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About Mt. San Antonio College

26 miles east of Los Angeles, CA

1 hour to skiing; 1 hour to the beach

Largest community college campus in 
CA with 65,000 unduplicated enrollment

35,000 full time degree seeking students

424 acre campus

Top tier producer of degrees

Top tier honors/transfer college

National top awards in most disciplines
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Campus View
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Where we were in 2008

►Bottom 5% fund raising state wide

►Lack of strong foundation presence in 
the community

►Under-utilization of technology
►No comprehensive database; no history

►No online giving, no mass email capability

►New Board of Directors
►No comprehensive board development plan

►Need to strengthen ties to community and 
businesses
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What research tells us…

►Direct correlation between revenue and 

number of staff

►1-3 staff for bottom 25% in net assets

►8- 15 staff for top 5 foundations 

(assets of $15 to $65 million)

►No correlation between large or small 

enrollments and net assets
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From NCCCF Study

►NCCF*: “Successful Foundations have 
made significant growth investments 
(people and systems)”

►From other research (CASE, CAE)

►Investments take 3-5 years for 
significant ROI payoff

*Network for CA Community College Foundations
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What does it take?

Support of Foundation Board, 

President/CEO and College Trustees

A talented technology / online 

marketing Development Associate

Cash - $500,000 over 3- 5 years 

invested to grow the Foundation
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What technology does it take?

1. True donor database (not a spreadsheet!)

2.  Online giving (more than PayPal)

3.  Mass email (more than constant comment)

Both integrated with database

4. Social networking

- Open sites such as Facebook, LinkedIn, 

YouTube, Flckr

- Closed alumni site (?)

5. Geocoding and donor wealth scoring
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Public Social Media / Network
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Social Networking

Public sites (open to all)

8,185 Facebook friends (several sites)

3,755 “Mt. SAC” identified on LinkedIn

Private (closed) site

www.mtsacinteract.org
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Integrate Parts into System

Public Social 
Networking

Constituent 
Data Base

Alumni 
“INTERACT”
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Vendors and Partners

Look for a partner, not the best price

Know what you need; engage an expert if 

you don’t know what you need

Develop a clear technology plan (3-4 

pages) that includes objectives, 

messaging, marketing, budget, 

timeframes and ROI measures

Most vendors will negotiate
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Individuals
$229.28

75%

Foundations
$41.21
13%

Bequests
$22.66 

7%

Corporations
$14.50

5%

Where does the money come from?

Ratios have not changed for 40 years.



Where does Mt. SAC money come from?
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15%
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Corporate Gifts

Foundation 
Gifts/Grants

Bequests



July 8, 2008 Prediction
Financial investments in technology, 

staff and resources to grow the 

Mt. SAC Foundation 

will not yield results for 

3-5 years.

I apologized to my Boardé.

I was wrong.
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What we’ve done
►Established a stronger Board…still 

need to engage more with affluent 

donors

►Board development

►Attended NCCCF Symposium 3 years

►Strong participation and commitment

►Links to new businesses and individuals

►Increased visibility in the community

►Put in place state-of-the-art systems 

and processes
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2 Year Technology Investment

Costs

eTapestry donor database $ 12,000

Harris Connect 

Member Connections $ 30,000

Data clean up $ 20,000

Personnel $104,000

$ 154,600
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Guess the ROI % Return

10%

20%

30%

40%
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What is Return on Investment?

The return on investment formula:

Gain from investment – cost of investment

ROI =  

Cost of investment
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ROI

Total $ gain just from technology related 

donors over 2.5 years = $230,669

Technology costs + personnel = $154,000

ROI = 49%
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Technology ROI

28,853 Verified records in donor 

database

►Personal / Individual = 97%

►ALUMNI = 7,960 Records

►RETIREES = 524 Records

►Business / Organization = 3%
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Technology ROI

Brand New Donors = 455

►FY 2008 – 2009 = 108

►84% Individuals; 16% Business

►FY 2009 – 2010 = 218

►90% Individuals; 10% Business

►FY 2010 – 2011 (as of Dec. 31, 2010) = 

129 New Donors 
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Other Return on Investment

From January 1, 2008 to March 4, 2011

►93,670 Emails sent vs US mail @ $0.44 

rate = $41, 243.84 saved on US Mail

US Mail (Direct mail) .5-1%

Mt. SAC E-mail Open Rate = 12.19 %

Retiree Open Rate = 30 % Average



Other ROI

Legacy Giving

2008-09 31,038 page hits

2010 13,824 page hits

2 closed bequests

8 ongoing conversations
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Measuring ROI: Bottom Line $

Actual dollars

Number of donors

Number of gifts

New gifts vs. continuing gifts

Number & amount of upgraded gifts

Number of deferred gifts

Projected amount of deferred gifts
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Measuring ROI: Indirect 

Number of email sent vs. cost of US mail

Number of email opened

Number of email click through

Number of email responses

Number of website page hits

Number of click through on website

Number of online gifts; number of “evergreen” gifts

Amount of online gifts
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Measuring ROI: Deferred Gifts 

Planned giving page hits

Planned giving click through pages

Planned giving responses

Planned giving dialogues

Planned giving online presentations

Planned giving calculations

Planned giving gifts

Projected dollar amount of PG gifts
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Website / Online Presence ROI

Page hits

Page click throughs

Search Engine Optimization (SEO)

Google Analytics

Techniques to drive constituents to your 

web pages, especially online giving
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ROI Premise

If you are optimizing your use of 

technology and measuring indirect 

results, the actual dollar amounts will 

follow in twelve to 36 months

Technology investment must be 

measured, tracked and continually 

adjusted for optimum results
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Donor Wealth

Our current database of 25,226 includes:

Mega rich over $25 Million 1

Super rich $10 mil -$25 mil 10

Rich $5 mil - $10 mil 89

Wealthy $1 mil - $5 mil 735

Well off $500k - $1 mil 1019

Comfortable $100k – $500k 5257
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Hang on to your hat…

October 2010:  1.2 million alumni records

147,000 AA, AS or certificate

Harris data services $19,560 to find

95,381 good addresses

42,350 phone numbers

16,279 email opt in

411 opt out
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Donor Wealth Geocoding

Using census block wealth data

43,000 alumni 55+

Geocode to limit list to purchase wealth 

scoring (Target Analytics/Blackbaud)

Wealth score /propensity to give on only 

the wealthiest
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Donor Wealth Geocoding
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Alumni Residence Geocoding
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And linked to database
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Wealth Scoring

Purchased wealth scores on 5,000 top 

alumni/ donors from map

411 “mega rich” alumni

All 5,000 showed A or B wealth score
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Alumni in USA
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What are we doing?

Email tailored messages to 22,000+ 

By age, by wealth, by interest (degree) 

or other information gleaned from 

database or social networking

Birthday cards to those wealthiest over 

40 who do not have email addresses

In person visits

Tele-fund (by paid students) spring 2010
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Mt. SAC TeleFund

2,613 total calls made

772 completed calls or 30% success

Ask to particpate in 65th anniversary 

legacy project “yes”

Ask for email “yes” = 130

Cost = $2,600

Full call center launch April 18, 2011
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What we are doing

►Segmenting donor database

►Based on giving history

► Roughly 209 consistent donors  >$500 over the years

► Added 324 new donors 2008 - 2010

►Loyal donors give ultimate gifts

►Event attendees rarely give ultimate gifts

►Giving is just starting to occur but we have not 

yet nearly reached scale in contacting donors 

(based on donor behavior research)
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Donor Behavior

►Requires 3-5 “touches” before asking

►Requires 3-5 “asks” before giving

►Total of 6-10 communications before a gift

►Best ways to communicate?

1. In person

2. Email

3. Phone

4. US Mail
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Alumni Development 
►Building alumni and constituents by 

affinity groups, for example:

►Nursing (already exists on classmates.com)

►Business

►Aeronautics / Flying

►Athletics

►Languages

►Arts and Music

►Horticulture

►Honors, by “transfer to…” and the like…
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Social Networking: Each One Reach Many
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Technology Evolution

To Paul Revere…

“Are you sure that 

horse is the most 

cost effective way to 

get out the word that 

the British are 

coming?ò
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Technology Evolution

To Alexander Graham Bell:
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ñAre you sure this 

investment in 

telephones is the most 

cost effective way to 

communicate?ò



Technology Evolution

Iôm not really sure

this is going to be

cost effective?  

Who do I fax???
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Technology Evolution

To Bill Gates, Stephen Jobs and Al Gore:

ñAre you sure this 

internet thing is the 

most effective way to 

communicate and 

conduct business?ò
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Technology Evolution

Today…

Are you sure that social networking, 

online affinity groups, online giving, 

and closely measuring donor behavior, 

profiling donors, and segmenting 

donor messaging by donor behavior is 

the most effective way to raise money?
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Technology Evolution

Technology will continue to evolve

People will continue to ask the 

questions about ROI

Early but prudent adopters will be the 

winners

Fail to adopt new technology at your 

own peril
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Good to Great
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Greatness is not a function 

of circumstance but of 

choice and discipline.

Jim Collins, Author

Good to Great

Good to Great in the Social Sector 



Discussion and Questions?
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