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What remained the same? 

 Various solicitation pieces 

 Phonathon

 Postcard

 Social Media 

 In-game and regional game watching parties 



Partnerships

 Within University Advancement

 Annual Giving 

 Advancement Services

 Engagement 

 Donor Relations

 Office of Marketing & Communications

 Athletics 



FY14: Battle of the Beaks

 Creighton University & St. John’s University 

 Who was responsible for what?

 Combined logo 

 Website updates

 Promo video 

 Athletics

 Flyers on all seats in lower bowl of Bradley 

Center

 \



FY15: National Marquette Day Giving Challenge (NMDGC)

 Parameters determined internally 

 New Pep-rally 

 Paid social media advertisements

 Texting

 Robo calls

 LED sign in the Bradley Center



FY16: $1 Million Challenge

 Celebrity alumnus 

 Special website developed

 Overlapped with National Marquette Day

 #MUSocialAmbassador

 Radio ads 

 Buckslips



Everyone was social…



Unique tactics

 FY14: Battle of the Beaks 

 Flag campaign

 Anonymous match donor

 FY15: NMDGC

 National Marquette Day pep rally

 FY16: $1 Million Challenge

 Celebrity alumnus  

 Socks and 24 hour calling 



Battle of the Beaks NMDGC $1 Million Challenge 

Timeframe 3 weeks (did not overlap w/ NMD)

48 hours (Friday and Saturday 

of NMD)

3 months (overlapped with 

NMD)

February 19 - March 11, 2014 February 20 & 21, 2015 January 5 - March 12, 2016

Goal % Participation Donor Count (500 donors) Dollars

Parameters

Alumni and Undergraduate 

students No parameters Cash gifts under $5,000

Total Donors 1,160 573 3,702

Total Dollars $365,801.00 $68,627.00 $1,301,029.00



Donor Results (a closer look)

Battle of the Beaks NMDGC $1 Million Challenge 

First gift of the fiscal 

year donor count 626 276 2061

% of total participants 54% 48% 56%

Non - Donor count 187 55 859

% of total participants 16% 10% 23%



So what was done differently? 

 Partnerships evolved and deepened over 

time

 Changed based on what resources were 

available

 Technology 

 Learned something new each mini-campaign 



What did we learn? 

 Celebrity alumni with a social media 

presence

 The more team members aware and 

involved the better 

 Get social!  



How Advancement Services Can Provide Innovations for Smooth 

Sailing on Days of Giving

Day of Giving Partnerships



USF’s Five Busiest 24-Hour Giving 

Periods

Primary Driver Date Gifts

1 DAY OF THE DONS #2 April 7, 2016 1,382

2 DAY OF THE DONS #1 April 23, 2015 1,160

3 YEAR-END EMAILS Dec 31, 2015 121

4 YEAR-END EMAILS Dec 31, 2014 108

5 YEAR-END EMAILS Dec 31, 2013 77
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Testing the Gift Processing Team



USF’s Gift Processing Team



The Google Doc



Five purposes for the live Google Doc



Five purposes for the live Google Doc

 #1. Let gift officers review/thank in real time their 

prospects



Five purposes for the live Google Doc

 #2. Avoid soliciting donors after they’ve given



Five purposes for the live Google Doc

 #3. Queue up donors for personalized thank-you videos
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Five purposes for the live Google Doc
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Five purposes for the live Google Doc

 #4. Real-time accuracy in donor and dollar counts



Five purposes for the live Google Doc

 #5. Feeding a forecaster model that we were creating 

in Dev Services



Five purposes for the live Google Doc

 #1. Let gift officers review/thank in real time their 

prospects

 #2. Avoid soliciting donors after they’ve given

 #3. Queue up donors for personalized thank-you videos

 #4. Real-time accuracy in donor and dollar counts

 #5. Feeding our forecaster model



5 a.m. on the Day of Giving



Innovation #2: The Forecasting Model



Innovation #2: The Forecasting Model



How the Forecasting Model Guided Us



How the Forecasting Model Guided Us



Behind the Scenes in Advancement 

Services



Forecaster Breakdowns by Time of Day



Forecaster Breakdowns by State and Hour



Forecaster Shows We’re Halfway There



Reaching Goal at 5:00 p.m.



Next Morning’s Celebration Video
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