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Donor Relations at Lurie Children’s

• Team of four

• Provides gift acceptance, acknowledgement, 
recognition and stewardship expertise for all 
teams and donors: 

– Individual Giving (Principal, Major, Planned and 
Annual Gift Donors)

– Event Donors (10 signature events)

– Affiliated Organizations and Founders’ Board

– Corporations and Private Foundations



Annual Giving at Lurie Children’s

• Donors of $1-$1,000

• Robust, multi-channel campaigns

• 25,000 annual program donors in the 
cultivation cycle

– Given in the last 36 months

– Does not include employees or Tribute donors

• 13,829 donors in FY16 to-date



Tip #1: Add Stewardship to Existing 
Pieces



Gift Receipts as Stewardship

• Only donors of $1k+ receive personalized 
acknowledgement letters

• Make the most of gift receipts

• Formatted as letter from CDO 

• Back content is updated 3 times/year

• Minimal cost to print receipt stock as two-
sided, full-color piece instead of one-sided, 
one-color piece



Tip #1: Add Stewardship to Existing 
Pieces



Always Be Sharing Your Story

• Feature holiday campaign patient story in 
holiday cards

• 7 print versions and 1 email template created 
to include different level of detail

• Opportunity to educate and inspire donors, 
not just share greetings

• Plus, great stewardship for selected patient 
family!



Tip #2: Partner with Your Annual 
Giving Colleagues



Annual Impact Reports

• Challenge to fit stewardship into busy year-
end solicitation season

• Say “Thank you” AND include a BRE

• Work with direct mail vendor

• Content created in September; review and 
edits in October; drops in early November

• High average gift: $224.93; resulted in 
$27,666.00 in FY16 (Approx. $15k net)



Partnering with Annual Giving

• Work within their schedules

• Speak their languages (segment, segment, 
segment)

• Position stewardship as retention (It’s cheaper 
to renew than acquire!)



Tip #3: Use Email!



Tip #3: Use Email!

• Not creative, but smart!

• Welcome Series includes three emails to new 
online donors

– Engagement and stewardship

• Heroes Update sent monthly to all 
constituents with an email address (~120,000)

– Repurposed content (heavy on videos!)

– Events

– Calls to action



Tip #4: Ask for Help from 
Volunteers

• Don’t be afraid to ask non-traditional 
“volunteers”

• For us: patients and families

• For you: students, staff, anyone who benefits 
from all that your donors make possible

• Surprise and delight your donors!
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