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“Summertime … and the living is easy!” The opening lines of 
this Gershwin classic go on to say that “fish are jumpin’ and the 
cotton is high”. The July Solution of the Month appropriately 
goes “south”, to Jaclyn Day, Director of Annual Giving at 
Guilford College in North Carolina. Jaclyn provides a timely 
reminder that potential donors abound and that even campaigns 
that “move the needle ever so slightly” can have a major impact 
over time.  

Utilizing an advanced segmentation strategy made simple by 
Pledgemine, Guilford mailed 32 versions of a traditional appeal 
letter. Each potential donor received a “version of the letter that 

corresponded with their graduating degree”. The acquisition 
appeal netted 52 gifts from SYBUNT/Lapsed/Non-Donor 
populations, including 19 first time gifts … way to go, Jaclyn!

The Pledgemine Solution of the Month program continues 
to highlight innovative concepts and solutions. Thanks to a 
rapidly growing and highly innovative community of clients, 
the Solutions Library has become an indispensable resource 
for fundraising ideas at more than 350 institutions across the 
country. In combination with the existing portfolio of exceptional 
samples, this latest addition to the Solutions Library is being 
shared to inspire future projects and continued innovation.
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Name: ____________________________________________________________________________________________________________

Address: ________________________________________________________________________________________________________

Phone Number: ____________________________________________________________________________________________

Email: ____________________________________________________________________________________________________________

Birthdate: ______________________________________________________________________________________________________

Employer: ______________________________________________________________________________________________________

Title: _______________________________________________________________________________________________________________

Spouse Name: ____________________________________________________________________________________________ 

Spouse Class Year: ____________________________________________________________________________________

Spouse Major: ____________________________________________________________________________________________

Spouse Birthdate: ______________________________________________________________________________________

Anniversary Date: ______________________________________________________________________________________

Please update the following information:

Jim Sample
784 Oak Creek Dr
Lombard, IL 60148

G00032174

Is this a new design/concept/format or have you used it before?

We’ve favored the 8.5x11 letter template and the design was 
similar to others we have done in the past. The biggest difference 
in this mailing is that we did 32 versions of the letter to represent 
each academic major and we gave the faculty more room for 
custom language to talk about their departments.

Can you share the specific objectives that you had for this 
campaign?

This mailing focused almost solely on acquisition (LYBUNTs were 
being sent a completely different letter around the same time). 
Here’s the detailed breakdown of the recipient list:

• 2% of individuals made a gift in the current fiscal year;
• 26% of individuals made their last gift in the past 15 years;
• 13% of individuals made one gift ever;
• 59% of individuals had never made a gift. 

Given the makeup of the list, our goal was a 1% response rate. This 
was pretty aggressive as similar mailings we’ve done with the same 
makeup have had a .1% response rate.

What factors influenced your decision to use this format? Any 
constraints or challenges?

We wanted to go with the more traditional letter format so the 
departments had a chance to explain their priorities. Editing was 
incredibly tricky to make sure all of the I’s were dotted and the T’s 
were crossed. As you can imagine, some departments were more 
eager to assist than others. 

What was the size of your intended audience? What % is this of 
your entire database?

We sent this to just shy of 13,000 individuals representing 51% of 
our solicitation database.
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D I R E C TO R  O F  A N N U A L  G I V I N G

GUILFORD COLLEGE

I’ve been in annual giving for 10 years ranging from student caller to my current position as the Director of Annual Giving at Guilford College since January 
of 2016. The new vice president and I have been focused on expanding our direct mail efforts to include more of our constituents than ever before. We’ve 
also emphasized creating direct mail pieces that are tailored to their individual experiences at Guilford College. 

AN INTERVIEW WITH GUILFORD

“ ”

Was segmentation an important part of your strategy? How? 

Segmentation was vital to this mailing. Each individual received 
one version of the letter that corresponded with their graduating 
degree. To make things more complicated, we had a fair amount 
of alumni with dual degrees, and we had others who were donors 
to departments that were not their graduating major. We set 
up our segmentation so that anyone with giving history always 
received a letter corresponding to the department they gave to 
(regardless of degree) and those with dual majors received the 
letter corresponding to the first degree listed.

Did you achieve your objectives for this mailing? Can you share 
results to date?

We received 54 gifts, which is a response rate of 0.4%. No, we 
did not hit our goal but did move the needle ever so slightly. 52 of 
the 54 of the gifts came from our SYBUNT/Lapsed/Non-Donor 
populations, and 19 of those gifts were first time gifts. 

Do you have any other noteworthy insights or conclusions that 
relate to this campaign?

The most successful department was the Accounting 
Department. They focused their letter on a beloved professor 
who passed away this past January. Their message really 
resonated with their alumni and accounted for 9 of the 19 first 
time gifts and 25% of the gifts over all. 

Next year I will be looking at the self-mailer format instead of the 
traditional letter format to help with response rates. Our faculty 
members will just have to learn to be more concise.

o  Visa          o  Mastercard          o  Discover          o  AMEX

I/We would like to make a contribution of:

o  $100   o  $50   o  $25   o  $ __________________

Designated to:

o  Bill Grubbs Memorial Fund   
o  Accounting    
o  Loyalty Fund
o  Other Program: _________________________________________________________________________

o  I would like to pay by check. (made payable to Guilford College)

o  I would like to make a one -time credit card payment.

o  I would like to make a monthly credit card payment for a set amount of time.

o  I would like to make a monthly credit card payment indefinitely.

Amount charged per month: __________________  Number of months: __________ _ ________

Amount charged per month: _______________________ 

CREDIT CARD NUMBER EXP. DATE         CVV CODE

NAME ON CARD 

SIGNATURE 
DM17DIV    G00032174   

o  I would like to speak to someone about creating an endowment.

o  I would like to speak to someone about a charitable gift fund.

o  I/My spouse work(s) for a matching gift company. Our matching  
     gift form is enclosed.

Dear Jim, 
 
Creating an educational experience that fosters transformational growth 
is a cornerstone of Guilford College and the Accounting Department. In 
closely adhering to our role as a liberal arts college, we strive for educational 
opportunities that enhance our students' and faculty's academic experience in 
ways that change their lives and empower them to affect positive change in the 
world. 
 
There was no greater advocate for empowering accounting students than Bill 
Grubbs. We mourn the passing of our beloved colleague, who died in January 
of this year after a long career teaching and mentoring at Guilford. Because of 
his efforts, our graduates were well-prepared to navigate the ever-changing 
landscape of theory, regulation and practice. 
 
We hope to establish a memorial fund in Bill's honor to celebrate his legacy. The 
Bill Grubbs Memorial Fund will help Guilford students cover the costs associated 
with the CPA exam. Bill had a profound impact on hundreds of students, helping 
many of them pass the CPA exam --  often with distinction --  and we wish to 
sustain that legacy. 
 
I invite you to partner with us and support our efforts to provide the students of 
today the most meaningful and transformational experiences. Will you consider 
making a gift of $100 to the Bill Grubbs Memorial Fund by filling out the attached 
form or giving online at guilford.edu/makeagift? Your contribution today is an 
investment in the professional certification of our students.  
 
Thank you for your support.

The Accounting Faculty

Ron Cardwell  
 
 
Garland Granger  
 
 
 
 
Beth Parks  
 
 
 
Darryl Samsell

Assistant Professor of Accounting 

 

 

Associate Professor of Accounting, 

Post-Baccalaureate Accounting 

Program 

 

 

Visiting Assistant Professor of 

Accounting 

 

 

Chair, Associate Professor of Business

Accounting Faculty

I would like to make a gift to the Accounting Department today!
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Segmentation was vital to this mailing. 
Each individual received one version 

of the letter that corresponded 
with their graduating degree. 


