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About UCSF

 Healthcare University 

• No undergraduates

• Five campuses, multiple hospitals

• Schools of Medicine, Dentistry, Nursing, Pharmacy and a Graduate 
Research Division

• #1 grant recipient from the National Institutes of Health

• Top-ranked Medical Center by US News and World Report

• Joint initiatives with UC Berkeley
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 Acknowledgment Letters

 Financial Endowment Reports

 Birthdays

 Holiday Video

 Narrative Impact Reports
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Digital Pivot: our Digital-first approach
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Filling the Gap: What we considered
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Why Paperflite?

 Customizable domain: we didn’t have to use their branding

 Ease of use (which accelerates adoption)

 Supports multiple formats (Word, PDF, PowerPoint, videos, web links)

 Send one link for a collection of documents

• Even if you update content, the link doesn’t change

We can create “anonymous” links for donors who opt out of cookies

We can create sophisticated collections with multiple tabs
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Getting buy-in through donor-centricity
 We built on the momentum from acknowledgments and financial reports

 Faster delivery for our donors: no mailing time

 Email creates a dialogue for our donors to respond and engage

 More secure than attachments

 No file size limits

 Ability to track:

• Views page-by-page in a deliverable

• Views by donor

• Overall time spent reading

• Shares and downloads



7

How we’re using it
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How we’re using it



9

How we’re using it
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How we’re using it
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Who is using it?
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University-wide Use Cases
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What we’ve learned

 1st page almost always has the highest view time

 Donors skip most content to focus on priority topics

• What matters to them? 

 Infographics and bullet points grab their attention

• Pages with graphics and photos have more page views
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How we pivoted to stay donor-centric

• Capture attention up front

‒ Tease content in cover emails

‒ Maximize 1st page space (cut designed cover page, etc.)

• Help donors access the news they want most quickly

‒ Shortcut links in intro or table of contents

‒ Keep reports to 1 or 2 pages when possible

‒ Summarize main topics/takeaways in bullet points

‒ Focus on conclusions about science (less explanation, more clinical 
implication)
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Next steps: Salesforce integration use cases

 Sending naming opportunity proposals and materials

 Fundraisers and analysts sending proposals, case statements, and 
stewardship reports

 Alumni Relations and Volunteer Programs sending meeting materials

 Post-event follow-up (videos, documents, etc.)

 Potential data for prospect development team re: engagement scores

 Integration with Salesforce will create a more database-centric hub for third-
party tools

3/13/2024Paperflite/PACE Integration16
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Questions?

 You can reach us at:

• Alissa Stallings, alissa.stallings@ucsf.edu

• Vinney Lê, vinney.le@ucsf.edu

mailto:alissa.stallings@ucsf.edu
mailto:vinney.le@ucsf.edu
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