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i A little housekeeping...

> . We're recording this webinar!
"‘Efj All registrants will receive an email containing a link to the
recorded webinar AND a ton of other resources!

Feel free to ask questions!
Use the Questions chat box to ask your questions.

. We will have a Q&A session at the end of the presentation.

We will be live-tweeting!

Share your highlights and takeaways with the #qgivwebinar
hashtag, and please make sure to follow @Qgiv
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ALY Designed with you in mind
Designed for fundraisers by fundraisers through
customer-led development input

[Mj Time saving data tools

Save time, attract and retain donors, and raise
more money with all of your fundraising data in
one place

@é Powerful integrations

Easily integrate with your third-party CRM, email
provider, and accounting software



% Meet the Speaker \

Jenny Cooke Smith | CASE

Jenny is the Director of AMAtlas Services for CASE. Jenny specializes in analyzing advancement trends, interpreting
comparison benchmarks, and helping people understand the “stories behind the data.” Prior to joining CASE, Jenny
spent 15 years in a variety of positions within Blackbaud’s Target Analytics, most recently leading donorCentrics ™
benchmarking cohorts, which provide opportunities for institutions and organizations globally to review and discuss
direct marketing and annual giving trends. She joined CASE in 2019 to help members find value through using CASE
data and is most proud that, through projects like CASE’s Alumni Engagement Metrics, we can begin to answer
guestions such as “we know engagement leads to giving, but how do we show it?”
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Alumni engagement across four modes:
Philanthropy, Volunteer, Experiential, and

Alumni Communication. Testing engagement lifecycle and
Engagement engagement by graduation cohort.

Metrics

Key Philanthropic Indicators on Funds
Received and overall Fundraising Activity
(New Funds Committed)

CASE Global
Reporting
Standards

Benchmark Completed Capital and Comprehensive
Campaigns. Take part if you are in an Active
campaign or if your school’s campaign recently
closed.

Campaign
Metrics

Philanthropy
Metrics

CASE Membership includes
Emerging GIObaI BenChmarkS through

and

Specialized AMAtIaS SurveyS

Specialized and sponsored research to understand Data
emerging trends.



About the 2021 US
Philanthropy Results (VSE)

Higher Education institutions
received $52.9 billion in 2021.

Restricted
Endowments
and
Unrestricted
Giving

Wealthy
Philanthropists
giving to 2 year

and HBCU’s

9 gifts of
S100M+

Alumni
Support



US: All Sources gave more in 2021, compared to

2020

Other Organizations (mostly DAFs) 9.1%

Foundations

Corporations

Nonalumni Individuals




Giving by Source, 1991-2021
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)
1 Alumni Engagement Metrics

e Goal: establish a global definition and framework of
alumni engagement

e Third Year of Data Collection (Fiscal Year 2021)
* In Year 3, 364 participants from 16 countries took part

https://www.case.org/resources/case-global-alumni-engagement-metrics-survey

AMALtlas®
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https://www.case.org/resources/case-global-alumni-engagement-metrics-survey

Alumni:
“Graduates of the institution
and others with a prior
academic relationship,
including non-graduates,
certificate and credential
holders, distance learners,
lifelong learners, residents,
post-docs, honorary degree
recipients and honorary
alumni.”

Source: Alumni Engagement Metrics White Paper, August 2018

Key Definitions

Alumni Engagement:
“Activities that are valued by
alumni, build enduring and
mutually beneficial
relationships, inspire loyalty
and financial support,

strengthen the institution’s
reputation and involve alumni
in meaningful activities to
advance the institution’s
mission.”
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Volunteer

A
N 4

Communication

A

Philanthropic

Experiential

AEM Framework measures
engagement across four modes



# Total Alumni who participated in at least one
of the four engagement activities this year

= Alumni Engagement
# Total Alumni Population Rate %




Percentage Engaged by Mode and Institution Type

35.0% Source, CASE Alumni Engagement Metrics, 2021
o)

30.0% 29.1%

25.0% 24.1%

28t 17.4%

15.0% 13.1%

10.0%

13.2%,
8.6% 9.3% 19-2% 8.5%
4.7% 3.0% 5.1%
° 3.5% 3.4% 9%

3.2%
3.2%
3%

Philanthropic Volunteer Experiential Communication Any Mode
B Independent Schools (30) B Community Colleges (16) M Primarily Undergradute (49)

5.0%

0.0%

I Professional Schools (Postgraduate Only) (9) M Undergraduate and Postgraduate (259)
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Besides Percentage Engaged— what do we really
need to know?

* How to Prioritize — where are your areas of strength and opportunity?

* Are you trending up or down in engagement overall? By mode?

* Are your resources in line with peers?

* Which messages are working/which channel(s) do alumni respond?

* Which events are driving more alumni to attend? Do they participate in other modes?

* Did new virtual events during the pandemic increase engagement? What does that mean moving forward?
* What is the behavior of engaged alumni? Do different modes have a higher likelihood of giving?
 How representative is the data you have captured?

» Behavior by Year of Graduation/Unit

e Behavior by Alumni Category

* Are you keeping alumni engaged year over year? What happens if they dis-engage?



2020-2021 Trends in Engagement

Philanthropic Volunteer  Experiential Communication  Any of the four modes
ALL 1.94% 4.40% -1.31% 0.4% 1.59%
Asia Pacific -8.21% 13.26% 2.28% -12.51% -6.92%
Canada -13.96% 4.89% 17.31% 22.53% 17.89%
Europe -7.89% 4.24% 3.46% 8.64% 10.25%
United States 3.89% 2.46% -3.17% -0.2% 0.65%

Philanthropic Volunteer  Experiential Communication Any of the four modes
Independent Schools 6.23% 3.98% -0.34% -25.33% 0.06%
Community Colleges -7.68% -6.38% -28.95% 59.50% 23.89%
Primarily Undergraduate 0.67% 5.33% -0.52% 8.84% 4.24%
Professional Schools
(Postgraduate Only) 5.30% -6.76% -10.58% 9.90% -6.32%
Undergraduate and
Postgraduate 2.13% 4.93% -0.95% 1.83% 1.94%




Additional Insights for
Experiential: Events

Independent Schools

Median
Count of
Events
(Virtual)

Range
(Virtual)

Median
Median Count of
Count of Events
Events Range offering
(In-person) (In-person) Hybrid

Range
(Hybrid)

(20) 11 1-48 1 0-5 0 0-3
Community Colleges

(15) 5.5 0-62 1 0-20 0 0-2

Primarily

Undergraduate (40) 68 0-283 1 0-5 0 0-4
Professional Schools
(Postgraduate Only)

(7) 31.5 7-57 1 0-37 0 0
Undergraduate and
Postgraduate (166) 54  0-1,800 4 0-5 0 0-36

At the median, 94% of all events in 2021 were
virtual (with no in-person component)

Source, CASE Alumni Engagement Metrics, 2021
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“Our events will have a
virtual component from
now on. | anticipate
always planning for some
kind of virtual audience,
whether that audience is
quarantining because of
COVID or grandparents
geographically separated
from their grandchildren.”

-Beth Sylvester, Bishop
McLaughlin Catholic High
School

es)

Event Planning for 2021

Aren’t sure

O
26.6%

Plan to run hybrid events o

28.3%

Plan to shift back to

Will combine in-person & virtual events
o

o in-person events '
3.5%

Plan to host virtual-only events 5

23.7%

17.9%

Source: “Report: Navigating the Unknown”; Qgiv
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Percentage of Engagement Represented by Philanthropy;,
by Region

All (n=372) Asia Pacific (h=27) Canada (n=17)

. 25.8% B 5.8% ‘ 30.7%

Europe (n=51) Latin America (n=8) United States (n=269)

B ss% . 11.3%

33.5%

Source, CASE Alumni Engagement Metrics, 2020
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How representative is engagement data?

This isn’t an exercise in counting; it’s measurement.

“any reduction in uncertainty about the thing being measured”
-Douglas Hubbard, How to Measure Anything

100%
0%
Confidence Levels: 80%
. 70%
how confident are you
&0% B Mot Very Confident
that the data you 50% B Somewhat Confident
Cca ptu reis M Confident
. 40%
representative of o
programmatic -
TR
activities: -
Volunteer Experiential Communication
(n=372) (n=372) (n=372) Source, CASE Alumni
Engagement Metrics, 2020




2020 Staffing for Alumni Relations

Medians
Legally Contactable Alumni Total Engaged Alumni
No. Alumni Relations per Alumni Relations per Alumni Relations
Responding Staff FTE Staff FTE Staff FTE
All 302 6.0 11,870 15522
Independent Schools 117/ 2.0 3,703 751
Community Colleges 16 1.0 44924 857
Primarily Undergraduate 33 5.0 5,536 1,219
Professional Schools (Postgraduate Only) 11 3.0 8,881 1,520
Undergraduate and Postgraduate 225 7-5 13,605 1,645

Source, CASE Alumni Engagement Metrics, 2020

Note — Staff counts did not change at the median for 2021 but Legally contactable alumni grew by 3% overall
(consistently across regions and institution type)

AMALtlas®
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Alumni Engagement by Alumni Category

25%

20%

15%

105

Philanthropic Volunteer

B Multiple-Degreed
in=221)

Experiential Communication  Any of the Four Modes

M Postgraduate Degreed [l Undergraduate Degreed
(h=221) (n=221)

Source, CASE Alumni Engagement Metrics, 2020



How do alumni engage in multiple ways?

14% 28% 30% 3%

of Communications of Experiential

, _ of Alumni who are of Alumni Donors
Engaged Alumni Engaged Alumni Volunteers Give are engaged in other
Give Give activities

Source, CASE Alumni Engagement Metrics, 2020
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Alumni
Engagement
Metrics

(future)

Optional Questions

Engagement by

Graduation Cohort

 How does engagement
differ by grad. year?

* Which cohort has the
most donors?

* How do young alumni
engage? Is it more than
other groups?
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% Philanthropic by Graduation Cohort
14%

Alumni
Engagement
Metrics
(future)
9%
7%
Engagement by
Graduation Cohort 5%
(sample of 50 schools from
Core Metrics Pilot Year 1) 3%
] I
1 6

2 3 4 5

W Seriesl
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Alumni
Engagement
Metrics
(future)

Engagement by

Graduation Cohort

(sample of 50 schools from
Core Metrics Pilot Year 1)

1%

7%

15%

1%

4%

10%

12%

10%
6%

2%

2%

B Seriesl M Series?2 M Series3

2%

7%

14%

1%

9%

16%
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Understanding
passions by
Generation

Source: “Generational Giving
Report;” Qgiv

Environment Conservation & Wildlife

Arts, Culture, Humanities

Youth Development

Research & Public Policy

International Affairs

Education

A1 L

Gen Z (<25)

Environment Conservation & Wildlife

Arts, Culture, Humanities

Community Development

Millennials (25-34)

Human Services

Health Services

Gen X (35-54)

Boomers (55+)

AMALtlas




Incorporating Communication Strategies

50 [
40
30
20

10

Once a week Once a month Twice a Month Once a quarter Once a year Twice a year Never

() Genz(<25) {@PMillennials (25-34) ¢ Gen X (35-54) @ Boomers (55+)

Source: “Generational Giving Report:” Qgiv

AMALtlas*
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Incorporating
Communication |
Strategies .

20

50

10

@ \Negative feedback from family & friends @ Negative media ) Inconsistent communications

Gen Z (<25) Millennials (25-34) Gen X (35-54) Boomers (55+)

. Low scores on third-party evaluation services like Charity Navigator, GuideStar, etc.

@ Poor social media presence ¢ Outdated website @ Other

Source: “Generational Giving
Report;” Qgiv

AMALtlas”
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Alumni
Engagement

Metrics
(future)

Re-engaged
Alumni

D

Engaged This
Year and Last
Year

Dis-engaged Alumni

Engagement Trends

 What is my engagement
retention rate?

* |Is my “bucket” leaking faster
than | can fill it with new and
re-engaged alumni?

* |s reactivation in 2021 higher
than expected after an
atypical 20207

31



CASE Member Benefits from AMAtlas

Other Services Unlocked: Submitting
surveys unlocks Made-to-Order
Reports (custom reports with review
calls), and Facilitated Cohorts

All CASE Members get access to All Members who submit Surveys
survey results through Data Miner receive a complimentary GPS Report,
regardless of participation. delivered in Data Miner.

dataminer@case.org For more info: jsmith@case.org For more info: jsmith@case.org

< p




A new
benchmark:
AMAtlas Peers

* 5 closest peers are noted in
the GPS report

e All graphs include
comparisons to AMAtlas
peers, country/region, all
AEM

e Results are delivered as a
static html file into Data
Miner

AEM Peers Algorithm

Total Funds
Received

Cluster

Analyis (if UK

or Ireland)

Institution Type

Presence of
Hospital? (if US

or CAN)

Country

Total
Contactable
Alumni

Number of
Enrolled
Students

Public or
Private?

% Engaged
Any Mode

Alumni
Association
Dues? Y/N

% Experiential

Total Number
Engaged

% Volunteer

% Philanthropic

Alumni
Relations
Staff Count
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AMAMas Graphical Program Summary (GPS) prepared for Sample Institution  june

Compiled from the
CASE Alumni
Engagement
Metrics (AEM)
Survey 2020

This report. along with access to
Data Miner, is provided as a CASE
member benefit.

Ors0e you have reviewed results,
please see the Mext Steps secton
for supgestions about how to gat
the most gut of these results,

O behall of the whode AMALLaS
team, thank you for your
partickpastion!

Sample Instiutcn
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Accessing your report in Data Miner

AMAtlas Data Miner

The 2020 VSE survey data have been released publicly. Read the research brief on key findings here: https:\fwww.case.orgiresources/voluntary -support-education-key findings-2019-20. Contact us at dataminen@case.org if you have any questions.

Recommended Reports Downloadable Reporis —<| §| Quick Links
. . . " € Create Mew Report
Care Data, Higher Education VSE Survey n 2019 AEM GPS Report for California State University-San Bernardino L
This highly visual presentation shows your instiution’s trends compared to peer & Go to My Saved Reports
instiutlons. Peers are created wsing an algorithm that weighs AEM data aleng with
additional characteristics about your institution (public/private; country, institution
Core Data, Precollege WSE Survey n i) 4. Create New Comparison Group
£ Go to My Downloadable Reports
Alumni Engagement Metrics - Summary Report n
Open Reports
Downiad &
S Current Operations: nrestricted
Tatals
Featured Charts _T|

AMALtlas”
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Why Participate in the AEM Survey?

AEM Survey is a great
entry point to AMAtlas!

Advance your data and
analytics capabilities

Insights for fundraising and
engagement strategy

Develop data-driven strategies
to direct your day-to-day
activities

Allocate resources (staff time
and $) for maximum impact

Achieve annual fundraising and
engagement targets

Research, analysis,

Comprehensive metric .
P benchmarking

Evaluate the effectiveness AMAtlas Resources

of your fundraising AND + Data Miner

engagement efforts ¢ Graphical Program
Summary (GPS) Report

Track progress toward long- * Facilitated Cohorts

term institutional goals

AMALtlas”
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What can you do?

Read the Research Brief for detailed findings and insights from the Fiscal Year 2020 survey. 2021
Results coming soon!

Access resources from Qgiv: Generational Giving Report; Navigating the Unknown

If your institution participated — keep an eye out for your customized results in the GPS report. (we can
also produce a custom report if you wish to partner with CASE in your analysis and identification of key
findings/next steps). Let us know — dataminer@case.org if you need access.

Learn from one another — Let’s start testing, collaborating, and building successes together
Building in the basics — can you identify newly engaged, retained engaged, and reactivated? By mode?

Work with academic colleges, alumni leaders, data insights managers, etc. to start capturing key
activities, take part in the survey, and goal-set/implement results from benchmarking

Start small — identify segments with opportunity: event attendees who are multiple degree holders and
not current donors; volunteers who attend events but don’t give; add in giving levels for a more
targeted approach.

Reach out for help! jsmith@case.org



https://www.case.org/resources/case-global-alumni-engagement-metrics-survey
https://f.hubspotusercontent30.net/hubfs/8356283/1.%20Qgiv/Downloadable%20Assets/eBooks/Qgiv-Generational-Giving-Report.pdf
https://f.hubspotusercontent30.net/hubfs/8356283/1.%20Qgiv/Downloadable%20Assets/eBooks/Qgiv-2021-Navigating-the-Unknown-Report.pdf
mailto:dataminer@case.org
mailto:jsmith@case.org

Questions?

This webinar program qualifies for 1 point of continuing
education toward maintaining the Certified Fundraising
Executive Management (CFRE) credential.

Donation Forms | Event Registration
Text Fundraising | Peer-to-Peer | Auctions

@giv




Thank you for joining!
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