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What We Wish We'd Known
Before Going Digital

Jenna Antenucci, Director of Stewardship and Donor Relations

Kate Frinton, Assistant Director, Stewardship Donor Relations
Siena University

With Remy Erkel, Ovrture


Presenter Notes
Presentation Notes
Speaker notes
Welcome. Thanks for being here. We're going to tell you the story of how a two-person shop at Siena went from hand-stuffing envelopes to sending personalized, photo-rich stewardship reports to hundreds of donors — and every wrong turn we took along the way. If you're earlier in that journey, our hope is that you'll leave this session able to avoid a few of them.
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« Jenna Antenucci — Director of Stewardship and Donor Relations, Siena
University

« Kate Frinton — Assistant Director, Stewardship Donor Relations, Siena
University

 Remy Erkel — Client Success, Ovrture



Presenter Notes
Presentation Notes
Speaker notes
Jenna: Quick intro — tenure at Siena, what the donor relations function covers here.
Kate: Quick intro — role, what she owns inside the reporting workflow.
Remy: I work with donor relations teams at universities, hospitals, and cultural institutions on their stewardship platforms. I've supported Siena through their transition and I'm here today to add context where it's useful — but this is Jenna and Kate's story, and they're the ones who lived it.
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Our Journey

* Four ways of doing stewardship reporting since 2020

{ Snail mail }7{ First platform }—[ The gap }—[ Right fit }



Presenter Notes
Presentation Notes
Speaker notes
Here's the roadmap of this talk. We've done stewardship reporting four different ways in the last several years: hand-stuffed print mailers, a digital platform that didn't fit, a painful manual stretch with no platform at all, and finally the platform we're on now.
Each stage taught us something. Today we're going to walk you through what we learned, what we wish we'd known earlier, and the three takeaways we'd hand to ourselves if we could go back.
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The Print Era

» Reports created in-house
* Donor data merged into a PDF template via Access

» Cover letters printed, matched to reports, collated, stuffed, and mailed by
hand

* Printed Internally
* End product looked like letterhead.


Presenter Notes
Presentation Notes
Speaker notes
Our starting point: everything was done in-house on paper.

Reports generated from an Excel sheet of donor merged into a PDF template via Access.
Cover letters printed, matched to reports, collated, stuffed, and mailed by hand.
No professional printer. Just us, at a table, for days. Sorting and re-sorting. 

The end product was functional. It also looked like letterhead. No personalization, no photos, no feel of a report — just a document. We'll come back to why that matters when we talk about the donor's perspective.
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Why We Went Digital

« Cost and labor
« Broader shift to digital, accelerated by COVID
* More personalization


Presenter Notes
Presentation Notes
Speaker notes
Four forces pushed us off paper:
Cost and labor. Postage, printing, staff hours — the math stopped working.
The broader digital shift. Donors weren't waiting by the mailbox.
COVID. It forced the timeline. We needed a delivery method that didn't require anyone to be in the office.
Personalization we couldn't do in print. Photos, videos, donor-specific content at scale — print made that economically impossible.
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First Digital Platform _—

« Selected based on cost and a strong sales pitch
One-size-fits-all templates D s o

awarded annually to an incoming freshman. Preference is given to a resident
student who is able to live at Siena because of this award.

* Frequent product updates that changed our workflow
* Limited support S

Expended for Designateed Purposes $0

Had to submit reports on their schedule :
Ultimately, their demo didn’t match the product -


Presenter Notes
Presentation Notes
We went through an RFP and picked the most cost-effective option. Here's what we learned:
(Frame these not as complaints but as lessons. The audience takeaway: these are the questions you need to ask before you sign)
One-size-fits-all templates. We couldn't make individual report-level edits. For a program like ours — where every fund is different, and a single donor might have three or four funds with three or four different stories — that was a dealbreaker.
Constantly pushing product updates that changed the workflow and end results without clear announcements.
Support limited to a certain number of hours and certain 
The demo didn't match the product. What we saw in the sales pitch and what we experienced in the tool were two different things. A great demo is not the same as the right product for your team. That's lesson one.��Support was limited. Training hours were capped; after that, you were on your own unless you paid more. Support reps weren't always familiar with their specific use case.
Updates were opaque. Product changes happened without clear communication. Settings would auto-enable without warning.
No flexibility on timing. Reports had to be submitted on the vendor's schedule, months in advance — incompatible with a team that depends on data from other departments arriving on its own timeline.
Locked in. Three-year contract with no way out once the problems became clear.
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Takeaway #1: What to know before you decide

« Can | edit individual reports?

« What happens when my data changes after reports are generated?
« What does ongoing support look like after onboarding?

« How are product updates communicated?

« Can | send on my own timeline?


Presenter Notes
Presentation Notes
Speaker notes: This is the most actionable slide in the deck. Jenna and Kate can speak from experience on each of these. Consider pausing here for a moment and inviting the audience to jot these down.
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Development and Alumni Engagement

Contract with first platform ended, no new platform in

p I ace The Dominick J. Agostino Memorial Scholarship

The Dominick J. Agostino Memorial Scholarship, established by his wife, Pat
and his children Mary Beth and Ryan to honor the memory of Dom Agostino

Manually generated PDFs using Access

resident student who is able to live at Siena because of this award.

No photos, limited personalization et Fnl i

Balance 5/31/23 S0

Two months of dedicated work for two people N hsns 9

+Total Investment Return SO
-Awards SO
Balance 5/31/24 SO

2024-25 Scholars Report will be forthcoming


Presenter Notes
Presentation Notes
Speaker notes: This is a powerful moment in the story. It makes the case that even digital delivery without the right tool is just as labor-intensive as print. Kate can speak to the day-to-day grind of this period.


BUILDING
RELATIONSHIPS

FOR GOOD

Takeaway #2: The Silver Lining

» Used our bad experience to make the case to leadership
* Quantified the time cost of manually creating and sending reports
» Side-by-side comparison


Presenter Notes
Presentation Notes
Speaker notes
Going through that month had one benefit we didn't expect: it gave us undeniable evidence for leadership.
"We spent a month doing nothing but emailing reports" is a sentence that lands in a way "we'd like a better platform" never will.
When we went back to leadership to make the case for the right platform, we had:
Real, quantified time data.
A clear before/after comparison.
Proof that "good enough" wasn't good enough.
If you're in a bad tool right now, or no tool at all, document the cost. Hours, weeks, headcount. That data is what moves leadership.��Speaker notes: This is broadly applicable whether someone is pitching their first digital tool or making the case to switch from one that isn't working. Emphasize that leadership responded to evidence — visuals and time data — not just enthusiasm.
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Finding the Right Fit

« Shopped three vendors with different pricing models
 Knew what we wanted: creative, collaborative, expression of brand

» Total cost of ownership, not sticker price


Presenter Notes
Presentation Notes
Speaker notes: The lesson here is about total cost of ownership, not sticker price. Jenna can talk about how the cheapest option upfront ended up being the most expensive in wasted time and a bad fit.

Vendor A: Pay-per-report model; cost was unpredictable and potentially higher than the most expensive option
Vendor B (previous platform): Already tried; known limitations
Vendor C (selected): Higher upfront setup cost, but comparable annual fee; full customization of templates; unlimited, ongoing support include
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A Donor’s Perspective

« "Clearly they don't need my money. | found it obnoxious." — A Siena
donor, on an elaborate print stewardship booklet from another institution

» We want a high-quality donor experience, but in an environmentally cost-
effective way


Presenter Notes
Presentation Notes
peaker notes
Quick story. A Siena donor once handed Jenna an elaborately printed stewardship booklet from another institution — a hospital. Beautiful production. Pockets. The works.
His reaction: "Clearly they don't need my money. They spent a fortune on this booklet. I found it obnoxious."
That stuck with us. Donors notice when you're spending their money on packaging. A well-designed digital report can be every bit as compelling — and if a donor wants a physical copy, they can print it themselves.
This is a lesson about the perception of stewardship, not just the execution of it.
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What The Right Fit Looks Like for Us
Personalized, photo-rich reports

* 100s of reports generated in one week o Senss
- Data changes flow into existing reports o i el
* Reports can be updated at any time e
« Combine spring financials and scholar updates i -
- Maintained quality at scale =" . me "

2024-25 REPORT

GOOD AFTERNOON ™=

PAT continuet L Slena Stewssddhip | S16-THI-816 | Rewerdship@sienacdu
’



Presenter Notes
Presentation Notes
Speaker notes
What changed for us with Ovrture:
Personalized, photo-rich reports at scale. Not ten a year. Hundreds.
Comprehensive reports. This year we combined spring financials and scholar updates into a single, richer touchpoint for the first time ever.
Fund-level editing that cascades. If I need to fix something in the Men's Lacrosse fund narrative, I edit it once. Every report attached to that fund updates. No re-running. No version control nightmare.
Real-time updates. Reports can be changed even after they've been sent.
No vendor schedule. We send when our data is ready.
Generated, reviewed, and sent in under a week. (We don't recommend that pace. But it's possible — and that flexibility matters when your inputs arrive late.)
A peer institution nearby can produce 10 high-touch print reports a year. We produced that many in a single month. That's not because our team is bigger. It's because the platform eliminates the tradeoff between quality and volume.
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What We'd Tell Ourselves Before We Started

« Don't let sticker price scare you away from the right tool
* The right software tool helped us do more with less

« Consider your goals, and ask the right questions - what does your team actually
need from a stewardship platform?

« Evaluate the level of support available
 Build your case to leadership with data
« Use your community of peers (ADRP!)




Questions?






	Slide Number 1
	What We Wish We'd Known Before Going Digital
	Meet the team
	Our Journey
	The Print Era
	Why We Went Digital
	First Digital Platform
	Takeaway #1: What to know before you decide 
	The Gap
	Takeaway #2: The Silver Lining
	Finding the Right Fit
	A Donor’s Perspective
	What The Right Fit Looks Like for Us
	What We'd Tell Ourselves Before We Started
	Slide Number 15
	Slide Number 16

