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Core drivers of TRUST

Authenticity

EmpathyLogic

From: “Begin with Trust,” by Frances Frei and Ann Morriss, May-June 2020, HBR

https://store.hbr.org/product/begin-with-trust/R2003H




Email acquisition

The emails tracked by the Cornell Giving Day campaign for both central 
and college and unit partners contributed to 38.53% of gift transactions. 
Central emails acquired ~7% more users than college and unit emails. 
However, college and unit emails edged out the central email 
performance on bounce rate, conversion rate, and revenue. 

Central email revenue: $884,937.15, conversion: 25.83%
CU email revenue: $1,359,910.55, conversion: 28.55%



Channels



Email performance

Send date Ave. open rate Ave. unique click rate Ave. unsub rate

All GD 22 messages Overall 49.93% 4.49% 0.04%

Lead-up 55.20% 3.77% 0.05%

Day of 48.03% 4.97% 0.04%

Central Overall 53.37% 4.53% 0.04%

Lead-up 55.21% 4.49% 0.04%

Day of 51.07% 4.47% 0.04%

College/Unit Overall 49.25% 4.49% 0.04%

Lead-up 55.20% 3.49% 0.06%

Day of 47.73% 5.02% 0.04%



Ivy League Newsletter Open Rates and CTOR



Ivy League Event Open Rates and CTOR



Ivy League Engagement Open Rates and CTOR



Cornell Trust Triangle

Authenticity

EmpathyLogic

Have a voice
Keep it real
Show emotion ❤

Anticipate needs
Invest in their 
success

Be consistent
Make information 
easy to follow



Key tactics 
● High frequency
● Irresistible links
● Self-awareness
● Relevant topics
● Solid visuals


