that will make an impact (student scholarships). It
is a win-win!
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Alumni/ae Associations

Data Integrity Strategies

Continued from page 4

Continued from page 9

Since the alumni/ae association exists at the
pleasure of the board and raises funds in the
name of the school (using the school's tax ID
for charitable fund-raising purposes), any
monies raised and accumulated by the
alumni/ae association should be recorded and
tracked on the school's books (by the school's
business officer). Both fund-raising projects
and expenditures of funds (over some minimal
level, such as $250) should be authorized by
the school prior to any announcements by the
alumni/ae association of goals and plans.

Keep in mind that the long-term impact will be greater as gifts from these new donors
are renewed annually.

There are two key principles that can be
best manifested by such a clear
understanding of mutual responsibilities
of each of the three groups:
• Independent schools seek a mutually
supportive relationship with alumni/ae, and
the role of the alumni/ae association is to
work with the administration to build that
relationship: adversarial postures (e.g.,
"attack alumni groups" such as those on
some college campuses) have no place in
independent schools.
• Independent schools typically eschew the
notion of "representative democracy," since
the schools are corporate, not public entities.
History has shown that independent
governance is best executed when there is
a board of trustees that is broadly constituted
with strong community leaders who are
focused on the future, a strong
administration that is the court of last resort
to resolve any problems or conflicts (with
no "appeals" to the board), and an alumni/ae
association committed to their specific role
of advancing the cause of the school and
contributing to a positive climate with one
of its key constituencies, the alumni/ae.
Toward the end of institutionalizing this structure
and these relationships, NAIS counsels its
schools to develop an alumni/ae association
mission statement and set of by-laws, in
conjunction with the school administration and
approved by the board of trustees. A regular
alumni bulletin column from the alumni/ae
association president is also advised to keep
all alums abreast of association events and
developments. Sample alumni bylaws and
documents are available on the NAIS website,
www.nais.org.

The Issues
There are many issues regarding data integrity. Here are a few:
1) Who is responsible for data integrity? In most development shops, there is no one
area responsible for data. Every area that has data needs, policies or procedures,
acts independently for the good of their own unit. This may not always be the best
set-up. Having a centralized position can save time and money due to reductions
of replication.
2) Who pays for data integrity processes? In most cases each unit (alumni, athletics,
development, etc.) pays for their own, if any vendors are utilized. In Annual Giving’s
case, we often pay all costs while others benefit as well from our expenditure and
results. This isn’t the fairest method due to the size of our respective annual giving
budgets. Our budget size is often the key reason we don’t invest in data integrity
to a greater degree. A centralized shop can take advantage of pooled funds to do
a better job investing in data integrity.
3) The proliferation of external databases and unique address types. On many
campuses, units maintain their own databases without reflecting updates within the
central database. Some have their own unique address type and many times updates
are reflected in the one address type, but not the others. It will become imperative
that units share information and mechanisms are put into place to encourage this
behavior.

On-line Giving Form

Survey of the Month

Continued from page 3
Can multiple designations and
allocations be made?
Due to multiple affiliations, the ability
for donors to spread the wealth is
very much needed. If they do not
have this option, they may opt out of
making any type of gift. Use global
areas in the drop down menus and
allow for specific dollar amounts for
each designation selected.
Can the donor print a form to
send in?
This too may seem contradictory;
however, it is an important option to
consider. Many still are not
comfortable with on-line transactions,
though their numbers are shrinking.
A great alternative is the ability to print
off a gift form for the donor’s peace
of mind.

The office of Alumni Advancement within the University of Toronto, is conducting
a survey on the adoption of online giving by North American universities and
colleges. Thus far, more than 150 higher education institutions have participated.
This survey is open through the month of April 2004. All participants will be
invited to view online the aggregate results of the survey: individual responses
will not be reported. A final report will be distributed to participants as well.
The University of Toronto will present an expanded version of the research report
at the CASE Annual Conference for Annual Giving Professionals in Montreal,
May 3 - 5. The presentation will also include results from a usability review of
development web sites.
To participate in the Online Giving Survey, please direct your browser to:
http://www.zoomerang.com/survey.zgi?p=WEB2DYFR6QD
Thank you in advance for your participation.
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4) The lack of policies and procedures. There will be a need for direction and
responsibility, which could be thoughtfully defined. Current protocol in most shops
consists of ad-hoc brokered agreements.
Recommendations
The following measures are recommended steps to ensuring that data integrity
improves.
1) Establish a new position: Data Integrity Manager. This position, located within
Advancement Services, would establish and enforce policies and procedures that
ensure and maintain data integrity standards. Sample job description available for
download at www.annualfundinc.com.
2) Establish data update policies and procedures.
3) Work with your information technology staff to develop a standard report that will
supply by college (or other established constituency group) the following data counts:
number of alumni, number of living alumni, number of living alumni with good address,
number of alumni with good phone number; number of alumni with both, and number
alumni with neither.

Subscribe to

EVOLUTION
The newsletter for annual giving professionals

$149 (USD) per year for 10 Issues (International Subscriptions $179) Check Enclosed
Name

Title

Institution

Address

4) Establish annual calendar of data update events utilizing available vendors, tools,
and technologies. List of potential vendors located at www.annualfundinc.com.

City

5) Utilize student employees to assist in the in-house data look-up & verification
procedures for mass mail returns and telefund bad information follow-up.

Please make checks payable to AFI and remit payment to:

6) Identify units that depend on and utilize alumni data and charge a fair amount
to assist in the compensation of the costs associated with obtaining and maintaining
good data. Some suspects include: Colleges, Alumni Association, Annual Giving,
Student Affairs, Athletics, Research and Planned Giving.

State/Province

Phone

Pledge (invoice)

Zip

E-Mail

US:
AFI
PO Box 1098
East Lansing, MI 48826

Canada:
AFI
160 St. Lawrence Drive, #102
Port Credit, ON L5G 4T8

subscribe online at www.annualfundinc.com
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