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Executive Summary 

The goal of the Office of University Advancement at the University of Texas at Tyler (“UT Tyler”) is to increase 
the number and amount of donations received from planned giving. Our group has evaluated the present 
offering of UT Tyler, and has performed extensive research into the many facets of planned giving. Our 
recommendations will help the University reach more people with information about planned giving, which will 
increase the number of donors the University sees in the future. The current target market is adults 55 years and 
older, which is the normal age at which one begins considering bequests and trusts. First, we propose that the 
Office of University Advancement enlarge their target market to include recent alumni who will give back to UT 
Tyler from their graduation through their golden years. Giving is a mindset, so the university should begin 
encouraging donations before age 55. Second, to more effectively communicate the different types of gift 
planning, we recommend changes to the school’s website. Donors will be able to easily find information on how 
to give to the University with the changes we suggest. Third, we advise a more personal approach when dealing 
with those who are looking to leave a legacy. Due to the large amounts of money involved, donors need to be 
assured their money is invested wisely. Our strategy can be accomplished using the current budget; however, 
we recommend increasing the budget of the Office of University Advancement to $30,000. By increasing the 
budget, the university will be able to continue their present activities, as well as upgrade the Crescendo program 
and hire students through work/study to help in the Office of University Advancement. 

Business Challenge 
 

“The University of Texas at Tyler's vision is to be nationally recognized for its high quality education in the 

professions and in the humanities, arts and sciences, and for its distinctive core curriculum.” i In order for UT 
Tyler to achieve national recognition for its education, the university must continue to grow. The University’s 
continued success will require generous support from those who believe in the mission, commitments, and 
programs of UT Tyler as well as the communities it serves. The University’s largest donations come from planned 
giving, or donors who honor the university with financial contributions. UT Tyler is looking to grow the number 
of planned gifts, particularly bequests. Today, the University has approximately 1,200 donors engaged in planned 
giving. By enlarging the target market, UT Tyler will encourage more donations and gifts. “The Office of University 
Advancement is comprised of the Development and Alumni Relations departments of UT Tyler. These two 
elements work together to maximize philanthropic contributions to the university and to actively engage alumni 

in the life of their alma mater.”ii Using a personal approach with donors builds the relationship between the 
donor and the University, and engages the donor in the life of the University. 

 
Our plan provides new ideas for marketing planned giving that will increase the number of financial supporters 
for UT Tyler. By allowing students to help the Office of University Advancement through a work/study program, 
the University will be able to make more contacts with donors. Our proposal includes recommendations for 
increasing recognition and benefits to the donors of the University. By implementing the changes suggested in 
our market plan, UT Tyler will have a prosperous future. 

 

 
The Market 

 

Customers 
The Office of University Advancement’s customers are donors and potential donors to the University. These 
donors consist of alumni of the University, current students of the University, parents and family members of 
both alumni and current students of the University, and members of the communities served by the University. 
The large majority of these donors reside in East Texas.  When considering just alumni, more than 32,000 
students have graduated from the University since 1971 and more than 60% of these graduates have chosen to 

remain in East Texas. iii 
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The target market identified by the Office of University Advancement for its planned giving efforts are persons 
55 years of age and older, however, it is expected that the most likely donors will be 65 years old or older. UT 
Tyler offers three campus settings in areas where an above-average percentage of the population is 65 years of 
age or older: the main campus in Tyler, Texas and satellite campuses in Longview, Texas and Palestine, Texas. 
Tyler’s estimated population in 2012 was 99,323 and in 2010 the percent of the population 65 years and over 

was 14.4%.iv Longview’s estimated population in 2012 was 81,092 and in 2010 the percent of the population 65 

years and over was 13.4%.v Palestine’s estimated population in 2012 was 18,516 and in 2010 the percent of the 

population 65 years and over was 14.2%.vi
 

 
The customers of the Office of University Advancement are at a place in their life where they have extra 
resources or disposable income and the means to give. They are aware that they can make a difference at UT 
Tyler through their gifts. They are beginning to or have been thinking about creating an enduring legacy. These 
customers are looking for opportunities where they can make a difference with their investment in the lives of 
individuals and in the community as a whole. They are also looking for opportunities where their investment will 
benefit their estate or themselves personally. 

 

 
Company Analysis 
UT Tyler is the leading university in East Texas. In fact, the 2014 U.S. News and World Report America’s Best 
Colleges’ survey recognized UT Tyler as one of the leading public Texas universities – UT Tyler tied for 22nd 
among public universities listed in the West region, which includes institutions in Texas, California and 13 other 
states. The West region is the largest region the publication uses to categorize institutions. Rankings for the 
survey are based upon graduation and retention rates, peer assessment, faculty resources, student selectivity, 
financial resources, and alumni giving. 

 
UT Tyler is one of the fastest-growing universities in the University of Texas System with a total enrollment of 
over 7,500 students who represent 47 nations, 41 states, and 131 counties.vii UT Tyler is currently supported 
with more than $75 million in endowments.viii However, over the past decade, the percentage of State support 
has dropped to approximately 43% of the University’s nearly $100 million annual budget.ix Research 
expenditures for fiscal year 2011 totaled $2.7 million while total research awards for 2005-2012 exceeded $20 
million. More than $10 million in scholarships and grants are available to UT Tyler students. vii

 

 
UT Tyler’s main campus offers nearly 259 acres and is centrally located in Tyler, Texas between the major 
metropolitan areas of Dallas, Texas and Shreveport, Louisiana. UT Tyler is the only major four-year university in 
Tyler. Key facilities include the Herrington Patriot Center, a state-of-the-art fitness center and gymnasium that 
seats 2,000, and the R. Don Cowan Performing Arts Center, a cultural attraction for the entire region. The 
Palestine campus offers on-site courses and online/interactive television classes available in new facilities 
featuring state-of-the-art education in nursing, education, health and kinesiology, and history. The Longview 
campus offers modern facilities featuring the latest simulated patient technology. It hosts on-site classes in 
nursing, business, technology, liberal arts, math, sciences and education. Courses are also offered via Web, 
interactive television and hybrid formats. UT Tyler hosts six academic colleges and offers 92 different degree 
programs, including distance learning and online programs. UT Tyler is staffed with 449 faculty members and 
boasts a student-to-faculty ratio of 17:1. Student activities include three fraternities and three sororities, club 
sports, intramurals, 15 NCAA athletic teams, and more than 50 student organizations including the Student 

Government Association. vii
 

 
UT Tyler’s planned giving efforts are the responsibility of the Office of University Advancement which is comprised 
of the University’s development and alumni relations operations. The stated goal of the Office of University 
Advancement is to maximize philanthropic contributions to the University and to actively engage alumni 
through fundraising activities, volunteer-driven programs, and special events. As the Office of University 
Advancement suggests, the result of these efforts is a planned giving program that contributes significantly to 
the growth and strength of the East Texas economy. UT Tyler spends approximately 90 percent of its annual $60 
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million operating budget locally while its students spend another $36 million in East Texas each year. In the last 
10 years, UT Tyler has invested more than $200 million in capital projects on the University’s three campuses. It 
is estimated that the total future value of each of UT Tyler’s graduating classes to the East Texas economy is 

over $4 billion. iii 

 
In fact, in the past five years alone, more than 3,600 donors, making gifts ranging from $10 to nearly $5 million, 
supported UT Tyler’s successful $30 million Inspiring Excellence Campaign. This campaign raised more than $13 
million in new scholarship funds for UT Tyler students, almost $4 million in faculty support, and over $5 million 
for new capital projects. Since the end of this campaign, UT Tyler has been successful in encouraging even more 
donors to give another $11 million for other capital and endowment projects. This success certainly suggests 
that UT Tyler and its Office of University Advancement can continue to rely on donors to help support University 
programs. However, the University must continue to cultivate and engage new donors to ensure they can rely 

on similar support in the future. ix 

 
In our initial research, we discovered that, without prior knowledge of the Office of University Advancement, we 
may not have known specifically which department was responsible for collecting gifts to the University. Although 
university advancement is a common theme of many university development offices, we believe the official title 
of Office of University Advancement does not clearly communicate the fundraising and planned giving 
functions of the University. This poses a problem because if a customer is looking for the office traditionally 
associated with alumni and giving, the customer may have trouble identifying "University Advancement" as the 
correct office. The client may want to consider renaming the department or utilizing terms such as giving, donors, 
gift planning, alumni relations, or fundraising to communicate the mission of the Office of University Advancement. 

 
UT Tyler’s website, including the Office of University Advancement’s webpage, is a major tool supporting the 
University’s planned giving efforts. While a significant amount of the planned giving content is provided by a 
company called Crescendo, the overall design and structure of the website is the responsibility of the University. 
In general, the Planned Giving section of the University Advancement page is user friendly and the content 
provides the essential information to the web browser. The target market segment of the population (persons 
55 to 65 years of age and older), once directed to the website, should find the Planned Giving section useful 
and easy to navigate. The use of images on the page helps to break-up the monotony of too much content 
and lead a person's eye to different areas of information. The tabs in the Planned Giving section are 
appropriately labeled more so than other sections of the website. For example, the tabs labeled "Gift Options", 
"Create Your Plan", "Bequest Language", and "For Advisors" communicate the information each is intended to 
represent. There is also a separate Plan Your Will tab that directs customers to information on how to plan a will 
including online videos and access to an account where you can utilize personal settings to create a will. These 
features are very helpful resources. 

 
Unfortunately, older segments of the population are less likely to utilize today's technology, including accessing 
websites on the internet, than younger segments of the population. Yet, it is older segments of the population 
that is most likely ready to consider their legacy. Conversely, the Office of University Advancement does not 
adequately target recent graduates. Whether the donation is large or small, it certainly is a good idea to make 
the giving process easy for younger and older donors alike. The Office of University Advancement must also 
engage new graduates as donors early regardless of the amount of their donation in an attempt to keep them 
involved with the school and maintain them as lifelong donors. A good example of how recent graduates can be 
engaged as donors can be found at the Texas A&M website. See Appendix i. 

 
There are additional concerns with the design and structure of UT Tyler’s website. When a customer first opens 
the website the main heading bar does not include a direct reference to alumni or giving, let alone the Office of 
University Advancement. See Appendix ii. The customer must guess which tab heading will lead them in the 
right direction. In this case, the correct tab is the tab labeled "Get to Know UT Tyler" which does not 
communicate to the customer anything about alumni or giving. Furthermore, once a customer has clicked on 
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the "Get to Know UT Tyler" tab, the correct path to the University Advancement page requires the customer 
to then click on the tab labeled "Alumni & Friends" – another example of not clearly communicating to the 
customer looking for donor information. The better communication on UT Tyler’s home page relating to the 
goals of the Office of University Advancement is the reference to "Giving/Alumni" located towards the bottom 
of the page on the left-hand side. This reference more clearly defines what information is being offered when 
you click on the link. The University should be more consistent and direct in labeling the initial links on its 
website. The difficulty in initially accessing the Office of University Advancement webpage diminishes the value 
of the customer due to the hassle searching or even guessing where donor information can be located. Visually, 
the University's home page is too "busy" and could be simplified. The expectation of the average customer is 
that utilizing the website will provide a more simple process for finding information and ultimately giving to UT 
Tyler. 

 

Figure 1 
 

Another concern regarding the website for the Office of 
University Advancement is that the value proposition for the 
customer is not communicated effectively. The website 
should clearly summarize the value to the customer for giving 
or donating their money, property, or time. The value to the 
customer the knowledge that the gift will further the mission 
of the school and make a meaningful impact in the lives of 
students and the community. When you click on the About 
Advancement tab on the University Advancement page, there 
is mention of achieving University goals through fund- raising, 
but no mention of actual goals. This section should 
communicate how each dollar received is allocated to various 
departments or programs and how students and the 
community have benefitted. An example of an effective 
method of communicating why donating is important while 
also creatively detailing where and how funds are disbursed is 
the "University Infograph" as shown in Figure 1, found on 
Texas A&M University-Commerce’s website. For the full 
image, see Appendix v. The University Infograph utilizes 
charts, graphs, photos, numbers, and other creative 
illustrations to depict how funds are allocated. Employing a 
similar tool would strengthen UT Tyler's communication of its 
value proposition. 

 

Although the website  does  address  "Why  Give  to  UT Tyler" 
under   the   Giving   to   UT   Tyler   tab,    finding this 
information is again difficult for the customer and the 
information is very general. For example, there are three 
statements referencing an amount of dollars impacting the 
economy. However, there is no mention of exactly how those 

dollars are impacting the advancement or welfare of the student or community other than contributing to 

campus capital projects.iii Perhaps the most effective statement of value under the Giving to UT Tyler tab is the 
statement "[o]ne of every five students in East Texas is taught by a teacher who was educated at UT Tyler." This 
statement clearly explains the impact of support for the University's education programs. Yet, if a customer 
wants to find more specific references of value to donors, they must locate the President's Message which is 
hidden in a separate link under the About Advancement tab on the University Advancement page. The 
President's Message details the number of scholarships awarded, new facilities being constructed, and the start 
of new educational programs. Statements such as these also help communicate a value proposition for the 
customer and should be more visible to the customer when visiting the University Advancement page. 
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The Office of University Advancement has allocated a budget of $15,250 for marketing planned giving and has 
indicated approximately $5,000 to $6,000 of the budget is currently available for implementing possible solutions 
presented as a part of this plan. However, the total budget amount for planned giving is too restrictive considering 
the significant amount of funds that can be generated from successful planned giving efforts. If UT Tyler is able 
to realize $1,000,000 in matured  planned  gifts in  a year, the current allotted  budget would represent only 1.5% 
of matured gifts. Marketing costs are typically higher in the introduction stage of an offering and may even be 
increased in the growth stage in relation to an increased number of opportunities, competitors, and higher 
profits. An increase in the planned giving budget is recommended to support efforts to increase planned giving 
awareness as well as develop additional opportunities to solicit planned gifts. 

 
The Office of University Advancement is staffed with 15 employees, including professional and administrative 
staff. Each of the professional and administrative staff is responsible for multiple functions within the Office of 
University Advancement. However, because of the numerous responsibilities shared by the staff, it is often 
difficult to devote adequate time to certain tasks supporting planned giving. For example, the Office of University 
Advancement is unable to fully take advantage of Crescendo products and services offered under the plan 
subscribed to due to a lack of personnel. In addition, because the staff is required to handle so many 
different job duties, there not enough personnel or time available to devote to important planned giving tasks 
such as personal visits with potential donors. Adding additional staff or hiring student workers is recommended 
in an effort help improve efficiency and allow professional staff more time to address important planned giving 
tasks. 

 
There are opportunities and threats that the Office of University Advancement should consider when evaluating 
and implementing its planned giving marketing strategy. Opportunities and threats are external factors that may 
affect the offerings of a business or decisions of a customer. Technology is both an opportunity and threat 
depending on how it is embraced by the University. The Office of University Advancement must stay abreast of 
new technologies in order to make sure that it is fully engaging its donors. For example, mobile device applications 
and social media are current trending technology that should be considered for planned giving purposes. If 
it fails to do so, it is likely that new technology will only serve to further distance the Office of University 
Advancement from its customers. Changes to tax laws could also serve as either an opportunity or threat 
depending on the effect of such changes. Additional opportunities include engaging current students and recent 
alumni in an effort to cultivate long-term giving. Additional threats include negative changes to the economy 
which reduces the available funds of potential donors and increases number of charitable organizations 
competing for donations. 

 

Collaborators 
To support its planned giving efforts, the Office of University Advancement utilizes Crescendo Interactive products 

and services.x Crescendo is the largest provider of planned giving solutions – including web based solutions 
– and its products are supported by a staff of in-house technical, legal, design, marketing and multimedia 
specialists. Crescendo’s mission is to provide comprehensive, flexible solutions that help effectively market and 
close planned gifts. Crescendo offers an all-encompassing PRO package and a less expensive INT package  with  
a  reduced  selection  of  products  and  services.  See  Appendix  iii.  The  Office  of  University 
Advancement currently pays Crescendo an annual flat fee of $3,500 for access to Crescendo’s INT products and 
services included in Crescendo’s Giftlegacy Product Mix. However, only a few select products and services 
offered as part of the Giftlegacy Product Mix are actually utilized by the Office of University Advancement. 
Crescendo provides website content that can be customized by the University. However, the University has been 
unable to fully take advantage of the opportunity to customize content. In addition, the University typically mails 
Crescendo’s print newsletters three times a year to its donor base, including on occasion an electronic version 
by email. The University also emails on a weekly basis Crescendo’s “Gift Law Weekly” to attorneys, accountants, 
financial advisors, and other professionals involved in estate planning. It is recommended that the Office of 
University Advancement continue to utilize Crescendo Interactive products and services in support of the 
University’s planned giving efforts. 
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The Office of University Advancement should continue to cultivate relationships with gift planners and other 
professionals such as certified professional accountants, attorneys, and financial advisors. These individuals can 
educate and help guide donors to achieve their financial and philanthropic goals. In addition, the Office of 
University Advancement should engage local businesses and seek opportunities to increase corporate 
investments in UT Tyler and provide employees resources to learn more about opportunities to give to UT Tyler. 
Furthermore, the Office of University Advancement will need to continue to build relationships with current 
students and existing alumni of the University – the greatest source of donors available to the University. 

 

Competitors 
This competitive analysis examines direct competitors of UT Tyler's Office of University Advancement in an 
effort to determine its strengths and weaknesses, image, and resources. As referenced on its website, the Office 
of University Advancement is comprised of the development and alumni relations operations with the goal 
of maximizing philanthropic contributions to UT Tyler and engaging alumni in the life of the University. With 
respect to development operations, or fund-raising, the Office of University Advancement competes locally, 
nationally and even globally, with other organizations for donor funds. Churches, foundations, charities, and 
other non-profit groups are all competing with UT Tyler for funds. The Office of University Advancement is also 
competing with other colleges and universities. There are local colleges competing for "hometown" donations 
while many of UT Tyler's alumni have also attended other colleges or universities which each solicit funds for 
their own advancement. As for engaging alumni, UT Tyler alumni are also challenged by many of these same 
organizations to volunteer and invest time in their programs. For purposes of this analysis, we will examine 
three different institutions that are probable competitors: Tyler Junior College, Texas A&M University, and the 
University of Texas at Arlington. Each of these institutions is likely to also be an alma mater of many UT Tyler 
alumni. In addition, Tyler Junior College competes directly with UT Tyler locally and UT Arlington is a competitor 
within the University of Texas System. 

 
When comparing UT Tyler's Office of University Advancement to Tyler Junior College's development office the 
size of each institution's enrollment must be considered because former students represent the vast majority of 

potential donors. Tyler Junior College claims its credit enrollment tops 15,000 students annually.xi While Tyler 
Junior College may have a larger pool of prospective alumni donors, UT Tyler has the advantage of being a four- 
year university that offers full degree programs. Tyler Junior College is only a two-year college offering associate 
level degrees. While more students may actually enroll at Tyler Junior College, many of these students will 
continue their education and possibly even complete their bachelor’s degree at UT Tyler. Students are more 
likely to give to the last university or college they attended or graduated which would provide UT Tyler a distinct 
advantage over Tyler Junior College. In addition, UT Tyler students are likely to have greater spending power 
than a student graduating from Tyler Junior College because the UT Tyler student will begin a career with a 
higher level of education, and presumably will earn a higher income level. 

 
The condition and size of UT Tyler's facilities is also an asset. The buildings on UT Tyler's campus are relatively 
new and larger than Tyler Junior College's facilities allowing UT Tyler to host larger events which will gain the 
attention of alumni and potential donors. Donors may view modern facilities as a reason to give to the University 
because it offers a better value proposition. However, Tyler Junior College may use this as a basis for establishing 
a capital campaign to raise additional funds to  improve its facilities. A unique situation to the comparison 
of UT Tyler to Tyler Junior College is the local taxing jurisdiction that benefits Tyler Junior College; that is, local 
residents actually pay taxes that directly benefit Tyler Junior College based on property value. Many local 
residents, including Tyler Junior College alumni, may view this tax as their contribution to the school. UT Tyler 
does not benefit from the local tax which could make it a more worthy candidate to potential donors. 

 
Comparing the development office websites of Tyler Junior College and UT Tyler also favors UT Tyler's Office of 
University Advancement, even when considering the previously discussed difficulties of UT Tyler's website. 
Although Tyler Junior College's website appearance is more modern and user friendly, it communicates only two 
opportunities to give to the college: (1) through a section entitled "Give to TJC" which leads the prospective 
donor to instructions on how to give online; and (2) through the "Alumni" section where alumni can join Tyler 
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Junior College's alumni association. See Appendix vi. These sections are more easily found on Tyler Junior 
College's homepage but they lack detailed information. While the "Give to TJC" section does provide a donor 
the ability to check a box if they are interested in planned giving or if they have already included the college in 
their estate planning, the website offers no information on different options for planed giving. The planned 
giving section on UT Tyler's Office of University Advancement webpage specifically describes gift options, includes 
a personal planner, and highlights many donor stories. In addition, the University Advancement webpage provides 
information for donors regarding events, how to give, recent giving news, and volunteering. Tyler Junior 
College's website does not highlight the same information. However, Tyler Junior College does incorporate 
an attractive scholarship donor brochure in its "Give to TJC" section with details how students benefit from 
certain scholarships and how the scholarships are funded largely by donors. This type of brochure would be an 
effective tool to help consolidate and simply UT Tyler's development information. 

 
The same can be said when comparing UT Tyler's Office of University Advancement website with the 
development office for Texas A&M University ("A&M"). It should be noted that A&M also uses Crescendo 
products and services. The website for A&M offers easy access to its giving page. A&M's website is user friendly 
with a tab entitled "Giving" located at the top its homepage. See Appendix iv. For simplicity, A&M also gives 
donors three different avenues to give through the Texas A&M Foundation, Association of Former Students, and 
12th Man Foundation. Each option addresses different A&M endeavors and programs and offer easy to navigate 
webpages on how to give. In addition to its website, A&M finds itself in a stronger position than UT Tyler simply 
because its student and alumni populations are one of the largest in the State of Texas and extremely loyal. Yet, 
with respect to opportunities in Tyler, Texas, UT Tyler has the ability to demonstrate to local potential donors 
that by giving to UT Tyler, they are able to make a difference in the local community in a way that A&M cannot. 
To effectively communicate this UT Tyler should consider making the Office of University  Advancement's website 
more user-friendly. 

 
Another good example is the University of Texas at Arlington (“UTA”) webpage. UTA’s giving link is even more 
direct, being a separate link on the navigation bar of the home page, not hidden in a drop down box. By clicking 
on the link you are directed to a page entirely dedicated to financially supporting UTA. See Appendix vii. This 
page has a link to "Give Now" which is very clear and will direct donors immediately to the page to give. It 
identifies potential supporters, and categorizes them according to specific campaigns such as corporate giving, 
estate giving, or the "Brick Campaign". Additionally, it highlights initiatives of the university and categorizes 
them according to the goal to which a donor may want to specifically give. For example, if a donor gives to "the 
student experience", his donation will be directed towards one of the following initiatives: athletics facilities, 
educational facilities, university infrastructure, student programs, activities, and recreation, libraries, University 
College (student success programs including advising, tutoring, and counseling), cultural enrichment programs 
including lecture, performance, and exhibition series, Greek life, student wellness and advocacy. These 
categories for giving helps donors feel more tied to a specific university experience. 

 

Business Climate 
In the current economic conditions, one of the most pressing questions around philanthropic donations is the 
relationship between giving and economic factors. According to research by Stanford University, charitable 
donations have decreased in total since the Great Recession in 2008. As a percentage of GDP, charitable 

donations have decreased from 2.3% in 2005 to a recent low of 2.0% in 2009-2011.xii While this statistic doesn’t 
necessarily indicate a trend, it could point to the fact that Americans have less available cash that is not already 
earmarked for other necessary expenses. One interesting shift is that giving seems to be targeting areas with 
high levels of unemployment and high mortgage delinquency rates, shifting from 19% in 2008 to 65% in 2009. 
Overall, bequests and corporate giving seems to be consistently flat, but foundation giving seems to be the most 
significantly hurt. Foundation giving was on a steady upward trend through the bubble, but has leveled off and 
started declining since. Americans continue to contribute the same proportion of their income but that 
proportion now applies to a smaller base amount of money, therefore there is a decline in the amount of giving. 
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One factor that affects many donor’s decision to make donations is the availability of tax benefits. While UT 
Tyler is careful not to give tax advice to its clients, it does encourage them to pursue their estate planning with 
tax benefits in mind. UT Tyler could focus a marketing campaign around the tax season and could bring in a 
different clientele from the estate planning, and bequests. While the gifts from a tax season campaign might be 
smaller in size, they do offer the benefit of being available now, not at an unknown time in the future. 

 
Another factor influencing donors is the recognition that the donors will get. UT Tyler recognizes its Heritage 
Foundation as a group of people who have pledged a donation to UT Tyler. One of the interesting nuances of 
Tyler, Texas and East Texas in general is the cultural norm to be discrete about wealth. This is evidenced by the 
many donors that choose to go anonymous. UT Tyler needs to be sure to accommodate both the anonymous 
donor and the donor who wishes to be praised for their donation. 

 

 
The Strategy 

 

Target Market 
The target segment for the Office of University Advancement is individuals between the ages of 55 years of age 
and older who have a strong financial foothold. This is an ideal target to pursue; many studies show that the 55- 
older age group or “baby boomers” have available cash that they are willing to spend on matters that they find 
worthwhile. According to research by the University of Cincinnati, consumers within this target group 

collectively have $3 trillion to spend.xiii Historically, this group has been the main contributor to the University 
and we recommend this group remain one of the University’s main targets. However, we feel that it would also 
be an oversight not to target recent graduates. In the past, marketing to recent graduates was difficult given 
that the University was only a two year program. The shorter time period on campus led to little alumni 
attachment to the university. Alumnifactor.com explains that there is a direct correlation between having strong 

ties to one’s alma mater and giving back to that university.xiv As UT Tyler develops into a larger university, the 
emotional attachment alumni feel is stronger than ever. It is imperative to engage recent alumni now, so that 
they are more likely to continue to give in the future. In the following paragraphs we address the strategy 
recommended to increase planned giving from both the 55 and older group and recent UT Tyler alumni. 

 

Strategy 
The recommended strategy to increase planned giving for the University includes three strategic objectives: 
clarify the mission and value proposition of the Office of University Advancement, reach the primary target 
market  and expand  to  the  secondary  market  of  recent  UT  Tyler  Alumni,  and  create  a  more  personalized 
experience for donors. In order to meet these objectives we recommend the following offerings: upgrade to 
Crescendo PRO, redesign website to make it more user friendly, increase staff, and invest in more face to face 
contact with donors. In order to  successfully implement the suggested strategies, we also recommend an 
increase in the Office of University Advancement’s budget. 
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Offerings 
 

Our recommendation is to invest more in the services offered by Crescendo PRO and utilize the services to their 
fullest potential. For example, in order for donors to quickly find information about planned giving, UT Tyler’s 
website needs to be simplified and organized. Although the Office of University Advancement website has the 
information donors need, if information is difficult to access from the website, it diminishes the value of the 
website. The website page editor is a valuable tool that is offered by upgrading to Crescendo PRO that can help 
organize the information on the website to make it easier to find for those seeking to donate. 

 
 
 
 

Additionally, by upgrading to 
Crescendo PRO, the  University 
will be able to create mobile 
websites. Mobile websites will 
provide more ways for donors to 
learn about planned giving.  One 
might think that use of these 
offerings may be unnecessary due 
to the assumption that 
“boomers” are technologically 
adverse. As one can see from 
Figure 2 there is an increasing 
number of users within our target 
market segment using modern 
technological devices. More 
importantly, a website that is 
mobile-friendly is imperative to 
targeting the recent alumni who 
are constantly connected via 
mobile devices. Using the mobile 
and social media offering 
provided in Crescendo PRO would 
provide that needed edge the 
University Advancement needs. 

 

Figure 2 



12 | P a g e  

In addition to the online services provided by Crescendo PRO, the University should seek to fully utilize the print 
marketing materials Crescendo provides. We recommend the following brochures, newsletters, and 
advertisements as marketing documents that are most suitable for the target audience: 

 
 
 
 

Brochures 
 

 Give it Twice 

 Wills (see Appendix) 

 Estate Planning (see Appendix iix) 

 Gift of Stock (see Appendix iix) 
 
 
 
 
 
 
 
 
 

 
Newsletters 

 

 Newsletter 1 

 Newsletter 2 (see Appendix iix ) 

 Newsletter 4 (see Appendix iix) 
 
 
 
 
 
 
 
 
 
 
 
 
 

Advertisements 
 

 Are You Concerned About the Future 

 What kind of Legacy will you leave (see Appendix iix) 

 Are you looking to save taxes (see Appendix iix) 

 Gifts of Securities (see Appendix iix) 
 
 
 
 
 
 
 
 
 

The   above   listed   brochures,   advertisements,   and   newsletters   convey   the   message   the   University   of 
Advancement office is trying to deliver: planning for the future is important today. 
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One of the key points of customer contact with the Office of University Advancement is through UT Tyler’s 
website. When accessing the website, donors are likely to experience confusion in regards to how to locate the 
Office of University Advancement webpage and, once on the site, the message is unclear as to what services it 
provides. Accessing the link to the Office of University Advancement webpage from the University main page 
proved troublesome to our team. Providing a direct link at the top of the link bar would help users navigate to 
the Office of University Advancement home page. On the home page, we would recommend clarifying the titles 
for links to help web browsers locate the information they are trying to access. Reducing the number of links on 
the home page, consistent labeling  of  links,  and  locating  links in  a  highly  visible  area  on  the  home  page are 
improvements that when implemented will more effectively communicate and deliver what is being offered. 

 
An opportunity for improvement we saw was to streamline the process to donate. When attempting to give 
directly to the University, users must correctly click through a series of links before finding a page that gives 
information on how to donate. To address this problem we suggest a “Donate Now” link on the UT Tyler home 
page. The link would immediately take the user to a secure page for which to donate. There is a “Give to UT 
Tyler” link, it is at the bottom of the UT Tyler home page and simply takes you to a page with another link; our 
suggestion is to create greater visibility to this link and simplify the steps to secure donations. 

 
We also recommend creating a more personalized giving experience for the donor. One way to engage donors is 
to allow them to select a department or organization within the University to which they pledge their donation. 
Although the current giving form does allow donors to specify a certain department, we are suggesting that 
donors be provided a list of areas to give and what the money will be used toward. Furthermore, donors should 
be kept up to date with the organization or initiative to which they contributed. For instance, donors who 
contribute to the College of Arts and Sciences should be sent an email blast stating that their contribution 
helped purchase a new machine for the biology department. Donors should also be kept up to date with 
activities going on around campus. 

 
However, we believe that the most effective marketing strategy to increase planned giving is face-to-face 
interactions between the donor and the Office of University Advancement staff members. We suggest hosting 
awareness luncheons, coffee meet and greets, or teas to inform potential donors of what is going on at the 
campus. One good way to reach the target demographic is to host events at retirement homes such as board 
game competitions. We also insist that house visits become a routine part of the Office of University 
Advancement staff’s duties. These meetings are essential to provide potential donors the opportunity to ask any 
questions and further understand the benefits of giving. 

 

We also suggest an expansion of the 
offering of the Heritage Foundation. 
The additional offerings should make 
members feel more connected with 
the University. We recommend 
targeting low budget perks such as 
priority seating to Cowan Center 
events, access to UT Tyler sporting 
events, access to the UT Tyler 
recreation center, discounted 
summer camp programs, or 10% off 
UT Tyler apparel at the campus 
bookstore. As the Heritage 
Foundation grows, we suggest 
creating different levels of  giving with 
additional benefits as the value of 
the gift increases, such as that of 
Figure 3. 

 

Figure 3 
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Currently the Office of University Advancement is has a staff of 15 who also work in other departments at the 
University. We suggest that the University invest in three work/study positions for students. Adding students to 
the staff would be an economically savvy alternative to hiring a full time position. The student will be in 
responsible for email correspondence, managing the social media site, and assisting with event coordination. 
This work is simple yet key to the success of the Office of University Advancement. The students’ work will free 
up time for the staff members to make follow up phone calls and one-on-one house calls. 

 

 
The Budget 

 

Budget 
Most of these recommendations would not be feasible under the current budget, and the greatest need of the 
Office of University of Advancement is focused attention by staff members. Therefore, the recommended 
budget for the Office of University of Advancement is $30,000, and the majority of the budget will be spent on 
hiring Work/Study students. Additionally, we would increase the budget for face-to-face meetings as the 
Work/Study student allows permanent staff members additional time to make face-to-face contact. We also 
recommend an increase in the budget for printing and mailing, as we expect to better utilize the Crescendo 
documents. 

 
Understanding that budget changes must be approved by the University, we have included a budget that has 
been reallocated to emphasize the priorities at the current funding level.  We still  recommend hiring  one 
Work/Study student, and utilizing the Crescendo PRO membership. Instead of printing and mailing the 
Crescendo documents, perhaps e-mail could be utilized to get documentation to donors. 

 
For budget outlines and a comparison with the current budget, please turn to page 15 of this document. 

 

Return 
The Office of University Advancement understands that return on their investment varies greatly between 
donors, and in timeframe. Due to the nature of planned giving, many years will pass before the bequest will 
benefit the University. It is difficult to estimate the increase in planned giving as a result of these actions, but by 
increasing face-to-face meetings and freeing up staff member time, we believe we can double the membership 
in the Heritage club in the next five years. Additionally, but making the adjustments to the web page to make 
online giving easier, we believe the University will realize an additional $50,000 in charitable contributions each 
year. This assumes an average gift of $100, and a 1.5% response rate on 32,000 alumni. Adjusting the target 
audience to include recent alumni will help to offset the additional budget requirements of our 
recommendations. 
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$5,500 Crescendo Subscription 
P 

$1,000 Printing and Mailing 

$2,000 Heritage Society Luncheon 

$2,140 Donor Contacts 

$1,000 Planned Giving Advisory Council 

$1,000 Planned Giving Seminars 
 

  $2,610   
Hire Work/Study Student 
(9mos x 4wks x 10hrs x $7.25/hr) 

$15,250 Total Budget 

 

$5,500 Crescendo Subscription 

$5,000 Printing and Mailing 

$2,000 Heritage Society Luncheon 

$5,920 Monthly Face to Face Meetings 

$1,000 Planned Giving Advisory Council 

$1,000 Planned Giving Seminars 
 

$7,830 
Hire 3 Work/Study Students 
(9mos x 4wks x 10hrs x $7.25/hr) 

$1,250 PPP Conference (Travel/Hotel) 

$500 Other Misc. Travel 

$30,000 Total Budget 

 

Current Budget: 
$3,500 Crescendo Subscription 

$2,000 Printing and Mailing 

 

Original Budget: $15,250 
Crescendo Subscription 

$1,500 Advertising (newspaper) 

$2,000 Heritage Society Luncheon 

$2,500 Donor Contacts 

$1,000 Planned Giving Advisory Council 

 

 
 

$1,000 

$500 
$1,250 

 
 
 
 

$3,500 

 

Printing and Mailing 

Advertising (newspaper) 

Heritage Society Luncheon 

$1,000 Planned Giving Seminars 

$1,250 Conference (travel/hotel for PPP Conference) 

  $500 Other Misc. Travel 

$15,250 Total Budget 

$1,000 

 
$2,500 

 
 
 
 
 

 
$2,000 

 
 

$2,000 
 
 

$1,500 

 

Donor Contacts 

Planned Giving Advisory Council 

Planned Giving Seminars 

Conference (travel and hotel for 

PPP Conference) 
Other Misc. Travel 

 

Proposed Reallocations: 
 
 

roposed Reallocations: $15,250 
 
 
 
 
 

$1,000 

 
 

$2,610 
 
 
 
$1,000 

 
$2,140 

 
$2,000 

 
 
 
 

$5,500 
 
 
 
 
 

 
$1,000 

Crescendo Subscription 

Printing and Mailing 

Heritage Society Luncheon 

Donor Contacts 

Planned Giving Advisory 
Council 
Planned Giving Seminars 

 

Recommended Budget: 
 

Recommended Budget: $30,000 
 

Crescendo Subscription 
 
 
 
 
 
 
 
 
 
 

 
$1,000 

$1,250    $500 
 

 
 
 
 
$7,830 

 
 
 
 
$5,500 

 
 
 

$5,000 

 
Printing and Mailing 

Heritage Society Luncheon 

Monthly Face to Face Meetings 

Planned Giving Advisory Council 

Planned Giving Seminars 

Hire Work/Study Student 

$1,000 $5,920  

 
$2,000 

PPP Conference (travel/hotel) 

Other Misc. Travel 
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Conclusion 
 

The marketing plan we are presenting to the University of Texas at Tyler’s Office of University Advancement will 
increase the amount of financial support the University receives through planned giving, along with increasing 
financial support from alumni and the community. The target market will not only be 55 and older, but will 
include alumni of all ages. Former students will feel connected to the University many years after graduation 
Alumni and people in the community will be able to readily find information about planned giving on the 
University’s website and mobile websites. When they begin thinking about leaving a legacy, the UT Tyler will be 
at the front of their thoughts. Donors will be recognized and receive extra benefits by making the University of 
Texas at Tyler a beneficiary in their wills. Take the initiative and begin using the ideas presented in this plan, and 
watch as the number of bequests increase over the years. 
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Appendices 
 

Appendix i 
"Recent Graduates." Recent Graduates. N.p., n.d. Web. 5 May 2014. 

<http://www.aggienetwork.com/giveback/recentgrad.aspx>. 

 

http://www.aggienetwork.com/giveback/recentgrad.aspx
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Appendix ii 
The University of Texas at Tyler. N.p., n.d. Web. 5 May 2014. <http://www.uttyler.edu/>. 

 

 

http://www.uttyler.edu/
http://www.uttyler.edu/
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Appendix iii 
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Appendix iv 
Texas A&M University. N.p., n.d. Web. 5 May 2014. <http://www.tamu.edu>. 

 

 

http://www.tamu.edu/


 

Appendix v 
Texas A&M University Commerce Infograph. 2014. <http://www.tamuc.edu/aboutUs/university- 

infograph/default.aspx> 
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http://www.tamuc.edu/aboutUs/university-
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Appendix vi 
Tyler Junior College . N.p., n.d. Web. 5 May 2014. <https://tjc.edu>. 
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Appendix vii 
University of Texas at Arlington . N.p., n.d. Web. 5 May 2014. <http://www.uta.edu/giving/> 

 

http://www.uta.edu/giving/
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Appendix iix 
Wills 

 

 
 

Estate Planning 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Gifts of Stock 
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Appendix ix (cont’d) 
 

Newsletter 2 
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Appendix ixx (cont’d) 
 

Newsletter 4 
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Appendix ixx (cont’d) 
 
 

 
What Kind of Legacy will you Leave? Gifts of Securities 

 
 

 

 
 
 

 
Are you looking to Save Taxes? 
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