Cevertrue

The University at Buffalo Escalates Philanthropic
Support and Alumni Engagement With EverTrue
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To UB, the EverTrue Platform was unique because it provided tallored, easy.-to-u
solutions for every part of thelf office—from alumni relations, 10 prospect research, o
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RESULTS
« A million-ollar bequest from a previously unknown prospect who was Identified In
Everlrue

- 28 new prospects identified per month
+140,000+ tracked Facebook engagements

Amplifying Alumni Engagement Efforts

mmunications in UR's Office of Donor and Alumni Communications, Joseph DiDomizio plans and executes

5 engage alumni and doriors. Before having access (o EverTrue, however, Joseph found it challenging to torget his

ross the organizat
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Now, with EverTrue, Joseph can surface all of the work he's done on social media as wel as tie it o fundraising dollars.In total, EverTrue
has tracked 140,000+ engagements across 10,000+ posts on UB's various Facebook pages—giving Joseph and his colleagues a valuable
mbination of affiniy Indicators In one platform
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Joseph also emphasized how easy it i 1o pull an alumni list in EverTrue. Whether his team is sending out a mailing of planning an event, he
an search for alumni by affinty, social engagement, location, and more to create targeted outreach lsts. This was especially helpful, he
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We ran EverTrue searches to and uneng; i in Houston. The ouire: argeting

Joseph said. “We beat our goal for unengaged attendees to the event, which grew in allendance for the (it ime in the even

EverTrue helps us show the results of our social media efforts and makes the data easy to access and understand across all
divisions. There isn't a marketing project that | don't use EverTrue to assist with.
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Kathleen Pagkos, assocate director of prospect development and anaiytics, called Everlrue a “fuluristic” way of searching for prospe
ompared to their database. Prospect identification has never been faster or asie
We each have & goal of five newly identifisd mejor it prospects per month. Before EverTrue, 1t was always a scramble at the end of the

month 1o meet that goal” she said. “Now we're able o sel up segments in EverTrue and let the prospects come to us.
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athleen has already seen an uptick in prospect identification (she recently identified over 2 her

Thinking outsice of the box has paid off. K
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Prospect identification has become much more efficient thanks to EverTrue. We can sit back and let all of these great prospects get
emalled to us on a weekly basis.

Kathleen Pagkos

Helping Gift Officers Plan Trips and Raise More

/en UB's frontline gift officers have found value In EverTrus for discovering new prospects and ftfollo. Gift Officer Richard
Ridenour—who is responsible for uncovering and engaging major donors in Boston, Chicago, and New Jersey—told us that he uses the
EverTrue mobile app to search for visits in his assigned territories.

Tiue to be more accessible ang easier to navigate than our database. aid. “For a recent trp to New Jersey, | us

te a list of unassigned donors to reach out to. That way | cidn't ha

In addition to saving him ime when prospecting, EverTrue helps Richard prioritize his trip outreach. If he has a list of 100 prospects and four

s that they've hinking about UB and may be

gaged with UB on Fac he'll reach out to those four people fist. He ki
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Hear the story from Richard himself:
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Using EverTrue’s Facebook data, | was able to find a prospect who did not originally show up on our list. | met with him, and
months later I've closed a million-dollar bequest
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