
December 5, 2018

Anna Curtis, Christine Han, Mini Le, Roxanne Menchaca, Jenna Morrisey
215 University Place
Syracuse, NY 13210

Dear Ms. Marshall and Eastman,

We have conducted research to find out more information about your current donor pool in 
the Syracuse and Utica areas.

After conducting a written survey and analyzing the results, we have defined your main 
individual donor base demographically and psychographically. This information will allow 
you to properly reach out to current donors, identify potential donors and target future 
campaigns.

We hope this information will help you increase donations and expand your presence across 
New York State. Thank you for all of your help and contributions. If you have any questions 
about the results or our conclusions, please reach out to Mini Le at mle101@syr.edu. Thank 
you for your time and consideration.

Sincerely,
Anna Curtis, Christine Han, Mini Le, Roxanne Menchaca and Jenna Morrisey
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EXECUTIVE SUMMARY
On Point for College is a non-profit organization that provides educational opportunities 
for underprivileged students in upstate New York. It provides tools and resources to help 
students reach education and career success. The organization relies on outside funding 
including from individuals and corporations in order to help these students achieve 
their goals. As the organization has grown, the need for funding grows with it in order to 
accommodate these students’ needs. The purpose of this research proposal is to identify 
potential donors in the Syracuse and Utica regions.

Because On Point for College has limited information about past and current donors, our 
goal is to identify the demographics and psychographics of this donor pool. We mailed 900 
surveys out to the individual donors who have donated to On Point over the past 5 years. We 
received 146 responses. The responses that were mailed in gave us information regarding 
who the current donor base is and specific demographics such as age, occupation, and 
education level, among other information.

The survey contained questions that were intended to help us figure out and better analyze 
the motivations of donors. We also asked about which sources the individual acquires 
news from and how frequently. We concluded that there were many similarities between 
donors that responded to the survey. Commonalities found between donors included that a 
large portion were retired teachers, people in their 60s, married, had white-collar jobs, use 
Facebook, read newspapers and watch local news. 

Over all, those who responded to our survey questions gave us mostly praise for our initiative 
and/or constructive criticism. Although we understand that there is much more research 
to be done, we believe that this is great first step in learning more about On Point’s current 
donor pool. 
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BACKGROUND AND 
OBJECTIVES
The main quest ion On Point  for  Col lege should ask is ,  “who should On 
Point  for  Col lege target  for  potent ia l  donors?”   On Point  for  Col lege has 
l i t t le  in format ion on the i r  current  donors which creates a barr ier  for  the 
research team to p inpoint  an exact  group of  people to  target  for  potent ia l 
donat ions.   Therefore,  through the research that  wi l l  be conducted,  the 
team wi l l  in terpret  who the genera l  character is t ics and t ra i ts  o f  the current 
donors.   Wi th  th is  in format ion,  i t  w i l l  uncover  the populat ion we must  a im 
our  surveys and be able to  in form On Point  for  Col lege as to  the methods 
of  communicat ion that  are most  l ike ly  increase donat ions. 

PUBLICS TO BE STUDIED
Over the past  f ive years,  On Point  for  Col lege has received donat ions f rom 
1,357 donors that  compr ise of  corporat ions,  indiv iduals  and foundat ions. 
These benefactors  have g iven money through unrest r ic ted g iv ing,  annual 
s ignature events  and foundat ion g i f ts .  Th is  donor  pool  is  aging rapid ly  and 
located wi th in  the Syracuse area. 

Of  the 1,357 donors f rom the last  f ive years,  near ly  900 of  these donors 
are indiv iduals ,  wi th  the remain ing 400 donors being corporat ions or 
organizat ions.  We sampled the ent i re  populat ion by sending the survey to 
a l l  900 of  these indiv idual  donors,  which helped to  maximize response.

LITERATURE REVIEW
I t  is  imperat ive to  rev iew re levant  l i terature when developing a research 
p lan in  order  to  ensure that  the proposed methods are suppor ted and 
necessary to  he lp the c l ient ’s  current  problem. In  researching credib le 
sources that  analyze survey research and non-prof i t  organizat ions ’ 
research success,  we can prov ide the most  comprehensive s tudy.  The 
fo l lowing rev iew of  recent  l i terature wi l l  prove the va l id i ty  and re l iabi l i ty 
o f  our  s tudy,  expla in  the context  in  which we developed our  methods,  and 
show the benef i ts  o f  proceeding wi th  th is  research p lan. 

Survey research is  on ly  one s t ra tegy used to  gain ins ight  in to  a company’s 
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publ ics.  In  the development  of  the research proposal  for  On Point  for 
Col lege,  survey research presented as the s t ra tegy most  va luable in 
answer ing the main quest ion of  th is  s tudy.  On Point  for  Col lege needs to 
understand the demographics and psychographics of  i ts  current  donors 
and f rom there,  have a s t rong understanding of  i ts  untapped donor 
publ ics.  Survey research a l lows for  f reedom in  i ts  const ruct ion and is 
popular  among companies because of  i ts  abi l i ty  to  teach a company 
about  i ts  own audience.  Surveys are a too l  for  explorat ion,  a l lowing a 
company to  d iscover  essent ia l  in format ion about  a  publ ic  and predict  i ts 
behavior  (Ponto,  2015) .  The proposed research s tudy in tends to  gain c lear 
in format ion to  form one or  more prof i les  of  On Point  for  Col lege’s  current 
donors.  Once those prof i les  are completed,  the second survey (Survey B) 
wi l l  assess the re levant  demographic and psychographic in format ion of 
potent ia l  donor  publ ics by learn ing about  the i r  age,  educat ion,  knowledge 
of  the organizat ion,  means of  communicat ion,  phi lanthropic mot ivat ion, 
and l ike l ihood to  donate in  the fu ture. 

The methodical  nature of  surveys presents  the best  chance for  e l iminat ing 
potent ia l  er ror .  The poss ib le areas of  er ror  in  the object ives of  th is  s tudy 
l ie  in  coverage,  sampl ing,  measurement ,  and nonresponse (Ponto,  2015) . 
Our  s tudy is  s t ra tegical ly  des igned to  l imi t  these errors .  To l imi t  coverage 
error ,  we are proposing a mul t imode design in  Survey B that  is  in tended to 
reach a large enough sample by ut i l iz ing mul t ip le  channels  of  d is t r ibut ion. 
To l imi t  sampl ing error ,  we are randomly sampl ing the populat ion of  Survey 
A—current  donors—and we are us ing the resul ts  o f  Survey A to  c lear ly 
ident i fy  Survey B’s  sampl ing populat ion.  To l imi t  measurement  er ror ,  which 
ar ises when quest ions do not  accurate ly  re f lect  the topic or  evoke t ru thfu l 
answers,  we are creat ing a user- f r iendly  survey (Survey B)  wi th  speci f ic 
quest ions that  have a l imi ted response range.  F ina l ly ,  to  l imi t  nonresponse 
error ,  we are proposing to  d is t r ibute our  f i rs t  survey (Survey A)  by way 
of  te lephone,  which ensures that  the f ina l  sample s ize wi l l  be only  those 
who par t ic ipate.  We chose th is  des ign because exper ts  advocate for  us ing 
a mixture of  methods for  survey research to  bet ter  ta i lor  the methods to 
the in tended samples (Ponto,  2015) .  The design of  th is  research s tudy 
is  based on va l id i ty  (speci f ic  measurements wi th  c lear  in tent ions)  and 
re l iabi l i ty  (consis tent ly  conducted in terv iews and quest ionnai res) ,  which 
wi l l  y ie ld the most  accurate and re levant  in format ion for  On Point  for 
Col lege to  use going forward in  i ts  communicat ion ef for ts . 

The technology of  today’s  communicat ion indust ry  a l lows for  the 
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opt imizat ion of  a  company’s  out reach ef for ts .  In  a  s tudy conducted 
by the Publ ic  Relat ions Society  of  Amer ica in  2017,  exper ts  repor ted 
that  technology is  essent ia l  for  organizat ions ’  in tern and external 
communicat ion (PRSA,  2017) .  We developed th is  p lan wi th  the 
in tent ion of  gain ing the most  re levant  and crucia l  in format ion about  On 
Point  for  Col lege’s  current  and potent ia l  donors.  PRSA repor ted that 
“communicators  acre that  [emai l ]  is  not  the most  e f fect ive way to  reach 
external  audiences” and “94% of  communicators  use socia l  media for 
external  communicat ion”  (PRSA,  2017) .  Given the f indings of  th is  repor t , 
we are conf ident  that  the mul t imode design of  the proposed study wi l l  be 
most  e f fect ive due to  i ts  abi l i ty  to  reach indiv iduals  throughout  a  range of 
technological  savvy. 

Survey research cont inues to  be the most  va l id  and re l iable s t ra tegy for 
target ing both speci f ic  a  sample of  a  known populat ion (Survey A through 
phone in terv iew) and a d iverse sample of  a  large populat ion (Survey B 
through quest ionnai re) .  The advantages of  survey ing publ ics are that  the 
research produces data that  are based on “ rea l -wor ld”  observat ions,  that 
can be representat ive of  a  larger  populat ion,  and that  can be col lected 
in  a f in i te  amount  o f  t ime for  a  low cost  (Kel ly ,  2013) .  These advantages 
far  outweigh the d isadvantage that  presents  most  o f ten which is  the lack 
of  deta i l  and depth of  data.  The proposed research s tudy is  in tended 
to  counteract  th is  d isadvantage by ut i l iz ing speci f ic  and contro l led-
response quest ions.  To make sure our  s tudy is  proper ly  su i ted for  a 
nonprof i t  organizat ion l ike On Point  for  Col lege,  we rev iewed l i terature 
that  re la tes the above in format ion about  survey research to  the nonprof i t 
sector .  In  researching the abi l i ty  o f  survey research to  evaluate feedback, 
a  repor t  revealed that  survey data is  ext remely benef ic ia l  for  nonprof i t 
organizat ions because i t  is  pr ior i t ized and has c lear  in tent ions in  i ts 
des ign (Stone,  2010) .  In  addi t ion,  current  avai lable s tudies have main ly 
been adapted to  nonprof i t  needs.  Nonprof i t  organizat ions lack a va l id  and 
re l iable precedent  o f  s tudies.  Therefore,  the proposed research s tudy was 
developed to  cater  to  the speci f ic  goals  of  On Point  for  Col lege.  A repor t 
analyz ing the market ing s t ra tegies of  nonprof i t  organizat ions showed 
that  the lack of  market ing sk i l ls  and targeted out reach ef for ts  in  the 
nonprof i t  sector  are detr imenta l  to  s t ruggl ing organizat ions (Pope,  2009) . 
The s tudy we propose is  focused on obta in ing in format ion that  wi l l  make 
communicat ion and market ing ef for ts  more ef f ic ient  and successfu l  in  On 
Point  for  Col lege’s  fu ture campaigns.  Nonprof i t  organizat ions of ten have 
d i f f icu l ty  conduct ing research on i ts  publ ics because there is  no serv ice 
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to  evaluate,  ra ther  nonprof i t  organizat ions must  evaluate i ts  publ ics on 
the basis  of  the i r  current  awareness of  the organizat ion and the i r  behavior 
regarding communicat ion and par t ic ipat ion wi th  the organizat ion and 
s imi lar  ent i t ies  in  that  f ie ld.

In  conclus ion,  the rev iew conducted of  re levant  research and nonprof i t 
l i terature has g iven the research s tudy context  and a s t rong foundat ion to 
e l iminate er ror  and prov ide the most  usefu l  resul ts .
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METHODS
RESEARCH DESIGN
We decided to  use a survey research design for  three pr imary reasons: 
access ib i l i ty ,  accuracy and af fordabi l i ty .  Survey research is  used by many 
d i f ferent  k inds businesses,  nonprof i t  organizat ions,  and even governments 
to  f ind out  what  people th ink and how they fee l .  For  consumer dr iven 
companies,  i t  is  crucia l  to  assess opin ions and t rends in  order  to  prov ide 
the best  poss ib le  serv ice.  Obta in ing in format ion through survey research 
can lead to  an increase in  revenue and c l ients .  The end resul t  wi l l  be 
qual i ta t ive data f rom which we can draw conclus ions.

At  the request  o f  the c l ient ,  we implemented wr i t ten survey.  The c l ient 
prefer red to  protect  i ts  donors ’  personal  in format ion and prov ided only 
s t reet  addresses.  As a resul t ,  our  survey was mai led through a th i rd-par ty 
mai l  house to  a l l  900 indiv idual  donors ’  homes.  The mai l ing inc luded a 
three-page,  20-quest ion survey and a return envelope,  a l ready addressed 
and stamped.  Donors were inst ructed to  f i l l  out  the survey and mai l  i t  back 
by November 21.

SAMPLE
Our sample was chosen f rom the 1,357 donors that  On Point  has received 
f rom over  the past  f ive years.  Of  those 1,357 donors,  about  900 of  these 
donors were indiv iduals ,  whi le  the remain ing 400 were organizat ions and 
corporat ions.  Because of  avai lable resources,  we were able to  survey the 
ent i re  populat ion of  the 900 donors s ince 2013.  Th is  e l iminated in ternal 
inva l id i ty  by insur ing the oppor tun i ty  to  receive resul ts  f rom every subject 
in  the populat ion.  However ,  we d id not  receive survey answers f rom every 
subject  in  the populat ion,  which means the chances of  external  inva l id i ty 
greatens. 

DATA COLLECTION AND ANALYSIS
We implemented a survey to  obta in  in format ion f rom the current  donor  pool 
in  order  to  prof i le  the organizat ion ’s  most  common donor  and therefore 
p inpoint  the target  populat ion for  new donors.  At  the request  o f  the c l ient , 
the survey was pr in ted through a th i rd-par ty  mai l  house and mai led to  On 
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Point  for  Col lege’s  900 indiv idual  donors.

The survey asked demographic in format ion as wel l  as quest ions about 
the donors ’  media consumpt ion and reasons for  donat ing (Appendix  A) . 
Donors were asked to  f i l l  out  the survey and postmark i t  by November 
21 to  the c l ient ’s  o f f ice bui ld ing.  Our  team received the survey resul ts 
f rom the of f ice,  then recorded a l l  data in  an Excel  spreadsheet .  We then 
analyzed the resul ts  to  determine t rends and draw conclus ions about  the 
c l ient ’s  donor  pool  (Appendix  B) .  Th is  in format ion was used to  const ruct 
donor  prof i les  so that  the c l ient  would understand how to best  connect 
wi th  current  and potent ia l  donors through publ ic  re la t ions campaigns.
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CONCLUSION AND 
RESULTS
RESULTS
After  sending out  our  survey (Appendix  A)  to  900,  we received resul ts  f rom 
146 respondents (16.2% response rate) .  Our  23-quest ion survey gauged 
the demographics and psychographics of  On Point  for  Col lege’s  indiv idual 
donor  populat ion.  The resul ts  (Appendix  B)  prov ided very va luable 
in format ion to  both the researchers and On Point .

The survey began by ask ing indiv idual  donors about  the i r  demographic 
in format ion.  We found that  105 of  the respondents are 60-  to  79-years o ld, 
which makes up a large major i ty  (71.92%) of  a l l  respondents.  The average 
age of  respondents was 67-years-o ld and the median age was 68-years-
old. 

Fol lowing th is  t rend,  when asked about  the i r  employment  s ta tus,  85 of 
the donors (58.22%) repor ted that  they are current ly  re t i red.  Another  44 
respondents (30.1%) d isc losed that  they are current ly  employed fu l l - t ime. 
The rest  o f  the donors c lass i f ied themselves as employed par t - t ime,  not 
current ly  employed or  a  fu l l - t ime home maker .  Near ly  two- th i rds of  a l l 
respondents repor ted themselves as female.

The quest ion regarding one’s  prev ious or  current  occupat ion prov ided 
very in terest ing answers.  By far ,  the most  common occupat ion area was 
educat ion,  fo l lowed by business and medic ine.  14 respondents s tated 
that  they were/are some sor t  o f  company execut ive.  Law and f inance were 
two other  popular  job sectors  of  the donor  populat ion.  An overwhelming 
number of  respondents have achieved an advanced level  degree (62.3%), 
but  on ly  41 donors were the f i rs t  in  the i r  fami ly  to  at tend col lege. 

Newspaper  and nat ional  broadcast  te lev is ion were repor ted as the two 
most  popular  forms of  receiv ing news.  Whi le  on ly  29 respondents (19.86%) 
get  the i r  news f rom socia l  media,  71% of  respondents use at  least  one 
form of  socia l  media,  the most  common plat form being Facebook.  The 
f requency at  which these donors actual ly  use socia l  media var ies.  Of  a l l 
donors,  40.41% check at  least  one socia l  media p lat form dai ly .  Emai l  is  an 
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even more popular  p la t form wi th  82.19% of  donors checking every day.

On Point  for  Col lege donors are very loya l .  91 of  the 146 respondents 
have been donat ing to  the organizat ion for  more than 5 years,  and 58.22% 
stat ing that  they are ext remely l ike ly  to  donate again.  Current  donors have 
been in formed about  On Point  in  a  var ie ty  o f  reasons.  Most  people have 
heard about  the organizat ion through fami ly  or  f r iends and in  the news 
(28.77% for  both) .  In  addi t ion,  13 donors have been in formed about  the 
cause by On Point  vo lunteers and another ,  another  13 f rom students who 
have gone through the program and 10 more people learned about  On 
Point  a t  communi ty  presentat ions.  These donors are most  mot ivated by the 
thought  that  a  co l lege educat ion can help l i f t  someone out  o f  pover ty  and 
the bel ie f  that  more people should have the oppor tun i ty  to  at tend col lege. 

In  the fu ture,  respondents would l ike to  receive updates v ia  emai l  (53.42%) 
or  in  a  mai led le t ter  or  not ice (51.37%).  Other  preferred update methods 
are through e lect ron ic newslet ters ,  On Point ’s  websi te ,  socia l  media, 
local  te lev is ion and local  newspapers.  These donors would l ike to  receive 
updates regarding indiv idual  s tudent  or  graduate accompl ishments, 
overa l l  organizat ional  updates and accompl ishments,  and in format ion 
regarding events  geared to  suppor t ing the organizat ion every 2-6 months 
(58.9%).

CONCLUSIONS
Based on the in format ion g iven by On Point  for  Col lege,  we hypothes ized 
that  the donor  pol l  would be concentrated in  baby boomers and the 
Greatest  Generat ion ( those born dur ing and before Wor ld War I I ) .  Th is  was 
ev ident  in  the fact  that  135 of  our  146 respondents (92.47%) are o lder  than 
50-years o ld and a major i ty  (58.22%) are ret i red.

In  most  cases,  in  order  to  donate money to  char i table causes,  donors 
are at  least  o f  middle-c lass and have a decent  amount  o f  expendable 
income.  Whi le  we did not  inqui re about  the respondent ’s  income or  c lass 
s tatus,  i t  can be in fer red that  most  fa l l  in to  that  categor izat ion.  The 14 
execut ives,  20 in  the medical  f ie ld,  12 work ing in  the f inancia l  sector  and 
7 respondents work ing in  law exempl i fy  the commonal i ty  o f  hav ing jobs 
that  are he ld in  h igh esteem. In  addi t ion,  i t  is  not  surpr is ing that  41 of 
the 146 respondents work or  worked in  educat ion.  Because On Point  for 
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Col lege helps s tudents achieve a h igher  educat ion,  i t  makes sense that 
educators  are pass ionate about  th is  cause as wel l .

In  Amer ican society ,  the way people get  the i r  news is  changing rapid ly . 
However ,  newspapers remain the most  popular  way that  these donors 
receive news (71.23%).  Many respondents a lso get  the i r  news by watching 
TV,  but  very  few go to  socia l  media for  the i r  news.  In  the Uni ted States, 
68% of  Amer icans repor t  that  they at  least  occasional ly  get  the i r  news f rom 
socia l  media (Pew Research Center) .  Th is  is  much h igher  than the 19.86% 
of  On Point  donors.  That  being sa id,  many of  these donors do use socia l 
media,  as f requent  as mul t ip le  t imes a week.  On Point  has the potent ia l  to 
reach some donors through socia l  media.

As ment ioned before,  On Point  donors are very loya l  wi th  a vast  major i ty 
(62.33%) donat ing for  5  years or  more.  Not  on ly  do these donors have 
longevi ty ,  but  they are a lso dedicated.  58.22% of  the respondents s tate 
that  they are ext remely l ike ly  to  donate to  On Point  again.  Another  28.77% 
state that  they are very l ike ly  to  donate again.  However ,  th is  in format ion 
may be skewed.  A major i ty  o f  the respondents are pass ionate about  On 
Point ’s  miss ion,  as seen by the dedicat ion to  the cause and wi l l ingness 
to  donate in  the fu ture.  However ,  those who fee l  s t rongly  about  a  cause, 
whether  pos i t ive ly  or  negat ive ly ,  are more l ike ly  to  complete a survey than 
those who are impar t ia l . 

Many current  donors (41.10%) are a lso ext remely l ike ly  to  te l l  o thers about 
On Point  and the i r  cause.  Th is  fo l lows wi th  the fact  that  word of  mouth 
has been ext remely ef fect ive in  he lp ing spread the miss ion of  On Point 
and encouraged people to  donate.  Wi th  many people learn ing about  the 
organizat ion through f r iends,  fami ly  members,  On Point  vo lunteers,  On 
Point  a lumni  and communi ty  presentat ions,  i t  may be that  On Point  can 
benef i t  most  f rom reaching out  to  communi ty  members and those a l ready 
involved in  the organizat ion to  he lp spread i ts  miss ion. 

Wi th  80 respondents s tat ing that  they suppor t  On Point  because they 
bel ieve receiv ing a col lege educat ion can help l i f t  someone out  o f  pover ty 
and 67 to ta l  respondents s tat ing they suppor t  because they bel ieve people 
should have the oppor tun i ty  to  at tend col lege,  there is  a  very good chance 
others in  the communi ty  might  ho ld the same bel ie fs .  To encourage others 
to  donate,  the organizat ion should cont inue to  promote these concepts.
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The point  o f  a t ta in ing th is  in format ion was not  just  to  ident i fy  donors,  both 
current  and potent ia l ,  but  a lso to  f ind out  how to preserve current  donors. 
I t  is  impor tant  to  keep stakeholders in formed.  When asked how they would 
prefer  to  get  updates f rom On Point ,  donors answered that  they favor  both 
emai ls  (78 respondents)  and mai led le t ters  (75 respondents) .  Respondents 
want  a  var ie ty  o f  in format ion to  keep them updated on the organizat ion. 
The most  popular  area of  in format ion these donors want  is  updates on 
indiv idual  s tudents who have gone through the program. Th is  g ives them a 
c loser  connect ion wi th  the s tudents and organizat ion,  whi le  a lso a l lowing 
them to see where the i r  donat ions are going and who they are benef i t t ing. 
Organizat ional  updates and event  in format ion were a lso popular  opt ions.

LIMITATIONS
There were a number of  l imi ta t ions to  our  s tudy.  F i rs t ,  our  medium was 
l imi t ing.  We or ig ina l ly  wanted to  implement  a  phone cal l  survey as wel l 
as an onl ine survey over  On Point ’s  socia l  media.  However ,  the c l ient 
prefer red to  protect  i ts  c l ients ’  personal  in format ion and could only 
prov ide s t reet  addresses.  We bel ieve that  i f  we had implemented the other 
forms of  survey — especia l ly  through phone cal l  — our  response rate 
would have been h igher .

Another  l imi ta t ion we faced was wi th  t iming.  We or ig ina l ly  p lanned for  the 
survey to  be del ivered by November 17 and we asked on the survey to 
postmarked by November 21.  However ,  the major i ty  o f  surveys were not 
del ivered unt i l  November 20,  g iv ing donors on ly  one day to  f i l l  i t  out  and 
mai l  i t  back.  Many donors noted th is  on the i r  surveys and were not  happy 
wi th  the l imi ted t ime f rame.  We a lso speculate that  o thers received the 
survey and did not  f i l l  i t  out  because of  the quick deadl ine.  Addi t ional ly , 
the surveys were del ivered in  the two days before Thanksgiv ing,  so they 
may have been lost  in  the shuf f le  o f  ho l iday preparat ions and t ravel .  I f  the 
surveys had been mai led the week before,  the response rate may have 
been h igher .

FUTURE RESEARCH
Overa l l ,  our  research was ins ight fu l  and comprehensive.  However ,  there 
are factors  that  could be improved upon.  Future research that  could be 
done would be to  inc lude other  quest ions to  fur ther  narrow down our  donor 
base.  I f  another  survey were to  be implemented we could ask i f  the current 
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donors have chi ldren and i f  so,  how many.  Th is  way,  we could engage 
in  a way that  would bet ter  cater  towards parents .  Due to  the fact  that  we 
e l iminated survey B ent i re ly ,  we aren’ t  able to  assess who are our  potent ia l 
fu ture donors.  As of  now,  we don’ t  know the awareness of  On Point  in 
fu ture donor  pools ,  so we would want  to  bui ld  fu ture surveys around 
acqui r ing th is  knowledge. 
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APPENDICES
APPENDIX A:  MEASURING INSTRUMENT

The goal of this survey is to help On Point for College gain a better understanding of 
who their donors are and what motivates them to support On Point for College. These 
questions are for research purposes only and should only take about 5 minutes of your 
time. Your responses will be kept strictly confidential and anonymous.

1. What is your age? __________ years old.

2. What is your employment status? Select one.

	 �	Employed full-time   
 �	Employed part-time
 �	Retired     
 �    Student
 �	Full-time homemaker  
 �	Not currently employed

3. What is/was your occupation? __________________________________________

4. Please select your gender: � Male � Female � Other � Prefer not to answer

5. What is your marital status? Select one.

	 �	Single/never married  �	Widowed
 �	Married     �    Separated/divorced
 �	Living with a partner   �    Prefer not to answer

6. What is the highest level of education you have completed? Select one.

	 �	Some high school   �	Associate (2 year) degree
 �	High school graduate  �    Bachelor’s (4 year) degree
 �	Trade school    �	Advanced degree
 �	Some college    
 

7. Were you the first person in your family to attend college? � Yes � No

On Point for College Donor Survey
Please complete & postmark by November 19th

1



17

8. Where do you get most of your news? Select all that apply. 
	 �	Newspapers    �	Magazines
 �	Local broadcast TV   �    National broadcast TV
 �	Social media    �	Other online sources
	 �	Other:____________________________________________

9. Which, if any, of the following social media platforms are you active on? Select all 
that apply.

 �	Facebook    �	LinkedIn
 �	Instagram    �    Twitter
 �	YouTube    �	None of these.
 

10. Thinking about the answer(s) you selected in the last question, about how often do 
you use these social media platforms? Select one.

 �	Daily     
 �	4-6 days per week
 �	2-3 days per week   
 �    Once per week
 �	2-3 days per month   
 �	Less than once per month
 �	Never, I am not active on any of these social media platforms.

11. Now thinking specifically about email, about how often do you check an email 
account? Select one.

 �	Daily     
 �	4-6 days per week
 �	2-3 days per week   
 �    Once per week
 �	2-3 days per month   
 �	Less than once per month
 �	Never, I do not use email.  

On Point for College Donor Survey
Please complete & postmark by November 19th

2
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12. For about how long have you been an On Point for College donor? Select one. 
 �	1 year or less   
 �	1-3 years
 �	3-5 years   
 �    5 or more years

13. How did you first hear about On Point for College? Select one.

 �	From a friend/family member �	From an On Point student/graduate  
 �	From an On Point volunteer �    From an employer/co-worker
 �	In the news    �	On the internet
 �	At an event    �	At a community presentation
 �	Other: _____________________
        

14. Which of the following best describes why you personally decided to donate to 
On Point for College? Select one.

	 �	I believe more people should have the opportunity to attend college.
 �	I believe that a college education can help lift someone out of poverty.
 �	Having more college graduates is a good thing for my community.
	 �	I have/could have benefitted from their services.  
 �	I know someone who has benefitted from their services.   
 �	Other: ________________________________________________________

15. In general, which of the following types of opportunities would most inspire you 
to give to On Point for College? Select one.

	 �	The opportunity to help a specific program or component of On Point’s 
        services (e.g., providing college supplies or supporting college access)
 �	The opportunity to help an individual student or group of students
 �	A matching challenge where the value of my donation can be increased
	 �	An event that raises money for On Point for College  
 �	I don’t require a specific opportunity, On Point for College is just a part of   
        my regular giving
 �	Other: ________________________________________________________

On Point for College Donor Survey
Please complete & postmark by November 19th

3

(e.g., Church, Rotary)
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16. On a scale of 1 to 5, where 1 is “extremely likely” and 5 is “not at all likely,” how 
likely are you to donate to On Point for College in the future? Select one.

 �	1 - Extremely likely   
 �	2 - Very likely
 �	3 - Somewhat likely   
 �    4 - Not so likely
 �	5 - Not at all likely    

17. On a scale of 1 to 5, where 1 is “extremely likely” and 5 is “not at all likely,” how 
likely are you to tell others that On Point for College is a good cause to donate to? 
Select one.

 �	1 - Extremely likely   
 �	2 - Very likely
 �	3 - Somewhat likely   
 �    4 - Not so likely
 �	5 - Not at all likely    

18. On Point for College occasionally shares news/updates on its students and/or the 
organization. What is your preferred method for receiving this information? Select all 
that apply.

 �	On On Point’s website  �	On social media     
 �	In an email    �    In an electronic newsletter
 �	In a mailed letter or notice  �	In a local newspaper
 �	On a local television program �	Other: _____________________
         

19. About how often would you likely to receive news/updates from On Point for 
College? Select one.

 �	Weekly     
 �	Every 2-3 weeks      
 �	Monthly     
 �    Every 2-3 months
 �	Every 4-6 months   
 �	Less than once every 6 months

On Point for College Donor Survey
Please complete & postmark by November 19th

4
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20. What type of information would you prefer to receive from On Point for College? 
Select all that apply.
	 �	Updates on individual student/graduate accomplishments
 �	Information on specific students or causes I can help
 �	Overall organizational updates or accomplishments (e.g., new hires, staff 
        accomplishments, organizational performance)
	 �	Information on events geared towards supporting the organization (e.g.,   
        awards ceremonies, dinners, golf tournaments, open houses)  
	 �	Information on events geared towards supporting students/graduates (e.g.,   
        professional networking events, pre-college orientations)  
 �	Other: ________________________________________________________

21. Excluding On Point, please take a moment to think about any non-profit organiza-
tions that you give to or are familiar with. Please list any that you think do a particularly 
good job of communicating the significance and importance of the gifts they receive? 

________________________________________________________________________

________________________________________________________________________

22. What is it that these organizations do best?

________________________________________________________________________

________________________________________________________________________

23. Is there anything else you would like us to know about On Point for College?

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

That’s all the questions we have for you. 
Thank you for participating in this research survey!

On Point for College Donor Survey
Please complete & postmark by November 19th

5
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APPENDIX B:  SURVEY RESULTS

Age: 
11 below 50 years (7.53%)
13 between 50 and 59 years (7.7%)
58 between 60 and 69 years (39.73%)
47 between 70 and 79 years (32.19%)
17 are 80 years and older (11.64%)
Average age is 67 years 
Median age is 68 years 

2. Employment status:
85 retired
44 full-time employed
11 part-time employed
5 not currently employed
1 full-time homemaker

3. Occupation:
41 Education
21 Business
20 Medicine
18 Other
14 Executive
12 Finance
9 Administration
7 Law
4 Social Work

4. Gender:
91 female
54 male

5. Marital status:
112 married
14 widowed
9 divorced
6 single
4 live with partner

6. Education level:
90 advanced degree
36 bachelor’s degree
9 some college
5 associate degree
2 trade school
1 some high school

7. Was the respondent the first to go to 
college in his/her family?
41 yes
101 no

8. Respondent’s news source(s):
114 newspaper
105 national television
85 local broadcast television
41 online
36 magazine
29 social media

9. Social media use:
82 Facebook
42 no social media
29 Instagram
29 LinkedIn
27 Youtube

10. How frequent the respondent uses 
social media:
59 daily
42 never
15 once a week
10 4-6 days per week
7 less than once per month
6 2-3 days per week
4 2-3 days per month

11. How frequently the respondent 
uses email:
120 daily
10 4-6 days per week
7 never
5 2-3 days per week
1 2-3 days per month
1 once per week

12. How long the respondent has  
been donating:
91 have been donating for 5 or more years
33 have been donating for 3 to 5 years
19 have been donating for 1 to 3 years
3 have been donating for 1 year or less 

146 Total Respondents = About a 16% Response Rate
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 13. How respondent first heard of  
On Point:
42 from a friend/family member
42 in the news
16 from other sources 
13 from an On Point volunteer 
13 from an On Point student/graduate
10 at a community presentation 
7 from an employer/co-worker
4 at an event 
3 on the internet 

14. Why does the respondent donate?
80 Believe that a college education can help lift 
someone out of poverty
67 Believe more people should have the oppor-
tunity to attend college
10 Know someone who benefited from On Point’s 
services
8 Believe that having more college graduates is 
a good thing for the community
4 Have or could have benefited from On Point’s 
services
2 For other reasons

15. What would inspire respondent’s 
donation?
91 Doesn’t require a specific opportunity to do-
nate
22 Would donate because of the opportunity 
to help a specific program or component of On 
Point’s services
16 Would donate because of the opportunity to 
help an individual or group of students
11 Would Donate because of a matching chal-
lenge where the value of their donation can be 
increased
4 Would donate at an event that raises money for 
On Point

16. Respondent’s likeliness to donate 
again:
85 extremely likely
42 very likely
15 somewhat likely
4 not so likely

17. Respondent’s likeliness to tell 
someone else about On Point:
60 extremely likely
42 very likely
31 somewhat likely
7 not so likely
2 not at all likely

18. Respondent’s preferred method  
for updates:
78 in an email
75 in a mailed letter or notice
38 in an electronic newsletter
26 on On Point’s website
25 on social media
22 on local television
20 in a local newspaper
2 other

19. The frequency of update/message 
preferred by respondent:
45 every 4-6 months
41 every 2-3 months
27 less than once every 6 months
26 monthly
4 every 2-3 weeks
1 weekly

20. Respondent’s preferred type of in-
formation received from On Point:
82 want updates on individual student/graduate 
accomplishments
80 want overall organizational updates or  
accomplishments
73 want information on events geared towards 
supporting the organization
59 want information on specific students or  
causes
39 want information on events geared towards 
supporting students/graduates
6 other
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APPENDIX C:  INFOGRAPHIC
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APPENDIX D:  ANNA CURTIS BIOGRAPHY

Anna is a junior public relations major with a concentration in fashion and beauty 
communications. She studies French as a minor and hopes to one day work in Paris as 
a fashion public relations specialist. She grew up in Short Hills, NJ and has three older 
siblings. Anna has three artistic passions in her life, which are dance, fashion, and singing. 
She loves to learn in and out of the classroom, staying up-to-date on current events by 
watching news coverage and educational comedy shows. She chose public relations 
because of her desire to helping others, building meaningful relationships, and becoming 
part of an exciting professional community. 
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APPENDIX E:  CHRISTINE HAN BIOGRAPHY

Christine Han is from Homer, NY, and is currently a junior majoring in public relations in 
the S.I. Newhouse School of Public Communications with a marketing minor in Whitman 
School of Management.  She hopes to pursue a career as a public relations specialist in the 
corporate industry.  On campus, Christine is a second-year resident advisor, president of 
Korean-American Student Association and a member of a panhellenic sorority, Phi Sigma 
Sigma.  On her free time, Christine loves to socialize and spend time with her family and dog.  
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APPENDIX F:  MINI  LE BIOGRAPHY

Mini Le is a third-year public relations and sport management student at Syracuse University. 
She hopes to pursue a career in the entertainment industry, but also holds a passion for 
non-profit organizations. At Syracuse University, she is the Executive Director for Relay for 
Life, which raises thousands of dollars for the American Cancer Society. She is also heavily 
involved with the Syracuse University Office of Admissions as a lead student ambassador. 
Mini grew up in America’s Finest City, San Diego, California. She enjoys food, spending time 
with friends and family, the sun and listening to music.
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APPENDIX G: ROXANNE MENCHACA 
BIOGRAPHY

Roxanne Menchaca is a junior at Syracuse University studying public relations, political 
science and global security studies. She is a passionate writer and political activist, driven 
by the desire to help others through assisting those who struggle with mental illness, suffer 
from social injustice, and bear hardship. She chose to be a public relations major because 
of her love for communicating with others and problem solving. Roxanne is currently on the 
pre-law track and aspires to attend either law school or graduate school to further explore 
her passion for law. In addition to being apart of the panhellenic sorority Delta Gamma, she 
is also apart of the professional pre-law fraternity, Phi Alpha Delta.  Roxanne grew up in 
sunny Los Angeles, California. In her free time, Roxanne enjoys cooking, organizing, and fine 
dining. 
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APPENDIX G: JENNA MORRISEY BIOGRAPHY

Jenna Morrisey is a junior in the S.I. Newhouse School of Public Communications at 
Syracuse University studying public relations, marketing and information management and 
technology. She plans to pursue a career in digital marketing and communications in-house 
for a corporation. Previously, Jenna has held digital communications internships with Corning 
Incorporated, Corning’s Gaffer District and Syracuse University’s Department of Public 
Safety. On campus, she is a design editor with The Daily Orange and an account associate 
with Hill Communications, as well as a member of Delta Phi Epsilon panhellenic sorority and 
the Renée Crown Honors Program. She grew up in Corning, New York.


