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Overview
On December 15, 2004, a (calendar) year-end e-solicitation was emailed to alumni with an email address.  This e-solicitation consisted of a brief email message with a link to a customized flash video.  At the conclusion of the video, alumni were presented the option to give an online gift, view more information, or forward the video to a friend.
For the purposes of analysis, this project was broken into two segments (appeals).  The first appeal represented alumni who had already given in FY05, while the second represented all other alumni.  The counts for these two segments were 3,118 and 28,993, respectively.  Each appeal code was tied to the specific mailing, and followed the user into an online gift – presuming they stepped from the email to the video to the gift without breaking their connection.  
The following document summarizes key points to consider about this project.

Page Views/Penetration
As of January 9th, at least 5,252 distinct entities had clicked through the email link to view the flash message.  

88 of these click-thrus were from alumni whose physical address is in another country (16 of which are in Canada).  Excepting possibly the Canadian addresses, these alumni would not be reached by other standard vehicles (i.e. mail and phone).  In addition, 7 of the alumni who clicked through had a “do not mail” code, while 305 had a “do not phone” code, meaning that either or both of those communication vehicles were no longer viable for the given entity.
Note:  The 5,252 is a minimum count of the entities who clicked through the email.  A small percentage of recipients (~5%) generally do not support HTML emails and thus cannot be directly tracked.  In addition, some recipients may have forwarded the email on to a friend – or used the “send to a friend” button at the conclusion of the flash video – to further propagate the message.
Online Gifts
As of December 31st, 2004, only 2 gifts had been logged against these appeals.  Both gifts were from the “non-donors” category.  One gift ($150) was given online and was a joint gift between two alumni.  The other gift ($1,000) was a mail-in form (generated from the online page) and was a company gift made on behalf of an alumni.
The last two weeks of the calendar year experienced a higher-than-usual influx of online gifts.  Whether this was due in part to the e-solicitation, or was a natural byproduct of donors wanting their gift in by the end of the year is unknown.  However, it is possible that additional gifts were caused by the e-solicitation but were not able to track back to it.  For example, if a donor viewed the flash object and bookmarked it (and later came back to give) the e-solicitation appeal code would not have been carried with the gift.  The appeal code can only follow the gift if the user starts with the email and flows uninterrupted into the gift.
By means of comparison, the FY04 year-end e-solicitation generated 22 gifts from 30 donors (24 alumni) totaling $2,630 (and $200 in matching).  Other factors may contribute to the difference between FY04 and FY05 – such as the bookmarking syndrome mentioned above, the absence of a bowl game in FY05, renewals being called earlier, etc.  (Personal note – I made one of the gifts in FY04, but this year I had already given via CAR so did not give via the e-solicitation.)
Other Gifts
In addition to the “bookmarking” syndrome mentioned above, the e-solicitation may have influenced other gifts or had some impact in creating a gift that came in via another vehicle/appeal or unsolicited.  For example, the e-solicitation may have encouraged a donor to fulfill their CAR pledge, send in a gift via DM2, or send in an unsolicited gift.  This impact cannot be directly measured.

Of the 5,252 entities who had clicked through to view the flash video, 144 gave a gift between 12/15/04 and 12/31/04.  Of these, 56 were in the “Donors” pool and 88 were in the “Non-Donors” pool.  The gifts totaled $43,263.67 broken out as follows:

Mailing

$15,211.41


Phonathon
$2,292.51


Web/Email
$637.50


Other

$25,122.25
Personal Information Updates
The e-solicitation also included a section allowing a recipient to update their information via the standard online Alumni Update form.  This form experienced a significant spike on the two days following the e-solicitation (up to 3x the normal rate).  Of the 5,252 click through entities, 38 have also completed the update form since 12/15.
Opt-Outs
Overall, 107 opt-outs have been registered, representing an acceptable .33% of the messages sent.  The majority of these opt-outs were specifically for email solicitations from Annual Giving and have no impact on other areas/types of emails.  The complete breakout is as follows:


Opt Out Type


Non-Donors


Donors 

All Emails


15



4


All E-Solicitations

19



0


All Emails from AG

2



0


All E-Solicitations from AG
64



3
