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The upcoming academic year continues to bring special challenges to all of us who work in development and alumni activities.  We continue to address structural changes in the office and its staff, and we continue also to recognize that we must raise more funds as we address these modifications.  In order to do this, we must seek out new donors at higher levels, and we must get traditional donors to increase their levels of giving. 

Furthermore, we must conduct more alumni events, with much better attendance, to reintroduce our alumni to their alma mater.  We must do things now to remind them of how important their education was then.  We must spend much more time on audience development so that more of our alumni will attend these special events.  We must also enhance our traditional events, making them better to appeal greater to our most deserving alumni.

Finally, we will be initiating a substantial major gifts campaign during this year.  This will require a great deal of organization, and it will also require that our staff go the “extra mile” as we begin to bring in donors in greater numbers and donors of larger gifts.
Therefore, the upcoming academic year – 2005-2006 – brings special goals for all of us as we attempt to continue to move the university forward in spite of an uncertain economy, almost certain inadequate state funding, and an ambiguous stock market.  But we must do our job in spite of external factors.  We must do everything within our power to continue to raise the maximum amount of funds possible for this great university.  We must just do it!  It is in this spirit that we offer this plan of action for Minnesota State University Moorhead to develop a more outstanding alumni program and to raise as much new money as possible for future and ongoing needs:

(1) It is time to work harder and to work smarter in all aspects of all of our alumni and funding programs.  While we might not be able to control external factors, we do have a great deal of control over our own time.  It is time for all of us – the president, the vice presidents, the deans, and all administrators, faculty, and staff – to look at our schedules and decide how we might spend more of our time and effort in improving alumni relations and in raising new funds.  We must act as decisively and quickly as possible to cause a positive impact wherever possible.  We must each commit ourselves to becoming known as “alumni advocates” and “fund raisers” along with our other strengths.  The Minnesota State University Moorhead Alumni Foundation will commit itself to working with each person and each office to provide training and guidance as we all take on alumni programming and fund raising as major parts of our other academic and administrative roles.

(2) We must concentrate on the “annual fund,” those discretionary funds that we have to spend as we wish.  As we look to a future of very uncertain state budgets, we have to recognize that unrestricted gifts from the “annual fund” will probably provide us with a majority of funds that we will have available for any projects and efforts beyond the bare necessites.  Each college – indeed, each department within each college – should develop a plan for raising the maximum amount of unrestricted funds.  The Minnesota State University Moorhead Alumni Foundation will conduct the annual phonathon and several special mailings to raise as much unrestricted funds as possible, but we will also work with the individual colleges and departments to develop mailings and other solicitation efforts to enhance their development funds throughout the university.  We will also talk about the importance of unrestricted funds at all of our alumni events.  We must “sell” unrestricted dollars to our alumni and friends as our greatest need for the coming year.
(3) We must identify our most “committed donors” and concentrate our efforts on these donors with the most potential.  We must make sure that these donors attend our alumni gatherings and come back to campus for special activities.  These are donors who have significant investments and who could be our best prospects and thus major donors to our programs and particularly to the major gifts campaign.  The Minnesota State University Moorhead Alumni Foundation will identify these committed donors and will sort them by giving history and by colleges and departments to allow all of us to concentrate on those donors to our programs who have the greatest potential for new gifts.  It will be these individuals around whom we will build development trips and around whom we will schedule alumni events.
(4) We must identify and take notice of “long-term donors,” those who have given every year for the last five to ten years, regardless of the economic or political situation.  Then we must do all in our power to make these relationships even stronger.  Again we will identify all donors who fit this category and will do so by giving history and academic major.  We can then begin to look at these donors closer to determine which have the potential to step up their giving for our major projects.  We will also expect this list of donors to be particularly important as we go after unrestricted gifts for our programs.

(5) Also we know that the wealthiest households are headed by persons 65 years of age and older.  Therefore, we must identify this group as potentials for very major gifts and concentrate our efforts in this area.  These persons do not tend to invest in highly speculative investments, and often their portfolios contain higher percentages of bonds, cash, and cash equivalents.  Many in this group are also just beginning to take required minimum distributions from retirement plans, further increasing the income that they have available to give to the university.  Again the Minnesota State University Moorhead Alumni Foundation will develop lists of these individuals, and then all of us, as fund raisers, must do all we can to identify those who can provide us with the gifts for our many necessary programs.
(6) We must help our donors know how to make their gifts today.  Again the Minnesota State University Moorhead Alumni Foundation will offer training sessions for faculty and staff about the various kinds of gift instruments available, but much of this strategy involves our simply listening to our donors’ stories.  For example, the best donors of all ages may be among the conservative investors who were more cautious and as a result may have suffered less from market corrections in the last five years.  In fact, because of their investment decisions, they may have experienced a decline in their income, but they may actually have more assets than in the past.  Thus, while they could in no form or fashion afford a major cash gift today, they could quite easily make a major gift via their appreciated stock.
(7) Now is the time to let donors know that you appreciate estate gifts, and we must recognize these gifts often and appropriately.  The Minnesota State University Moorhead Alumni Foundation will continue to market estate gifts again this year as we hope to capitalize on those donors who want to do something special now even though they are unable to make large cash gifts.  What greater indication of a donor’s intent could there be than to say that “MSUM is so special to me that we are including it as a part of our ‘final gift’”?  These persons could then also become your best major gift prospects when greater prosperity returns to their lives.  Again we expect our donors aged 60 and older to be the best prospects, although we will certainly offer some broad marketing programs that will touch donors of all ages.
(8) As mentioned earlier, we must be very intent on listening to our donors’ expressed needs.  We must learn to interpret signals that our donors are giving us.  They may want to give more but are frightened that they will have the same setbacks that their parents and/or grandparents had in the 1930s.  Or they might be concerned about providing an inheritance for their children.  What they might really be telling us is that they could make a major gift if it somehow resulted in increased income or a tax-free inheritance for loved ones.  Therefore, charitable trusts, gift annuities, and other planned gifts may be most attractive to many in this current uncertain economic environment.  The Minnesota State University Moorhead Alumni Foundation has some expertise in gift planning, and we have access to experts and professionals who can work with these donors to help them achieve their ends.

(9) Finally we must keep building relationships and strive to spend as much time thanking our donors for past and present gifts as we do in asking for new gifts.  We can be certain that our best prospects for future gifts are our present givers.  We must all devote time to thanking our donors, and all faculty and staff should take no trip out of Moorhead without their taking a list of donors that they will visit and/or call to thank for their past and ongoing support.  The Minnesota State University Moorhead Alumni Foundation will work with all faculty and staff to see that such lists are provided promptly and frequently as they plan their travel.  Dean and faculty members might also wish to develop a program of writing more personal thank-you letters to more current and past donors.  This can go far in improving alumni relations, and our philosophy is that any good development program is rooted in an outstanding alumni relations program.
As we follow these guidelines, we must be prepared to succeed in spite of the difficulties.  We know that we still have very charitable people among our alumni and friends, and fortunately we are blessed with a successful alumni body who as a whole loves this university very much.  Working together, we can certainly continue to lead the university forward so that our future students will have the same wonderful experiences that our past and current students have enjoyed.

ALUMNI RELATIONS

As stated earlier, no aspect of our program is more important than alumni relations.  Happy and satisfied alumni are happy and satisfied donors.  Our alumni programming will bring alumni back to campus and increase their appreciation for the quality university experience that they had here at Minnesota State University Moorhead.  We expect alumni activities to increase exponentially during the coming year; however, we have several other problems that must be addressed if we are to increase alumni spirit and pride.

The Director of Alumni Relations will be responsible for the overall completion of our plans for alumni activities and the improvement of alumni relations in all ways.  We will be hiring a Director of the Alumni Phonathon who will also carry the title of Assistant for Alumni Activities.  He/she will be involved also in planning and conducting various alumni events.
Furthermore, we will be hiring a Director of Prospect Research who will interact with alumni records to be certain that the most important alumni are included in the planning of events.  The Director of Prospect Research will also work with major donors and can greatly assist in having alumni events in areas that will also allow staff to travel for major gift visits.

But alumni relations will also be an integral part of every member of the Minnesota State University Moorhead Alumni Foundation.  Throughout the year, especially as they travel outside the immediate region, the staff will conduct alumni events and will participate in building great alumni relationships throughout the country.

For alumni events to be completely successful, they must be attended by as many alumni as possible, with very important alumni being among this group.  And they must be attended by appropriate faculty and staff.  As soon as an event is scheduled, appropriate faculty and university staff members will be notified in order to plan for the maximum attendance from the university.

The following activities for alumni relations should produce great success in the academic year 2005-2006.  We should have a goal of receiving 1500 or more alumni at the various events this season:

Alumni Events/Reunions


We should have at least 30 alumni gatherings in 2005-2006.



We plan to have at least two such gathering each month.



We will focus on area towns and cities that have at least 300 alumni.

We will have two each in the Twin Cities and in Fargo/Moorhead.

Several events will be cluster and/or constituency reunions.

We should have very improved alumni events on campus in 2005-2006.



Homecoming will include many different events to draw alumni.



The 40-, 50-, and 60-Year Reunions weekend will be a key alumni event.

Alumni Records


The location of “lost” alumni will continue to be of prime importance.


The identification of our most important alumni will continue.



We will work toward honoring our most important alumni in all ways.

We will seek more and better nominations for Distinguished Alumnus and also for membership into the Athletic Hall of Fame.

Alumni Web Site

We will purchase, install, and initiate an alumni web site to allow for news, information exchange, correspondence, and record updating.  This should encourage alumni to reconnect and to interact with other alumni from their era.

Alumnews

Alumnews, the university’s alumni newspaper, remains the biggest concern and issue within Alumni Relations.  While our office pays for the mailing, we do not pay for the production and writing; it is paid from the budget of the Office of University Advancement.  Furthermore, we are not given the opportunity to select or reject articles that are included.  This issue must be resolved if we are to have an alumni organ that functions as the true alumni marketing periodical that our alumni so richly deserve.


We should explore a shortened periodical but in a magazine format.


We must add color photos and more scenes of the campus then and now.


We must have features that focus on interesting and important alumni.

We must have both historical and recent news of MSUM and its students and alumni.

We must include calendars and schedules of events to encourage alumni attendance and participation.

ANNUAL GIVING

As stated earlier, annual giving is most important in this coming fiscal year as this is where we get our “unrestricted funds” and thus where we replenish our development funds, our discretionary funds to spend on areas that we decide.  The Minnesota State University Moorhead Alumni Foundation will devote its utmost attention to annual giving this year to be certain that we have funds for operations in spite of a difficult economy and insufficient state funds.
The Director of the Alumni Phonathon and the Director of Annual Giving and Events Management will be primarily responsible for making our annual giving programs happen.  The following activities for the annual fund should produce great success in 2005-2006; we will have an overall goal of $350,000 for the year:

Annual Phonathon

The annual phonathon will again be conducted to call as many of our alumni as possible to solicit a gift for the annual fund.  This year we will be marketing “unrestricted” gifts, hoping to raise more funds for individual development funds than for scholarships and specialized funds.  The phonathon will begin in September and run until early December, and then it will commence again in mid January and continue through April.  We will have a goal of $250,000 for the phonathon.
Directed Mailings

Throughout the academic year, we will conduct a series of directed mailings to total and/or specific audiences to achieve the maximum amount of unrestricted gifts.  Each mailing will contain a cover letter, marketing the gift, and each mailing will include a return envelope and a response card.  Some mailings will include a brochure with more information.  The current planned mailings follow:

Mailing for End-of-Year Gifts – This mailing will go out in November, and it will encourage donors to make a tax wise gift prior to the end of December.  With the good feelings that accompany the holiday seasons in November and December, this is most often a very successful mailing.  We expect this mailing to generate $20,000 for the annual fund.
Mailing to All Who Were Not Contacted during the Phonathon – At the conclusion of the phonathon in May, we will mail an appeal to all who were not contacted during the phonathon.  We hope that this list includes some traditional donors who will send in their gifts (goal of $10,000) to add to the phonathon’s total for the year.

Mailings to Increase the Percentage of a Particular Class’s Giving Rate – Currently we have about 13% of our living alumni who contribute annually to the university.  A few classes have as much as 20% giving while some are as low as 4-5%.  We plan to conduct ten (10) such mailings during the year where we tell classes about their percentage of givers and encourage them to attempt to get their level up to the 30% mark.  We have a goal of $30,000 in additional gifts from these mailings.

Special Mailings as Requested by the Deans and Chairs – As requested by a dean or chair, we will work with a college or department to send out a letter filled with department news and information that also includes an appeal for gifts to the department’s development fund.  The deans and chairs must come to us for assistance in these mailings, and, when they do, we will assist them in composing the letters and in facilitating the addressing of the envelopes and achieving the mailings.  These mailings should produce additional gifts totaling $40,000.
Planned Gifts as Part of the Annual Fund – In the past, we have looked at most planned gifts as instruments for scholarships and special projects.  However, in light of the budget concerns over the next few years, we will plan to treat an unrestricted estate gift under $25,000 as an “unrestricted” gift.  In other words, if an estate gift of $20,000 comes in for a particular department or college, it will be added to their development fund, rather than a new account being set up.  We have no way of knowing how many, if any, of these gifts might mature during the coming year, but we will have this policy in place if one or more should occur.
By conducting these specific activities and by including response envelopes in our publications, e.g. Alumnews, the Foundation Annual Report, and the University Annual Report, we can expect to add significantly to our unrestricted funds, available to us for our own discretionary use.
Corporate Giving

We will continue our very successful Corporate Partnership, with the Director of Corporate and Major Gifts having the primary responsibility for this program.  This program is primarily directed toward businesses in the Fargo-Moorhead area, with an occasional vendor and external consumer.  This outstanding program, and other corporate efforts, should again bring in approximately $300,000 during the coming year.
Working closely with us also, each college, and most departments within the colleges, should attempt to garner as many gifts from corporations and businesses as possible.  While we should attempt to secure these gifts in the form of “unrestricted gifts” as much as possible, corporations and businesses also like to contribute funds for scholarships and funds for particular projects.  

All corporations and businesses that recruit and hire students from Minnesota State University Moorhead should be asked for an annual gift to the college/department from which they recruit.  The Minnesota State University Moorhead Alumni Foundation will work closely with the colleges/departments to develop proposals for such gifts and will aid in necessary follow-up.
Major Gifts / Capital Campaign

We have begun the planning, positioning, and structuring for a major gifts campaign to raise approximately $10,000,000 for university improvements and additions.  This goal has been review by the President, the Administrative Council, and the Alumni Foundation’s Board of Directors.  The overall goal breaks down as follows: 
(
$5,500,000 – Necessary portion of external funds for building the Wellness Center.


$2,000,000 – Additional scholarships, i.e. primarily named, donor-directed scholarships, including athletic scholarships.


$2,000,000 – Faculty development and classroom/research enhancements.


$500,000 – Gifts directed toward particular student organizations and programs.


$10,000,000 – My “Guesstimate Goal” at present.


*In addition, we still have $3,000,000 on the drawing board for an Alumni Center/Alumni, Development, and Foundation Office Building.  I suggest that we seek funds for this only if an individual steps forward willing to pay at least 50% of this cost in a cash gift.


This initial goal was brought forward and approved at the Foundation’s Board of Directors April meeting.
(
With the finalization of this initial goal for the campaign, we are currently preparing a written draft of a case statement for the goals, with justification for the amounts.
(
Through the use of an “electronic screening” product, Wealth ID, we have evaluated all of our alumni and friends in an effort to identify the top 250-500 potential campaign donors.
(
During 2005-2006, we will analyze this list and pull the top 200-300 such donors with whom we already know and have a relationship.  Using current staff and information, we will begin to approach, develop, and solicit these persons for campaign gifts, first and foremost for the Wellness Center and secondly for scholarships.

(
Prior to the beginning of the fiscal year, we will hire an outside consultant to conduct a professional feasibility study, using our initial goals and the remainder of our top prospects from the electronic screening.
(
Since these items will affect the Alumni Foundation’s budget extensively, they were included in the Foundation’s FY06 budget and approved at the April meeting of the Alumni Foundation’s full Board of Directors.
(
We will be working continually to develop an extensive list of persons to recruit to serve on the Campaign Steering Committee and subcommittees.  We want each member of the Steering Committee to have the capacity to make a major gift to the campaign, but we also want to be certain that all academic areas and all major geographical areas are represented.  The steering committee should mirror our alumni and friends.
(
At this same time, we should be developing the campaign organization.  Currently we are considering a campaign steering committee, with 25-30 members, with two major subcommittees:  one for the greater Moorhead/Fargo community and one for the Twin Cities.  
The following are activities of the major gifts campaign that we plan to conduct and complete during 2005-2006:
(
Analyze the current staffing situation and make the necessary additions and changes to prepare for the campaign.


Deadline:  July 30, 2005

(
Working with the Administrative Council, study the results from the feasibility study and evaluate and finalize the campaign goal and the corresponding case statement.


Deadline:  August 30, 2005

(
Finalize the choice and recruit the Campaign Chair and Vice Chair, and, with them, recruit the chairs for the subcommittees in Moorhead/Fargo and the Twin Cities.


Deadline:  August 30, 2005

(
Begin to recruit in earnest the other members of the Campaign Steering Committee and the members of the two subcommittees.  When at all possible, secure each individual’s campaign gift as a part of his/her recruitment.


Deadline:  August 30, 2005

(
Bring together all of the recruited members of the Steering Committees and the subcommittees in Moorhead for a one-day campaign orientation.


Deadline:  September 30, 2005

(
This first meeting of the Campaign Steering Committee should be primarily educational in nature.  We want the membership to understand and appreciate our case statement; endorse all of the programs and projects for which we are raising funds; and begin to think about their own gifts to the campaign (if they have not already made a commitment).  It will be especially impressive if the chair will announce his/her gift at this time.
(
From August through February is the “silent” period of the campaign.  During this time, the staff and the volunteers will be very aggressive and diligent, securing as many gifts as possible.

(
The Campaign Steering Committee should begin meeting quarterly during this part of the Campaign.  We want to give each Steering Committee (and subcommittee member) our list of potential donors, especially those identified by the electronic screening and counsel as having the most potential.  Do they know these prospects?  Would they be willing to host luncheons/meetings with donors and the President, Campaign Chair, and campaign staff to initiate the possibility of an ask?  Do they know other prospects, not on our lists, that we should be contacting?

(
Throughout this year and throughout the Campaign, we must design the Steering Committee meetings in such a way as to increase and maintain enthusiasm.  Each meeting should include the announcement of a major gift and at least one committee member should be recognized for his/her efforts.  We should announce the President’s and the staff’s schedules and attempt to get committee members to accompany us on visits and calls.

(
Beginning about July will be a critical time for the involvement of the President.  We will want him involved in as many luncheons/meetings as possible and in other informational events that we have with other prospects.

(
We should have the campaign literature finalized by December 1, 2005.  We need only a case statement (booklet), a brochure version of the case statement for mailing, campaign stationery, and campaign folders.

(
During this same period of time, we must continue prospecting.  A major mailing should go out to all “secondary” prospects, followed up by personal phone calls from staff to assess interest and get appointments for visits.

(
We should have received substantial gifts by December 31, 2005, as we want to have attained as many gifts and pledges as possible before we go public and announce the campaign.
(
CAMPAIGN KICK-OFF!!!



MARCH 1, 2006
(
The “official,” public announcement and Campaign Kick-Off should be a major event, designed for maximum publicity, news coverage, and enthusiasm.  We will announce our goal AND announce the fact that we have already reached a great percentage of that goal.  The kick-off should be held in conjunction with another event (major athletic event, donor dinner, etc.) to ensure maximum attendance and coverage.

(
If the Campaign goal is reached during 2008, we will re-evaluate the goal and establish a new “public” goal.  Otherwise, the original goal will stand with our hope to announce at conclusion that we have gone over the goal substantially.

(
We will be asking for gifts and pledges (with a maximum of four years for a pledge).  Under special circumstances, a pledge may be extended longer.

(
We will plan to close the campaign in December of 2010, hopefully with as much as 150% of the original goal achieved.

(
A Victory party will be held at the end of the campaign, approximately September of 2010 (preferably after a major event, such as Homecoming).  It will be very, very special!

PLANNED GIVING

The existing economic and social environment should be excellent for planned giving.  Therefore we will devote more than our average amount of time in marketing planned gifts and in achieving various kinds of gift instruments from our many friends and alumni.  We must remember that very few of these gifts will mature during our tenure here at Minnesota State University Moorhead, but they will be a major part of the continuing greatness of this university in the future.  We are, of course, reaping the planned gifts now from the work of those who came before us.
The following are ways that we will market planned gifts this year.  With each response to one of these marketing appeals, we will respond immediately with a letter, then a follow-up phone call, and ultimately a personal visit if appropriate.  If necessary, we will meet with the donor’s advisors and family, with the final goal of our having a document on file for future administration.  The Director of Planned and Major Gifts is the principal person involved with these goals, but really all in the office will have an active role in developing our planned gifts.  Our goal is for this program to identify 150 new planned giving prospects for the year:
Advertisements in all issues of Alumnews – Each issue of Alumnews will have an advertisement for estate gifts or for particular kinds of gift instruments.  With the ad will be a response coupon, and we will follow up with all respondents.  We expect these ads to produce 20 new planned giving prospects.

Mailing to all Alumni in the Classes of 1955 and earlier – In October, immediately following the alumni reunion weekend, we will do a directed mailing to all alumni who graduated in 1955 or earlier.  These alumni are at least 70 years of age, and most will either have already made estate plans or are in the process.  We hope to identify many who have already included us in their plans, allowing us to recognize and thank them properly, and to encourage others to remember their alma mater in their final wills and testaments.  We hope to follow up with each respondent to this mailing with a personal visit.  We believe we will receive 65 new prospects from this mailing.
Mailing to all Alumni in the Classes of 1956-76 – By mailing to this group, we will capture those alumni between the ages of 50 and 70.  Many of these alumni are beginning to think about their estate plans, and many are beginning to look at how they will maintain their lifestyles after retirement.  This group might therefore be more interested in gift plans that will provide additional income during their lives and will perhaps benefit their families even further after their own deaths.  Therefore this mailing will market other kinds of gift plans, not just wills and trusts.  As with the above mailing, we will follow up with each respondent to this mailing with an immediate personal visit.  We fully expect to garner another 65 prospects from this mailing.

PROSPECT RESEARCH

The position of Director of Prospect Research will be reinstated this year and will be a key player in the major gifts campaign.  This person will be another resource for both the fund raisers and the alumni relations people, and he/she will become a valuable member of the team.  The Director of Prospect Research will have a variety of duties:

Lead the Effort to Find “Lost Alumni” – While we have only 6% of our overall alumni classified as “lost,” when one breaks it down by age, we have 35% of those alumni over 55 year of age who are “lost.”  This is an extremely important group for our development efforts, and therefore we must have a plan structured and actively seeking all of our “lost” alumni.
Identify Prominent Alumni for Recognition and Solicitation – The Director of Prospect Research will be a proactive seeker of interesting and important alumni who might be of value in our marketing and development efforts.  We expect the Director to bring several of these people to our weekly prospecting meetings for our review and assessment.

Respond to Research Needs from Alumni and Development Staff – The Director of Prospect Research will respond to queries from the office staff for donor information necessary for visits and evaluations.  No major donor visit should be made without input and information from the Director.

All major gifts that come in will be considered a part of the Major Gifts Campaign, and, in addition, we will do all we can to continue to bring in the larger gifts to fund the most important projects within the overall university structure.

With all of the programs described above, including the major gifts campaign, we will have an overall goal of $3,000,000 for 2005-2006.  The Minnesota State University Moorhead Alumni Foundation is committed to bringing in the maximum amount of funds for all aspects of the university.  Working together with the entire administration, faculty, and staff, we are certain that we can achieve the necessary gift funds to allow us to continue forward with the university’s success and progress.
