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A Failure and a Solution

● August 2023 – The clock starts

● Finding GiveCampus

● Against our PCI compliance deadline

● A phased transition and launch

Existing Vendor opts to not 
certify PCI Compliance

August 2023

October 2023
GiveCampus Contract 
signed

Complete training and access 
GC toolset

November 2023

March 2024
Giving Forms and paid 
events launch

Crowdfunding platform 
launch

May 2024

November 2024

Giving Day platform launch



One year in, what did we find? 

● The communications plan to recurring donors and recent donors was critical 
for donor migration and retention.

● We can all work together in the platform with user permissions.

● The volume of giving form creation subsides…eventually. 

● Strategic collaboration across the institution is essential. 



Giving Forms

● We have 16 standard forms – 
organized by school, college, 
business or academic unit.

● Main edits now are to add 
and remove funds as needed.

● Prepopulated links



Recurring Donor Outreach

● Donor outreach prior to GiveCampus 
launch and throughout the first FY.

● Two key segments engaged via email: 
○ All past and current donors
○ All active recurring donors

● Communication content focused on 
educating and engaging donors, with 
buy-in from our leadership. 

By The Numbers
Donors in last 5 yrs
less students/recurring, 
emailable

28,452

     Monthly 160

     Bi-Annual/Quarterly 66

     Annual 357



Individualized Emails

● Sent to recurring donors with 
a personal links 

● Initial email with monthly 
follow-up for one year.

● Broader education email 
signed by VP

View examples of entire cascade online at
cmu.is/recurring-cascade

https://cmu.is/recurring-cascade%E2%80%8B


CMU collaboration  
AG

• Appeal codes
• Social 
fundraising

AIS • Data
• Systems

UP
• Unit-specific 
needs

• Knowledge 
sharing

ACE
• Events 
• Knowledge 
sharing 

Adv Com
Digital 



Permissions Structure

● Permissions are assigned based on 
technology usage within specific areas of 
GiveCampus.

● There is crossover – social fundraising 
needs giving forms and events need
giving forms.

● Growing users across University 
Advancement on an ad hoc basis like 
Tepper Business School reunion 
campaign.

Advanced Campaign Administrators

Create/build out campaigns. 
Manage all, with the 

exception of giving forms 
and emails 

Annual Giving staff

Fundraising Superadmin

Access/edit all giving forms 
and campaigns AdvCom and AIS staff



What we’re doing differently now: Current strategies 
at CMU

All online giving through 
GiveCampus – giving forms, social 
fundraising, events – to provide a 
unified user experience. 

360   UX

A fast checkout on the giving form 
is important and data collection is 
more important. 

Data improves everything

Empower point person within CMU 
for each GiveCampus product.

Internal ownership is key
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User Experience: All GiveCampus on Giving CMU Day

● 24 Hours of Tartan Power

○ Focus on campaign vs. giving form

○ Heavy social on LinkedIn/Insta

○ 7,000 donors/$2.3 million

■ 50% from online gifts 

● Easily moved gifts made to other giving 
forms like the Tepper Business School 
Reunion crowdfunding pages on the day 
through offline loads.



Data capture

● Main giving form
○ 7 mandatory fields, down from 12 with the previous

vendor

○ 3 steps, down from 5 steps in the previous vendor

○ Soft credit information and affiliation post-payment

● Giving CMU Day matches and challenges
○ 8 mandatory fields

○ Affiliation information pre-payment to trigger challenge



Conversion Rate



Other noteworthy campaigns



We have the results.
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FY25 key metrics

10,854 online 
donors
55% LYBUNTs
25% New

$5.4 million 
online

200%+ YTY change 
in recurring online 
donors in FY25

10% of online donors making a gift to +1 fund.



Distribution of FY25 online dollars

● Conversion from social 
fundraising, giving forms, and 
gifts from events.

● 50% change in dollars raised 
from students – undergraduate 
and graduate combined – 
compared to FY24.



Are digital wallets acquiring or retaining donors? 



Generational use of digital wallets



Mobilizing volunteers

● The self-created advocacy links are widely used in social fundraising with 16 
advocates generating almost $176,000 in FY25. 

● In addition, the 75 Giving CMU Day volunteers that were provided unique 
URLs by the Annual Giving team, generated $75,800 in FY25. A 127% 
change in dollars and a 12% change in volunteers from FY24.  



Trends 
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Post-January giving trends FY24 vs FY25

• 7%+ increase in dollars in Q4 FY25 compared to FY24. 



What we’re still tweaking

● Giving form personalization

● More digital wallet options

● Testing data capture options

● Journey mapping



Boston University Giving Day



FY26 Goals
● Personalized giving forms for the new digital 

gift officer program and donor retention.

● Ask ladder testing

● Increase recurring gifts

● Integrate Marketing Cloud and giving forms
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Questions one year in…

Question 1

What is the most common 
question that you receive from 
donors about online giving?

Question 2

What is one online giving feature 
you’re looking forward to using?  

Question 3
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What surprised you the most with 
donor engagement with the giving 
forms or social fundraising?



Thank you!

Connect with us to 
keep the conversation 
going.
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Julie Knight Tim Seidel


