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|. Executive Summary

The establishment of theland-grant university tradition, which started in 1862with the
signing of theMorrill Act, pamitted all United States citizensthe oppotunity to learn, to
make postive contributionsto sodety at largeand to changetheworld for the better.
Chartered in 1867in Urbana the University of Illinois was oneof theorigind 37 public
land-grant inditutionscreated within 10 years of the signing of the Morrill Act andit has
traveled an exciting and evolutionay pah in support of the sodety it serves.

Academic leader, research powerhoug, active community participant, each Illinois
campus—UrbanaChampagn, Chicago and Springfield—offersits distinctive academic and
research excellence to improvethelives of al, in this state, in this nation and throughoutthe
world. Linking its academic enterprise with urgent public concerns today’s
multidisciplinary University of 11linois teaching and research activities involve 21% century
issues and chdlenges.

Congstent excellence in teaching, research and public engagement requires sufficient
funding and the University of Illinois continues to experience tremendousfinandal
chdlengesfor two primary reasons 1)in pat asaresult of itsvisionto take aleadership
rolein tackling sodety’s mgor chdlenges; and, 2) in part as abyprodud of thebudge
problems bang experienced by many states today, induding the state of Illinois. Asthe
State’ s portion of the University’ s budge has diminished over time, the cods of providing a
supeior highe education experience have continued to rise. It'simportant to note that
tuition andfees are actudly a small pat of theUniversity’ s budge each year, with only
about 25 percent of thebudge supplied by state appropriations Given these finandal
chdlenges, the University’s critical priorities make philanthropic suppot a necessity rather
than aluxury. We are in a period of oppotunity during which the University of Illinois mus
build itsfinandal assetsin order to meet future chdlenges and oppotunities head-on, from a
postion of leadership and organizationd strength.

When President B. Josgph White took office as the University of Illinas 16th president on
January 31,2005 oneof his primary objectives was to guide further development of wha he
envisond asthe“university of thefuture”. In March 2005,President White asked the
University family to join himin creating a strong strategic plan that will take the University
into its next era of learning, discovery and engagement, bdieving tha a dynamic strategic
planning effort geared toward a 21% century vision of the University of Illinois would beone
of theessentia stepsin fulfilling the University’s moden mission. AsaUniversity suppot
organization, the University of Illinois Founddionis acritical component of the overall

U of | strategic planning effort, asisthe broader development community.

Led by Dr. Sidney S. Micek, University of Illinois Founddion President, the senior members
of the University’ s development community worked togeher over the course of the summer
of 2005to begin to address the development needs and objectives of the University through
thenext decade and beyond. An important distinction to be made conaerning this particular
strategic planning effort: rather than focusng soldy on the Founddion as an organization, it
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encompassed the University’ s entire development community and also induded top
leadership representation from the University of Illinois Alumni Assodation and University
of Illinois central administration. Asthe development community examined the University’s
fundraising history and planned for thefuture, three critical thingswere kept in mind:

* First, asapublic higher education organization with a common mission and set of
values, in thefuturethe U of | will likely be more defined by itsthree University
campuses,

» Second, the University President, Chancellors and Deans will take an expanded
leader ship rolein fundraising, with the development staff at the UIF and on the
three campuses providing vital support—thiswill strengthen the partner ship
between the development and academic communitiesto achieve our common gods
and shared fundraising responsibilities.

* Third, the Foundation will continue to work with the University of Illinoisand its
three campusesin establishing fundraising goals, implementing development and
institutional advancement plans and measuring fundraising success.

Planning work during the summer and fall of 2005has resulted in an awarenesstha it is
necessary to adopta much more proactive advancement-oriented modd at the University of
Illinois, an approach that will more clearly integrate the fundionsof development, alumni
relationsand marketing/communications Furthermore, this advancement modd will befar
more closaly linked with the University’ s academic mission and strategic thruds.

It has also become clear tha it istime to develop and publicize adistinct vison related to the
idea of advandng theUniversity with its key publics and stakeholders. Thefollowing
“advancement” vision statement resulted from the development community’ s strategic
planning process:

“Thevisionfor advanang theUniversity of Illinois with its key externd publicsisto
implement an integrated development, alumni relationsand
marketing/communicationsprogram tha will achieve strong condituent relationdhips
and generate significant private finandal resources to ensure theUniversity’s
excellence.”

Given thisvision, thedevelopment community’ s collective strategic intent isfocused on
nothing less than facilitating the University’ s ability to assure that the University of Illinoisis
well recognized in thestate of Illinois, the naion and aroundtheworld as oneof thetop
public universitiesin theU.S. And, by theend of the Campaignin 2011, we expect to rank
congstently amongthetop public universitiesin private suppot as well.

To assist thedevelopment community in undestanding how best to plan for and execute the
desired organizationd performance, an environmental anadysis was conduded to clarify the
current and future trends in conjundion with issues and recognized best practicesin the
highe education and fundraising sectors. Theinformation and data assembled from the
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SWOT andysis (strengths weaknesses, oppotunities and threats), an environmental scan
(factorslike thetax and regulatory environment going forward), exercises to benchmark
agang appropriate peer groupsand theidentification of best practices have madeit clear tha
we have four critical strategic issuestha mug be addressed relative to our development
efforts:

Thereisawidening ggp between the private suppat growth rate of the University of
Illinois and the mean private suppot growth rate of its peers,

The size of the combined University of Illinois’University of Illinois Foundaion
endowment isinaufficient to enhance the ability to recruit and retain top faculty and
suppot student finandal aid needs

Relatively low annud giving dollar amount and low alumni participaionrates are
limiting theability to generate current use fundsto meet annud needsand build a highly
loyd donorbase; and,

Declining state revenues are creating an ever-increasing demand for greater levels of
private suppot.

Given these major issues, six strategic thrugs have been preliminarily identified that appear
to offer the best road map to improve notonly theefficiency and effectiveness of our
development efforts, but additiondly will engble the University of Illinoisto significantly
close the development performance gep relative to the universities agang which the
campuses compete. Thesethruds are:

1.

Adopt an “advancement model” that ensuresthe integration and coordination of the
development, alumni relations and marketing/communications functions of the
University and its supporting agencies.

Build capadty and exploit leader ship to secure transformational gifts, especially
gifts of endowment.

Redefine, develop and implement more productive and cog-efficient annual fund
programs that will increase both revenues and alumni participation, and decrease
redundancy of effort.

Introduce structural/organizational changethat will enhance the effectiveness of our
fundraising programs and our ability to educate and involve critical development
constituencies.

Plan and execute a comprehensive, Univer sity-wide, campus-focused capital
campaign to captur e theresour ces necessary to meet therenewed vison and
priorities of the University and its campuses.

Strategic Plan for Development 5



6. Ingtitute a performance management system that will enhance individual and
organizational productivity in building relationships and securing financial support
from alumni and friends. Embraced in thisinitiative istheimportance of delivering
an improved program for recruitment, training and retention for both our
development staff aswell asinstitutional leadership.

These six strategic thrugs have been trandated into basic implementation timetables listing
the specific actionsto be executed, key dates impeacting these actionsand the chief leadership
respongble for implementation. This basic thrug information will providethebasis and
context for development of arelated monitoring and evaluaion process. Theultimate god is
to create and implement an integrated, highly visible, continuousy operating, strategically
aligned, performance-based management system tha is deployed throughoutthe entire
development community.

It isanticipaed tha resource allocation will be based on a process usng theintegration of
performance planning in conjundionwith thebudyet process, thereby providing an effective
management tool for administrative decision making, while ensuring a direct assodation
between development community mission and vision, budgeing, planning and performance
assessment. More detailed assessment and planning activities will beundetaken in future
phase(s) of the planning process, induding:

* Review and implementation, where practical, of recommendaionsrelated to possible re-
alocationsof current funding;

* Andysisof possible sources of savingsto be created by eliminaing redundandes,
centralizing certain enterprise-wide fundionsor requirements, and establishing more
collaborative working relationships across the development community; and,

*  Research and/or identification of possible new sources of funding.

Top level key performance indicators have been defined. They will provide the framework

needed to assess both campagn and University development community performance,

ensure accountbility and assist the planning process in an ongoing mannea. Performance
metrics that will continueto betracked indude

* Giving Totdls: by gift type source, purpose and beneficiary

* Giving Totas: Annud FundProgram

*  Alumni participaionrate(s) in Annud Fund Program

* Endowment growth (new gifts and investment appreciation)
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* Gift proposl development and solicitation outcomes (i.e. “pipdinereport”)
*  Prospect contact activity (i.e., qudification, cultivation, solicitation and stewardship)

These measures will betracked enterprise-wide, by campus by unit and will betied to
individud performance as well.

Based on theresults of the development community’ s strategic planning process, additiond
actionsshould betaken to improvethree other key areas of note. First, internaiond, naiond
and regiond efforts, particularly in the Chicago metro area, mug be strengthened. Second,
theinternd stewardship of giftsreceived should beenhanced. Findly, we need to look at
enhandng decision suppot capecity (database management, research, information
technology) and the ability to sugain strategic thinking and decision suppot activities.

Development Community: Major Stretch Goal

By 2015,thethree campuses of the University of Illinois should congstently rank in thetop
five of thar peer groupin total gift suppot over any five-year cycle. To accomplish this
stretch god, theUniversity of Illinois and its campuses, theU of | FounddionandtheU of |
Alumni Assodation mug work together to achieve twelve objectives:

1. TheUl President, the UIF President and the Chancellors, aschief development
officers, must be highly focused on significant major and transformational gifts.

2. A fully integrated approad to advancement must be implemented.

3. Alumni participation should rank in thetop five ascompared to peer public
institutions.

4. Marketing and communications should striveto be world class, taking full
advantageof current technology.

5. Better development and advancement support to chancellors, deans and department
heads must occur.

6. Programsto recruit, develop and retain the best advancement staff must continueto
berefined.

7. Database capabilities, with richer history, e-mail addresses and better support of
progpect identification and research efforts must be enhanced.

8. Morevehiclesfor student, alumni and friend volunteer involvement and a strong
commitment to enlisting leader s onto important boards such asthe Alumni
Assodation, the Foundation and campus advisory groups must be created.

9. Corporaterelations, enphaszing partner ships based on student internships and
placement, research, philanthropy and other common gods, must beimproved.
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10. New strategies centered on market segmentation, with a special emphassfor
Chicagoand for selected other geo-regionsaround the globe, must be developed.

11.The development community must be appropriately streamlined to ensurethat a)
rolesand responsibilitiesare clearly articulated to all related staff membersand b)
that thefundraising results obtained are commensurate with the designated staffing
levels.

12.Actual timein thefield must be maximized for development staff, to ensurethat the
highest possible number of “asks’ regularly occurs, resulting in increased levels of
gift commitments.

Development Community: Operating Philosophy

Together, the development and advancement communitiesof the University of Illinois, asa
whole, will facilitate and ensure that the University will continue to lead the way throughout
thiscentury. We will do so with a spirit of “we’re all in thistogether” and an understanding
that it’s amazing what we can accomplish whenwe share the credit of our colledive succeses
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I[1. Introduction

A. On Behalf of the People

Since the 18605, when public ingitutionslike the University of Illinois were created on
behalf of the people, there has always been a symbiotic relationship between the public and
its state universities. The needsof the people and of the naion have often provided the
momentum for many of theresearch efforts conduded at land-grant universities. Today, two
of themog important stakeholders for puldic research universities are the students tha they
teach and the state in which they are located, and this is certainly truefor the University of
Illinois. Moreover, today’s U of | impacts thequdity of life across the naion and aroundthe
world.

Characterizing theintellectud strength and postive impact of a uniqudy American
educiond innovdion, the University of Illinois continuesto fulfill its democratic mandae
for student access and public service, and has joined theranksof the naion'smog
distinguished public research universities. Today, the University conssts of three campus
locations—UrbanaChampagn, Chicago and Springfield—with additiond branches of the
Chicago-based College of Medicine at Peoria, Rockford and Urbana At every U of |
campus academics and research activities are naiondly ranked and recognized as
preeminent in diverse fieldsof study.

WEeéll-coordinated, extendve research, teaching and public engagement require adequae
funding, and the University of Illinoisis currently experiendang tremendousfinanda
chdlenges as abyprodud of thebudgé redudionsbeng experienced by many states,
induding the state of Illinois. I1n addition to thewell publicized economnic downturn tha
significantly influenced thefirst few years of the 21% century, some key sodetal and political
changes have also caused state suppott of publc highe education to dwinde persistently
aroundthendion.

Asthelast century drew to aclose, citizenscongstently demanded smaller state govenment,
in conjundion with restrictionson state spending and limited tax increases. Students and
thar parents became more outspoken and discerning consumers, demanding thebest in
faculty, research and learning oppatunities, within avalue-added cog structure. Moreover,
public universities routindy deal with state control concerning issues ranging from staff
salariesto tuition, imposng limitationstha impact budge management options aswell as
staff recruiting and retention. Theescalating speed of technological innovdionsand
knowledgeexpanson have aso had a significant impact on the cogsincurred by universities,
asthey race to keep upwith IT infrastructure requirements and an information exploson tha
demandsnew course offerings frequent textbook upddes and thelatest in research resources.
Additiondly, agingfacilities mug bereplaced with state-of-the art research and teaching
centers able to accommodée a growing faculty and student body. Over the past 20 years or
s0, the cods of providing an optimal highe education experience have continued to rise,
while state suppot has conaurrently continued to lessen. Theresulting negdive impact of
tha diminished funding becomes more difficult to respondto effectively with each academic
year.
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When President B. Josgph White took office as the University of Illinas 16th president on
January 31, 2005 his objective was to guidefurthe development of wha heenvisioned as
the*university of thefuture.” He undestandsthat highe education has been and will
continueto beimpacted by remarkable changes, including oppotunities created by
expanding markets and the chadlenges of an environment characterized by increasing
compdition. Therefore, President White asked the University family to join himin creating
astrongstrategic plan tha will take the University into the next era of learning, discovery
and engagement. On March 29, 2005, President White convened the Summit on Strategic
Leadership, where leaders from throughoutthe University began to work togeher to
formulate a strategic plan. Amongthos present at the Summit were key leaders representing
the University’ s development community.

B. Ul Development Community Planning Process

As stated in the Founddion’s Articles of Incorporation, itsrole is procuring private suppot
on behdf of theUniversity. TheFoundadionfundionsas the indgpendent officia fundraising
and private gift-receiving agency for the University of lllinois. Initsrole of developing
private gifts, the Foundaionworks with the Assodate Chancellors for Development at each
of thethree campuses and hdpslead effortsto plan and mountspecial fundraising initiatives,
aswell asannud giving programs and magjor capital campaigns Thisvital fundraising work
occurs in collaboration with the President of the University, the chancellors of thethree
campuses and a nework of campusand Founddion-based development professionds. In
addition to making giving oppotunities known, the Founddaion a so recognizes that to best
serve both the University and its dumni and friends, it mug opeate effectively asabusness
entity by appropriately acknowledging gifts, prudently managing gift monies, carefully
managing gift accounts, administering investments and consstently growing theendowment.

While the University of Illinois Founddion acts as a nexusfor all fundraising activity,
fulfilling the primary purpose for its existence, theentire process begins asit should, with
the University—its gods, objectives and needs

AsaUniversity suppot organization, the Foundaionisacritical component of the overal

U of | strategic planning effort. Led by Dr. Sidney S. Micek, University of Illinois
Foundaion President, the chief members of the University’ s devel opment community
assembled at a Development Strategic Planning Retreat on June20, 2005 to begin to address
the development needs and objectives of the University over thenext decade and beyond

An important distinction to be made concerning this paticular strategic planning effort:
rather than focusang solely onthe Founddion as an organization, it encompassed the
University’s entire development community and also induded top leadership representation
from theUniversity of Illinois Alumni Assodation and University Administration.

Based on planning guiddines provided by President White, the development community’ s

strategic planning process was structured to establish a framework for creating and achieving
competitive advantage by thoroughly andyzing and discussing:
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* Development practices and processes currently in use;

* Internd and externd environments, trendsand chdlenges tha impact devel opment, now
andinto thefuture;

* Leading development and advancement “best practices’; and,

* Projected potential, both in terms of finandal achievement and condituent relationship-
building.

Recognizing tha their work for the Strategic Plan has the potential to beingrumentally
important to the University’ sfuture, notonly through 2015 butwell beyond, participants
openly shared their candid thoughs, concernsandideas during theretreats hed on June20"
and Augug 15", 2005 These retreats, alongwith an Augug 26" development-related
strategic planning meeting of the UIF Board of Director’ s Executive Committee—which
induded U of | President White—allowed theresulting planning efforts to benefit fromthe
collective creativity and knowledgeof thegroup and with ther continued inputover the next
severa weeks, produed a development-oriented plan that is strategically aligned with the
University’svision and tha is chdlenging yet achievable.

Theremainde of thisdoaument: examines the Purpose which drives the development
community; outlines the Strategy necessary to facilitate tha purmpose; highlightsthe
Resources required to implement the strategy; outlines chief elements of the
Monitoring/Evaudion process; and, summarizes the projected |mplementation path, along
with related assessment concepts.
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I11. Purpose

Thenotion of purpose addresses the question "Why are we doing the thingsthat we' re doing
today?' Thisisoften driven in large pat by the past; earlier missionfocus philosophies and
practices of past |leaders, prior organizationd structure and so forth.

As mentioned earlier, this 2005development-related strategic planning effort involves the
University’s entire development community, so the modd of a single planning unit hasreally
been expanded to encompass more of aworking group concept—theidea of a unified
fundion which crosses reporting lines and even organizationd boundaies in many ingances.
To develop greater indght into the naure, performance level and strengths and weaknesses
of development at the University of Illinois, strategic planning participants first examined the
evolution of private suppot at the University.

A. From Fundraising to Development and Beyond

In 1895,when the University of lllinas received its first recorded private gift of $10Q a
culture of giving back was created that has been steadily gaining momentum ever since.
From 1895until 1935, private gifts to the University of Illinois totaled $3.2 million. Inthe
mid-1930s the University recognized aneed for afundion or an organization dedicated to a
more professiond, congstent fundaising approach so the Founddionwas chartered in 1935.
From 1935to 1978—jud before the Founddion' sfirst magjor fundraising campagn began—
private gifts for the University madethroughthe Founddion amounied to approximately
$518 million, an indication of theenhanced success tha could be generated by dedicated
attention to proactive fundraising.

One of the nateworthy eventsin the Founddion's history tha permitted such fundaising
success occurred in 1964when the Presidents Coundl was established. The Presidents
Counal was created to honorthose who make extraordinary finanda commitments through
thar significant indvidud contributionsof private resources to the University. Since 1964
scores of milestoneevents have occurred at the University of Illinois and Presidents Counadl
members have empowered many of these achievements with ther finanda suppot.

Beginningin thelate 1970s the private suppot focusat the University of Illinois began to
shift to more of a development approach, dueto the recognition of the patential impact that
developing long-term gift potential could have for the University’ s future. This movetoward
adevelopment approach also resulted fromthe University’ s need for assistance in land
purchase transactionsrelated to private gifts, in addition to other busness activities
reminiscent of more standad banking, financda management and accouning fundions It's
important to note that the nonprofit sector as awhade matured during this time frame as well,
increasingly adoping standard busness practices into thar management systems.

Coindding with adeclining trendin state funding, the University of Illinais embarked onits

first comprehensve capital campaignin 1979. Between 1979and 1985 the Founddion’s
initial major fundraising endeavor—Canpaign for Illinois, with agod of generating
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$100millionin private gifts—raised another $137million for the University. Fundaising
efforts at the Founddion and campuslevels became more organized during thistime, and an
investment was made to enhance development and administrative staff levels, aswell asthe
accompanying opaationd systems.

Approximately twenty-five years ago, fundraising strategy and communicationsmaterials
became more professiond throughoutthe nongrofit sector and the activities of nonpofits
were inareasingly coming unde govenment scrutiny and regulation. These trends along
with the recommendaionsformulated by the University of Illinois Committee on
Fundraising Organizationinitsfind report (1989, became the basis for many of the
organizationd and policy changes enacted at the Foundaion in the 1980sand early 1990s In
large pat respongble for key fundraising-related changes at the University of lllinois, this
1989report—also known as the “Olien Report”—took a hard look at the University’s
development processes. Critical at tha time was strengthening therole of the Associate
Chancellor for Development and solidifying reporting relationship(s) throughthecreation of
adecentralized or “matrix” organizationd structure that remainsin place today. All three of
these factors—increasing professiondism in the nonprofit sector, govenment regulation and
the Olien Report—hdped to generate the extensve fundraising growth tha would occur at
theUniversity in theyears to follow and facilitated the continuing evolution to a more
development-oriented approach at the University of Illinois.

Typical of nonpofits who need private suppot to achieve ther objectives, the Founddion
congstently became more centered on aligning fundraising gods with ingitutiond and unit
planning. As state funding continued to decrease—at thetime, down to approximately one
third of the University’ s total budge—the decision was made by the University and the
Foundaion to launch the second campagn, Campaign I1linois, in 1991. A god of $1 billion
was eventudly established. The Campaign was publicly announed at the Foundaion’s
Annud Meetingin Octoba 1994 with approximately $350million, or 35% of thegod,
raised during the preceding quiet phase. The$1 billiongod was reached in May 1998,buta
decision was madeto capitalize on existing momentum and extend theending déte of the
Canpaign to December 31,2000. A total of $1.53 billion was raised during Campaign
Illinois, making this fundraising effort oneof the largest campaignsever conduded by a
public university at that time.

Campaign lllinois notonly broughtU of | fundraisngto anew level, it also elevated the
importance of private gift suppot amongthe University community, aumni and friends
The Canpaign enabled major investments in theexpanson of the UIF and campusbased
development staff, aswell asin therelated infrastructure and administrative suppot systems.
The outreach program implemented via marketing and communications the volunteer
network, special events and thethousndsof contacts made by development officers
reconnected alumni to the University and significantly broadened the pod of progects and
donos.

While the devel opment community at the University of Illinois congstently performed well

over theyears—particularly since the establishment of the Foundaion—the 1990sbrought
changesin theexternd environment that began to noticeably alter the private suppot
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landcape, even for public highe education. Asthe 1990sdrew to a close, nationd and
internaiond economnic shifts, changes in donordemographics and an ever-inaeasing
recognition of theimpact of community and individud involvement created afocuson
building genuinerelationshipswith donos. The expectationsof congituents changed.
Philanthropy, onae benesath the pubiic’ sradar, is today thetopic of debates tha are more than
ablip onthescreen. Donorstoday really want to be handson contributors and expect to
become involved in the enterprise, which leadsto another modern truth. People don'tgive
only to ingitutions; people give to people. An additiond organizationd issuetha captured
theattention of busness leadersin multiple indugries during the decade of the’ 90swas
recruiting and retention of top talent and both nonprofits and highe eduction ingitutionsare
gtill facing these staffing chalengesinto the 21% century. Theway theworld communicates
has aso changed significantly; communicationsare expected to be more ingantaneous more
targeted, more persond.

Moreover, corporate giving changed over the course of the 1990s shiftingin ways tha have
significant implicationsfor thefuture. Jug as companies are striving to be more efficient and
effective throughoutther organizations, so too are they looking to get as much leverage as
possible out of every giving dollar. Ingead of funding a broad array of community programs
or philanthropic organizations many corporationsare now tending to focusther charitable
contributonson those areas that can complement or augment ther overall busness direction,
looking uponther “contributed” dollars as an investment to be measured in terms of its
return oninvestment.

Consdering these recent trendsand the evolutionay pah of development at theU of |, akey
question for thedevelopment community at lllinoistoday is“How can we generate sufficient
resources for our University in the current environment?’

Three fundamental issues emanaed from the strategic planning sessionsthis summer:

* First, asapublic higher education organization with a common mission and set of
values, in thefuturethe U of | will likely be more defined by itsthree University
campuses,

* Second, the University President, Chancellors and Deans will take an expanded
leader ship rolein fundraising, with the development staff at the UIF and on the
three campuses providing vital support—thiswill strengthen the partner ship
between the development and academic communitieswork togeher to achieve our
common goals and shared fundraising responsibilities.

* Third, the Foundation will continue to work with the University of Illinoisand its
three campusesin establishing fundraising goals, implementing development and
institutional advancement plans and measuring fundraising success.

Overall, retreat participants and key development community leadership agreed tha it has

become necessary to adopta more clearly defined advancement-oriented modd at Illinois, an
approach tha will more clearly integrate thefundionsof development, alumni relationsand
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marketing/communications Furthermore, this advancement modd will befar more closaly
linked with the University’ s academic mission and strategic thrugs. Planning participants
acknowedgeal tha the University andits related suppott organizations(i.e. the UIF andthe
UIAA) have arrived at apoint in organizationd evolution where our highest academic
aspirations unpaalleled oppotunities and resource development initiatives mus bemore
closly integrated for both effectiveness and efficiency purposes.

Ultimately, thedevel opment community embraced a central unifying concept: create and
implement an advancement modd, onetha would betailored to the University of Illinois.
Participants uniformly agreed that this typeof model could greatly improve collaboration and
would more likely create a consstent brand and related set of messages. This new
advancement modd would establish a system-wide framework for increased collaboration.

A clear undestanding of mission and visionis essential to effective planningin any
organization. The paticipants next addressed the question whether the Founddion's current
mission statement would serve the proposd advancement modd tha came out of the
strategic planning work.

B. Mission and Vision

Every organization needsto have aclearly defined mission and a focused undestanding of
how tha mission will beimplemented. Given this, amission statement also becomes the
starting point for the creation of organizationd gods, basic strategies and performance
criteria

Formed as a corporation in 1935,the Fourdation’s mission statement has served both the
organization and the University well for multiple decades. The Foundadion' s mission
statement emphasizes the reason for the Founddion’s formation:

“The University of Illinois Founddionis a not-for-profit corporation responsble for
encouraging and administering private gifts madeto further the University’ smission.
Althoughthe Founddionis a separate entity from theU of |, the Founddion’s sole
reason for existence isto serve the University.”

This mission statement clarifies the Foundaion’s organizationd focus 1) oneof its primary
responsbilitiesisto raise awareness of theneed for private suppot; 2) it isto lead proective
efforts to solicit giftson behdf of the University; and, 3) it isto work to effectively carry out
itsfiduaary responsbilities in the management of the assets received by the Foundaion.
Each of these areas is still fundamentally necessary to the development process at the
University.

While the Founddion’s mission statement is still relevant to it as an organization, it became
clear during thedevelopment community’ s strategic planning processtha it isalso timeto
develop and publicize a vision statement related to how the Foundadion’s mission will be
implemented within the context of an ingitutiond advancement modd. Asenvisiondl, the
“advancement modd” would bringtogeher severa separate but complementary fundiond
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areas, creating synergy between the marketing/communications public affairs, alumni
relationsand development groups These disciplines typically feature and communicate the
excellence and achievement of faculty, students, staff and alumni, engage condituentsin the
life of the University and seek finanda suppot onbehdf of the University. Theintegration
of these activities will enhance the success of each.

Thefollowing “advancement” vision statement resulted from the development community’s

strategic planning process:

excellence.”

“Thevisionfor advandngtheUniversity of Illinois with its key externd publicsisto
implement an integrated development, alumni relationsand
marketing/communicationsprogram tha will achieve strong congituent relationships
and generate significant private finandal resources to ensure theUniversity’s

C. Guiding Core Values

Core vaues are theprindples, bdiefs and standads that provide organizationswith a
foundaion for defined action and decison-making. They foger produdive work

Development Community
Core Values
Quality
Dedicated to the highest sandards of excellence in performanceto fulfill
organizationa and individud objectives.

Professionalism
Devoted to high ethical sandards and a competence leve that leadsto
excellence in the performance of our mission.

Service
Committed to meeting the needs of our congtituents from within and
outside the organizetion.

I ntegrity
Pledged to ensuring that our actions and transactions are performed in
sincere, honest and trustworthy ways.

Caring
Sensitized to the needs and fedings of others.

Unity
Committed to working together to achieve acommon god.

environments and facilitate the
development of organizationd
infrastructures tha are important
for carrying outamission
effectively. Guidingvalues
become theregular mental habits
tha influence how staff members
act toward oneanother and how
they interact with both internd and
externd stakeholders.

Severa years ago, the Foundaion
generated alist of core values
outlining thesix primary areas of
focusfor relationship-building and
service. Theretreat sessions
tacitly solidified these core values
and the development community’ s
determinaion to work together to

achieve strategic aignment usng our shared purpose and vision as the starting point for our
collaboration. All paticipants reaffirmed tha we depend upononeanother and mus work
togeher to achieve effective results, aswell as take responsbility for crafting our own future

advancement success.
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D. Key Mandates

An organization’s successes, as well asits busness opaations are significantly impacted by
variousfactorsthat exist in theexternd environment, i.e. those conditionsand/or trendsthat
are beyondthedirect control or influence of the organization. Oneof themog importantin

today’ sworld involves legd mandaes.

In additionto thelegd mandaes that affect the University of Illinois, and therefore, impact
the opeaating and administrative environment for the development community, nonpofits or
fundraising organizationsare expected by both the public a largeand the government to be
respongble and accounible for thar actionsand effectiveness, with vigilant attention to
defined standadsof ethics, legd requirements, program assessment and outcome
determinaion. In additionto ther relationship with the general publc, norprofits mus
routindy assure ther key congdituents—induding the govening boad, donas, volunteers
and employees—that they are completely trusworthy and opeating within applicable legd
paameters.

Higha educion ingditutionsalso take thar fidudary respongbilities serioudy. Today’s
universities are as complex asthetypical largeinternaiond corporation; those with wide-
ranging busness and research enterprises, alongwith complex investment portfolios
regularly work to create a control structure that effectively manages both opeaationd and
reputation-related risk.

The University’ s development community is influenced by a juxtapostion of these two
sectors, nonpofits and highe education, and may beimpacted by regulatory mandéaes at the
state or federal level. In some cases, best practice implementation may also have abearing
on adheence to aregulation that, strictly spesking, does notlegdly apply, but that may
enhance peformance if adopied.

Mog govenment regulation of nonpiofit organization activities, such as charitable
solicitation, is drawn from federal and state law established by elected legidatures. Specific
regulationstha implement those laws are then developed by the assodated executive branch
agendes. State governments are typically oneof the mog active regulators of fundraising
activities and the standads are nomally different from place to place. Nonprofits have
certain legd obligaionstha usudly fal unde thegenera oversight of the state attorney
general. When an organization exists for the stated purpose of providing for the publc good,
theattorney genea is charged with representing the public and ensuring tha these
nonpofits fulfill ther purpose. Unde lllinois law, fundraisers and charitable organizations
are required to register each year with the Attorney General's office.

In additionto state regulatory oversight, nonprofit organizationsmug also be aware of

federal mandaes tha impact opeaationsaswell. Examples of state and/or federal statutory
regulationsimpeacting development community operationsindude
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* Title26;1RS 501(c)(3)

* Sarbanes-Oxley Act
O Note: currently appliesonly to for-profit public companies, but since its passage it has also had a
significant influence on how many nonprofit organizations conduct their operations.

* Governmental Accouning StandadsBoard (GASB)

* Uniform Management of Inditutiond FundsAct

* lllinois Legidative Audit Commission Guiddines

Mog indugry segments have identified or created common standads or recognized best
practices and/or measures of comparison that are focused on improving paformance,
reduang risk and inareasing the chance for successful god achievement and service
deployment to theend user, cusomer or condituent, and thisis certainly truefor bath the
public highe eduction and the nonprofit sectors. Examples of indudry standadsor
indugry organizationsimpacting development community opeationsindude

*  Counal for Advancement and Suppot of Eduction (CASE): Management and
Reporting Standads

* TheNationd Committee on Planned Giving

e  American Coundl on Gift Annuities
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V. Strategy

A. Statement of Strategic I ntent

Theessential mandae for the University’ s development community isto inspire and assist
alumni, friends corparationsand founddionsto discover and create their own route to
effective philanthropy on behdf of the University. This meanshedpingthese potential donors
to identify and select giving oppatunities that fulfill their charitable interests and finandal
objectives, aswell as meet the evolving needs of the University.

Our collective god isassuring that the University of Illinoisis well recognized in the state of
[llinois, thenation and aroundtheworld as oneof thetop public universitiesin theU.S.
And, by theend of the Campagnin 2011, we expect to rank congstently amongthetop
public universitiesin private suppot as well.

B. Environmental Analysis
Thefuture of development at the University of Illinois will be shgped by several
environmental factors. Five key trendsare:

1. Peer institutions are building very sophisticated development programs.

TheUniversity of Illinois s ten-figure campaign, Canpaign Illinois, made the University one
of thefundraising leadersin thenaion at its conduson. Nonehdess, today when comparing
the growth rate of private giving at lllinois with the top eleven fundaising programs among
public universities, aggp exists and will continueto widen unless new strategies are
undetaken (see chart bdow):

Mean Top Eleven Publics by Total Giving,
Compared to lllinois: Ten-Year Linear Forecast

Millions

llinois

Top Publics' Mean

Linear (llinois)

Linear (Top Publics'Mean)

FY1994 FY1996 FY1998 FY2000 FY2002 FY2004 FY2006 FY2008 FY2010 FY2012 FY2014
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2. Compsition for gifts, volunteers and development staff isfierce.

There are 25 universities currently planning and/or conduding billiondollar or greater
campagns Thenunber of nonpofit organizations with development staff continues to grow
asindicated by the growth of Assodation of Fundaising Professionds (AFP) membership,
up to 26,000 membersin 171 chgpters naiondly. Accordingto theCoundl for
Advancement and Suppot of Education (CASE) in thar Fiscal Year 2004report, “Voluntary
Suppot of Education”:

* Approximately onefourth of all gifts to highe education come from corporations this
common pool of progpects will become more competitive.

* Foundaionsaccountfor another onefourth of giving to highe education, and this
common poolisaso inaeasingly compditive. The University of Illinois has historically
been more focused on securing corporate and governmental suppot and resources have
not been directed at developing foundaion grants, so our program has roomfor growth.

* Thereisagrowing naiond shortage of qudified development officers. Asmore
organizationsexpand ther fundraising missions the chdlenges of attracting and
retaining talent will increase.

Moreover, the philanthropic leadership of thecity of Chicagois often captured by many
other outstanding causes and prestigiousorganizationsand has been engaged for years. For
example, theboadsof theLyric Operaor Chicago SymphonyOrchestra and the numerous
Visiting Committees and Advisory Coundls at theUniversity of Chicago and Northwestern
University provide prestigiousoppotunities for involvement in thecommunity. There are
also many campagnscurrently undeway in thegreater Chicago area:

Institution Goal

University of Chicago $2,000,000,000
Rush University Medical Center $300,000,000
Northwestern Memorial Hospital $150,000,000
Lincoln Park Zoo $125,000,000
Chicago Botanic Garden $100,000,000
Greater Chicago Food Depository $30,000,000
North Park University $26,000,000
Chicago Historical Society $22,000,000
Morton Arboretum $18,000,000
The Muntu Performing Arts Center $15,000,000
Chicago Community Ventures $10,000,000
Valparaiso University's School of Law $10,000,000

Source: The Chronicle of Philanthropy, The Foundation Center, and various insttuitonal websites
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3. Theeconomic outlookin Chicago,the state of Illinois and the nation will impad
giving.

Bentz Whaey Flessnee—a naiondly recognized fundraising consulting firm, offering
conallting servicesin areas induding campagn counse, feasibility studies, development
audits and technology systems audits—periodically conduds assessments of key factors and
trendsimpacting private suppot. In some of thefirm’s mog recent studies conduded in
2005,BWF foundthat therate of growth in overall giving will continueto be shaped by the
nation'seconony and, specifically, by growth in the stock market. Further, Bentz Whdey
Flessner foundtha giving fromfriends corporationsand foundaionswill conditute a
majority of thegiftsto highe education.

Theecononic future appears solid butungectacular for the state of 1llinois. Today, the
State has amog 10,000 housholdswith million dollar taxable incomes and 18,000
hougholdswith taxable incomes of $500000to $999999. (Note: Thefollowing charts are
courtesy of Bentz Whaley Flessner.)

2 $2,000 $200 o
o =
£  $1,500 $150 =
o3 (@]
= 8 $1,000 $100 g s
© o W
= $500 $50 G =
© o
0 $0 $0 >
19711975197919831987199119951999 =4
—— Stock Market Individual Giving
AGI Income| Number of | Total AGI for |[Number of Returns| Amount of Amount of
Range Households | IncomelLevel | with Charitable Charitable Contributions as
Contribution Contribution Per centage of AGI
$1’OSI?£OO- 9,904 $26,485,727 9,354 $ 951,372 3.59%
$500,000 to .
$999,999 18,812 $12,738,375 17,636 $ 334,544 2.63%
$100,000 to 0
$499,999 522,318 $84,647,679 457,544 $2,027,593 2.40%
$50,000 to 0
$99,999 1,272,520 $88,976,806 775,810 $1,730,810 1.95%

4. New technologieswill reshapecommunications and solicitation tools.

The University and its development community need to create and implement a stronger,
more systematic methodfor interactively connecting with alumni and donors, with the
ultimate purpose of promoting greater participation and giving levels, both in terms of ddlar
amount and nunmber of gifts. E-communications—email solicitations e-newsletter updaes,
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blogs Really Simple Syndication (RSS) feeds—all are used today by both for-profits and
nonpiofits to facilitate development of therelationship between the organization andits
targeted audience(s). Today’srelationship-building calls for a more ground breaking blend
of traditiond communicationsintegrated with greater use of “oneto-one” marketing
strategies and technologies. Such an approach involves more defined audience andysis,
more targeted content development and a greater focus on web site and data security, dueto
online surveys, daa collection activities, etc. Increasingly, we are recognizing tha the
Internet and web-based communicationsprovide important vehicles for communicating and
networking with condituendes.

In contrast to these clear trends however, the University of Illinois currently has accurate
email addresses for fewer thanonein five of itsalumni. Donor expectationscontinueto
evolve and increase as they become accugomed to real-time reports concerning ther
investments and online access to more information. Approaches such as credit card giving
and onlinegiving continueto grow at peer inditutions Given these trends the University
and its suppoting organizationsmug become more donokrfriendly andtimely in all
condituent communications The University and its development community risk being
notably handicapped in the area of marketing/communicationsunless e-communications
capabilities are significantly enhanced in thenear future. Naturaly, these e-.communications
elements will need to be seamlesdly integrated into an overal plan tha continuesto indude
more traditiond marketing/communicationsapproaches such as direct mail and
telemarketing.

5. Theneed for private gift support will grow and the demand will shift from funding
extrasto funding bascs.

It is expected tha the University’ s budge will continueto shift away from state suppot
toward alarger percentage from tuition and private gift suppot. Consquently, development
efforts are growing in importance. Astuitionincreases, additiond need-based scholarships
will become more important as we work to assure access for al highly qudified students.
Further, total actud gifts and gift pledges counted in a campagn or year-to-year will be only
onemeasure of private gift suppot success as the University looksfor hard ddlarsfor
specific buildings endowments and program subsdies. Asthefundrising efforts shift from
the“margin of excellence” to aso suppoting core budge needs, the sophistication and
intengty of fundaising efforts mug grow. Thechallengefrom afundaising standpont will
beto assure donoss tha they are notbeing asked to fill therole tha is theresponsbility of
thestate of Illinois.

C. Competitive Analysis and Benchmarking

In today's aggressive marketplace, organizations—induding public highe education
ingitutions—need to continudly assess and undestand ther competitors and ther
competitive postioning. In areas such as service, implementation, technology, tuition, future
direction and organizationd strengthsweaknesses, accurate well-timed market intelligenceis
critical. The process of competitive andysis permits strategic appraisal of whether the
organization's postionislikely to improveor to deeriorate if the present strategy is
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continued, how the organization matches up agang key rivals onvital indudry success
factors and other chief determinants of competitive success. Compditive andysis also
facilitates examination of whether and why the organization has a compditive advantage or
disadvantage

Therefore, another important part of the strategic evaluaion processis benchmarking. A
systematic and continuousprocess for evaluaing strategic plansand either validating or re-
defining them, benchmarking is not necessarily aboutperformance improvement pe se, but
rather isfocused on performance management. Maor stepsinvolved in benchmarking
indude

* Determining thereasonsfor any identified performance gap(s) that exist between the
organization and recognized "best in class’ organizations

* Mappingthe"best in class' qudities and key performance factors to discover the"do
differently” actions with afocusonthechief enablers of top performance; and,

* Developing an action plan tha will take the organization to the"best in class’ level of
peformance. Itisimportant that thedetails and qudity of the action plan and
implementation process be on par with other key operating and strategic activitiesin the
organization.

Compditive andysis and benchmarking related to the development opeationsof thethree
campuses, as framed agang peer ingditution performance, is summarized bdow. Please note
tha theterm “aspirationd peer” isused to refer to ahighe eduction inditution with a
mission similar to tha of the University of Illinois and with academic, reputationd,
demographic and/or fundraising characteristics tha the University seeks to equd or exceed.

1. University of Illinois at Chicago

Overview

Theprimary chdlengefor UIC isthefact that it isnot yet viewed within the Chicago
philanthropic community as a primary destinaion for seven- and eight-figure gifts. The
power of University and campusleadership mug be harnessed—the President, Chancellor,
Provod and key volunteers—to accel erate the condituent education process and buy-in
necessary to changethis dynamic. Selected additiond areas of chdlengeand postive growth
for UIC indude

* Annud Giving: Because UIC’ s annud giving program has not previoudy had a clear
strategic focus some basic programmatic and staffing-related expansgon and changes
that will generate significant improvement have been and soonwill beimplemented.
For example, in 2005 the campusmade a significant investment in the development
opeation to re-establish the central offices of annud giving and of corporate and
founddionrelations These fundionshad been eliminaed during previousroundsof
budge cuts. By recruiting strong professionds into these postionsin the central
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opeadtion,itisanticipated tha improved and more produdive cross-campusstrategies
will beimplemented in both programs.

* Medical Advancement: The momentum generated by the elevation of the Medical
Advancement Office (within the campusstructure) in 2003will act as a solid founddion
for continued attention to the uniqueadvancement needs of thisvital area. The
complexities of theworld of medicine thedistinctive way that development worksin
tha environment, therelationshipstha patients develop with their dodors, al of these
factors demand a uniqueapproach to fundraising for the UIC College of Medicineand
theMedical Center. Future tactics will be developed tha take these elementsinto
account

*  Continued enhancement of development-related infrastructure: The process of planning
and the aspirationd godstha have emerged from this process highlight the need for the
continued maturation of UIC’s development opeation.

* Ongoingtraining: Itiscritica to give all members of thefundrising team thetods tha
they need to excel. Inthefall of 2004, the UIC Office of CampusDevelopment began a
“Deans Training Program” which has grown into monthly sessionstha cover avariety
of advancement topics. Regular training for staff membersindudes these Deans
sessionsas well as more targeted training specific to line development officers. At
present, trainingis conduded by volunteer staff and conaultants. For theprogram to
achieveitsfull potential, it will require adequéae funding to congstently bringin the best
talent to provide the mog relevant content and learning approaches for these sessions.

Competitive Analysisand Benchmarking Summary: UIC

Alumni Giving
Therespong rate for UIC aumni who were solicited for annud
suppot in 2004was 7.2%. This placed UIC near thebottom of its
peer cohott. Total alumni giving at 5% was average among peers
roughly comparablein size, althoughdistantly removed from the mog
successful peersin terms of alumni giving.

Corporate Giving
UIC fallsin themiddle of the pack amongits aspirationd peersin
terms of corporate giving. Compared to a select group of urban
campuses with medical schools, UIC fares better. Itisinthetoptier of
schools for corporate giving.

To optimize thar corporate giving programs, some peers have adoped
innovaive programs designed to network with existing and
progective corporate partners. For example, the University of
Arizonaemphasi zes close collaboration with academic unitsto bring
university needsand matching corporate resources face-to-face.
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Involvement of high-level university administratorsin the*ask” was
also cited asimportant by several peer inditutions

Foundaton Giving
In 2004,founddionsin the United States contributed $288 billionto
philanthropic causes, a growth rate that has outpaced inflation over
recent years.

Amongits peers, UIC has peformed modestly in terms of attracting
founddion suppot. Identifyinglikely founddion partnersin Chicago
and conveting those connectionsinto giftsis essentia for thelong
term ascent of UIC. Chicagoisaresource-rich environment well-
represented by both University of Illinois alumni and multiple
prospective founddion partners, butit is also popuated with a great
deal of philanthropic compdtition.

Major Gifts
UIC standsoutamongits peers as arecipient of several largegiftsin
2004. Distinguishingitself throughmultiple, largeprinapd gifts
gives UIC an edgein the compdtitive philanthropic market.

2. University of lllinois at Springfield

Overview

UlSisrelatively youngandisin theearly years of establishing aumni and community
relations aswell asregiond image Until recently, resources have always been very limited,
with few dollars available to build fundraising, corporate, founddion and alumni relationsfor
thecampus Marketing efforts have traditiondly been focused primarily on student
recruitment. A comprehengve approach to private suppot isless than ten years old, with
corporate and founddion components added jud in thelast year. Trend lines are notyet
stable, as a changein oneor two significant gifts from oneyear to the next dramatically
affects results.

UIS has some complex chdlenges and uniqueopportunities ahead during the Campagn,
paticularly in thearea of building alumni participaionin theannud fund Thecurrent
circumstances have been impacted by a combinaion of factors, chief amongthese alumni
demographics, the UIS student profile, student outreach and engagement efforts, alumni
relationspractices and little previoussuppot for faculty or staff engagement.

From 1969untl 1995,the campuswas Sangamon State University. Therefore, mog alumni
of an agefor contributing major suppot may have mixed loydty to the University of Illinois.
Themajority of these gradudaes were older, nonresidential, part-time, uppe-level and
gradude students. Althoughthe profile of UIS studentsis expanding, and the University
now offers afour-year undegraduae curriculum and residential housng, the majority of UIS
students remain older, pat-time and nonresidential.
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In addition, UISis acquiring a new typeof aumni group—online students, some of whom
may have never even been to campus Determining the best meansto raise suppot from this
alumni groupwill need to involve innovdive concepts, and few time-tested process maps
exist naiondly to guidethe coming effort. Alumni participaionrateisalso goingto be
impacted by the expanson of undegraduée enrollment, beginning with FY’ 07, which will
add to the numbe of alumni records. Youngalumni give at approximately onethird the
paticipaion rate of lessrecent alumni. Thus theincrease in the nunmber of alumni will
deflate the UI'S alumni paticipaionrate for severa years untl the expanded program
matures.

To succeed in building private suppot over thenext severa years, UIS mud:

e  Build aumni annud giving participaion and increase major, corparate and foundaion
giving;

*  Promote community/regiond prideand ownershipin UIS. Community suppot will be
paticularly critical duringtheearly years of the Campagn while alumni, corporate and
founddion suppot grows; and,

* Grow internd campusengagement and partnership and externd volunteer engagement
to raise private suppot.

Some specific areas of focuswill likely include

*  Coneantrationonloca relationshipswhile building alumni and corporate/foundaion
relationships This approach ismog likely to provide major suppot during a later
period of the current Campagn or in the next campaign. UIS hasavery small pod of
known individuds with trandormationd gift potential. Mog arelocated in the
Springfield area and are friendsrather than alumni of UIS. Several are graduées of
other campuses of the University of Illinois system. However, since UIS has become a
pat of theUniversity of Illinois system, this provides organizationd stability and
standadsfor suppot that are likely to appeal to donors consdering endowment gifts.

* Formulation of a strategy and related plan to collect, assess and catalog UIS alumni
employment information: Over 80% of alumni records are empty or inaccurate
regarding titles and place of employment. Identification of UIS alumni employment
informationis critical to identifying highly successful alumni able to provide private
suppot at highlevels and open doorsto others.

* Building and strengthening alumni and corporate/founddion relationdhipsto provide
major suppot during alater peiod of the current Campagn or in the next campagn:
UI'S has recently beguncorporate and founddion relationsactivities, and professors,
deansand departments are jus beginning to write grants and seek private funding for
thar initiatives. Theexpectation of deansasfundaisersisnew at UIS, andtheeis
currently only modest suppott in place for them asthey begin to trandtioninto their new
roles.
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Competitive Analysisand Benchmarking Summary: UIS

Alumni Giving
Theaumni profile of UIS andits aspirationd peer groupdiffer
significantly fromthoe of UIUC and UIC. Compared with its peers,
UlSraisesrelatively few dollarsfromits alumni and struggles with a
relatively low aumni participaionrate (around7%). Inthecase of a
smaller campuslike UIS, many oppotunities for collaboration exist
tha cannotbereplicated at larger inditutions Best practices at many
of UIS peers suggest adoping effective practicesfrom small, private
school modds, induding reunion-based giving, focus on doror
recognition and targeted electronic communications tha can be
tailored to small audiences.

Corporate Giving
Corporate giving represents oneof the stronge giving programs at
UIS. Compared to its peers, UIS has enjoyed some success attracting
corporate dollars. Becausethetotal figuresfor UIS and its peers are
relatively modest, magjor corporate gifts can fundamentally affect an
entire year’ s giving and therefore, are cited as essential points of
concentration by the school s peers. Recognittion of corporate gifts
was also noted as important by UIS" mog successful peers.

Foundaton Giving
Receipts of founddion gifts by UIS represent a small addition to
oveal university fundraising compared to its peers. AlthoughUIS
falls near the median of its peer group,the overall nunmber remains
rather small. Tailoringthe marketing of inditutional causesto align
with priorities of local and regiond founddions—particularly family
founddions—is essentia to building thefounddion giving program
and giving UIS a competitive edge

3. University of Illinois at Urbana-Champaign

Overview

UIUC hasthelongest history of a congstently opeating development fundion, with the
strongest organizationd framework to start from in moving toward a more clearly defined,
stronge advancement modd. Y et, enhancements will be necessary in order to take the
development program to the next level of paformance. One of themog crudal factors
related to Campagn success will be generating thekind of momentum necessary to really
laundh the Campagn in anoteworthy way, andto do this, anumber of prindpd gifts

($5 million or more) are needed. Severa othe key strategic factors tha will contribute to
future development success for UIUC also emerge
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* Formalizing theadvancement modd at thecampuslevel: UIUC will need to enhance its
ability to develop and communicate congstent messages, and ensure regular, timely
communication amongthose with responsbility for fundaising, alumni relations
communications marketing and special events. Moreover, broad strategies that
encompass theareas involved in advancement and tha provide measurable results will
need to be created and implemented.

* ldentifying and prioritizing themog significant “trandormationd programs’ tha require
private suppot: Throughthe Campagn planning process and the University’s strategic
planning process, campusthemes as well as programs that will trangorm
disciplines/units will beidentified.

* Strengthening annud giving: The UIUC Annud Fund program has traditiondly been
decentralized and oriented toward the needs of the 24 separate fundraising units onthe
campus Since FY’ 03, there has been significant growth in the number of coordinated
Annud Fundsolicitationsonthe campus More recently, there has been agrowing sense
that the decentralized structure has limited the growth of the Annud Fund—especialy in
thearea of alumni participaion—and that patential new modds need to be explored.
Thereisaso adesreto alignthe Annud Fund more closely with campuslevel
priorities.

*  Furthe developing and implementing an advancement strategy for Chicago: UIUC is
currently implementing organizationd changestha will inarease the Urbana
development staff focusonthe 150000 Urbanaaumni wholivein thegreater Chicago
area. By November 2006,UIUC will have added six additiond staff members who will
focuson the Chicago market to thelllini Center at 200 South Wacker in Chicago; three
will be generalists and three will bededicated to units—Law, Busness and the Library.
These staff members will join the longganding Division of Intercollegiate Athletics and
Collegeof Agricultural, Consumer and Environmental Sciences development staff who
have had an effective presence in Chicago for many years. The Chicago-based staff
members will build uponthecampus academic and outreach agendafor this strategic
geographic area.

* Creating astronge push for building corporate support: It will beimportant to target
efforts and tightly focuson those top thirty companies that will bemog significant to the
University’s gods.

* Enhandng staff recruiting and retention efforts: A centralized search process was
initiated in Juneof 2004 for magjor gift postionsat the assistant director, assodate
director, director and senior director levels, with responsbilities for individud, corporate
or foundadion solicitations Theintentionisto broaden the scopeof the centralized
search process to encompass al development postions UIUC also has some perceived
equity issues with some of the development-related postionson campus While
standadized postiontitles are currently in place, UIUC would also like to establish
standad salary ranges for each postionthat would take into accountthetype and size of
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theunit, the number of staff supevised, the mgor gift portfolio involved, years of

experience, etc.

Competitive Analysisand Benchmarking Summary: UIUC

Alumni Giving

Corporate Giving

Compared to other top inditutions the UIUC aumni giving rate at
11%in FY 2004falsroughly inthe middle of the pack of the peer
public schools examined. Themgjor concern for UIUC isthe
percentage of alumni who were solicited and subsequently gave.
Amongits peers, theUniversity fell near the bottom of thelist,
suggesting roomto improve alumni loydty and pursue untapped
resources, especially given thesize of Illinois aumni base regiondly
and nationdly.

A review of the best practices of peer inditutionsreveals tha in terms
of aumni giving, the best publics market ther ingitution as a high-
qudity, whole produd worthy of gifts. Centralized and well-resourced
alumni efforts fromthe University of Texas, Yaleand NYU cite the
following as essential elements of thar effective alumni giving
programs:

* Database management;
e Externd communications and,

* Innovdive programsto honoralumni and indill inthem a
continuoussense of bdonging, beginning immediately after
gradudion.

AmongUIUC’ s many strengths corporate giving Ssandsout Thesum
of corporate giftsreceived in 2004exceeded all but afew private peers
and even fewer publics and reflects a strongand successful history of
corporate giving to the University.

Themos common best practice noted by surveyed peers was close
coopeaation with corporate patners. Specifically, important elements
of success indudecollaborating with corporate patners to champion
initiatives, strengthening mutudly profitable relationgipswith
academic units and knowing corporate partners throughclose contact,
induding relationshipswith Chancellors, Deansand key program
directors. Illinoisisaleader in many of these best practices. We now
seek to be“best of class.”

Strategic Plan for Development 29



Foundaton Giving

UIUC straditiond strength in corporate giving and its stellar success
in attracting govenment research suppot (it isatop nationd recipient
of NSF funding) resulted in an historic lack of foaus by faculty and
fundraisers on private founddion suppot. Family foundaions where
individud family members make critical funding decisions are being
treated as major gift progpects. Magjor private fourdaions(e.g., Ford,
Carnggie, Mellon, Spencer, etc.) are thefocusof the Campus
Development Founddion Relationsstaff. UIUC founddion suppott
has nearly doublked in the past three fiscal years and a concentrated
effort is beng madeto work with private founddionswhos missions
are aligned with faculty priorities. Many peer inditutionsthat raise
subgantially more founddion suppot have major medical centers
assodated with ther campuses. In atime of anticipated declining
goveanment suppot, private founddion suppot is seen as an important
focusfor new faculty research suppot.
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D. SWOT Analysis

A SWOT andysisisasimple framework for generating strategic alternatives from a situaion
andysis, andit istypically performed early in thestrategic planning process. This
assessment is used to hdp organizationsevaluae the environmental factors and internd
situdionsfacing the organization, unit, department or team in question. Strengthsand
Weaknesses are generally attributes that measure internd capability. Oppatunities and
Threats nomally refer to how the externd environment affects the organization, untt,

department or team.

Theandysis of themajor Strengths W eaknesses, Oppottunities and T hreats facing the
University of Illinois development community can be summarized as follows:

Strengths
successful application of a competency or exploitation of
a critical factor to enhance or develop competitiveness

Leadership

UIF Foundation and Board of Direciors
Gift Administration

Prospect Managemert System
Plamedgiving support

Weaknesses

an unsuccessful application of a competency or the non-
exploitation of a critical factor that diminishes
competitiveness

* Lack of anintegratedadvancemert
approach

*  Weakmarketing and branding

* Insuffi ciernt performance marnagemert
approach

* Stewardship

* Annual giving support and participation

* Complacerncy/satisfaction with status quo

Opportunities

either internal or external circumstances that the
organization has yet to take advantage of, but that are
attainable in the foreseeabl e future

Growing alumni base

Strong universty in aglobal ecanomy
New ideasfrom Presdert White
Local and regonal base of prospects
Untapped donor pools, epecially in
Chicag area
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Threats

an external condition that could negatively impact the
organization’s critical performance parameters and
diminish competitive advantage, provided positive action
isnot taken in time

* Changing attitudestoward philarnthropy

* Illinois ecanomy

* Competition from other universtiesard
from other not-for-profits for private
support

* Flat/declining state and federal support

* Technology advarces
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Strengths
1. Leadeaship

President B. Josph White bringsa new focus on advancement efforts and a successful
fundraising track record in development work to the University. Thethree campuses also
have Chancellors, Deans and many faculty members willing to hdp with thefundraising
pudh. For many, however, seriousdevelopment roles will beanew focus However, the
development community has some very strongleaders and staff whose talents make billion
dollar campagnsfeasible.

2. Ul Foundation and its Board of Directors

Theexistence of an independent founddionis an important strength, because it assures
donoss and potential donasthat ther giftswill bewell managed and used effectively. It
provides a vehicle for enabling important and knowledgesble alumni and others to be
engaged in hdping enhance the University of Illinois. It also presents a vehiclefor gift
management and endowment growth.

3. Administrative support for gift administration, planned giving & trust services

The Foundaion’s gift administration opeaationsand the skill of its planned giving and trugt
relationsstaff are recognized by our peers as “best-in-class’ opaations The Founddion's
role as“banke” ishighly regarded.

4. Progpect Management System

Effective progpect management is critical to a successful development program, because it
ensures tha individuds, corporationsand founddionswho are identified as potentia dona's
will be propely cultivated, solicited and stewarded by the University community. The
progpect management system was identified by the UIF and campusbased devel opment staff
as an important strength of the current program.

Weaknesses
1. Lack of an integrated advancement approach

While coopeation between the University and campuscommunicationsoffices, alumni
relationsopeaationsand the development community hasimproved over thelast few years,
theUniversity anditsrelated suppot organizations(i.e. UIF and UIAA) have been
disadvantaged by alack of coordinated and integrated program strategies in these important
ingitutiond advancement areas. For example, nocommonly unde'stood communications
strategy to thegeneral public, to alumni, to corporations to busnesses andto Illinois leaders
and legidators exists. Also, indficiendes aboundand produdivity wanes when “silo-like”
structures continueto exist.
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2. Marketing and branding

President White has often panted outthat the University of Illinoisis “unde-recognized.” It
is acknowedged that resources have not historically been directed to this areaandthereisan
absence of awell-recognized brand for theingitution and its three campuses. Thelack of a
clear and comprehendve communicationgmarketing program structure—at either the
University-wide or campuslevels—makes the process more complicated. Furthermore, ina
time of tightresources, there islittle coordinaion of communicationsvehicles or messages
between theinditution’s advancement players induding the Foundadion and the Alumni
Assodation.

3. Insufficient performance management

A key component of highly produdive and well-managed organizations—both for-profit and
nonpiofit—is an effective organizationd aswell asindividud performance management
program. Such effective performance management programs require well undestood
performance objectives, clearly defined performance criteria, regularly scheduled
performance audits and amotivationd rewardssystem. Linked to an effective performance
management system are adequae plansand resources for staff development and training and
suppotive information resources. At theUniversity today, some staff members have
responsbilities withoutauthority, roles are not always clearly defined and jobsare often
engineered in amanne that appears to belackingin posessing afull rangeof all resources
needed to achieve excellence. Whilefundiond, the “double-matrix” or dud reporting
organizationd system can compoundthese concerns particularly in theabsence of agood
performance management system tha tracks and assesses both organizationd and individud
performance and provides timely, meaningful feedback that can beused to generate
improvement.

4. Stewardship

The development officers—both Foundaion and campusbased staff—remain concerned tha
giftsare notused in astimely amanne or as effectively as donois expect and/or have been
promised (i.e. some endowed chairs are unfilled or scholarship recipients not reported).
Campusleaders are often concerned that the communicationsaboutgift negotiationsbetween
Founddion development officers and academic leadersis not adequée, resulting in gift
agreements tha may bedifficult to implement or that are focused onlow priority aress.

5. Annual giving and other key development programs

Annud fundraising programs are uneven from collegeto college, campusto campusand
program to program. While some are strong,some are not Alumni paticipaionratesin
annud giving for al three campuses trail those of peers.

A successful annud giving program is important to the University of Illinois for four reasons
Firgt, it isasource of current dollars tha can make the mog impact now. Second, it
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nomally secures monies that have fewer restrictions Third, it buildsthedona base and
leadsto sudained life-long giving and significant major gifts. Fourth, it is another means of
communicating the needsand impact of givingonthe University’ s students and faculty.

Opportunities
1. Growing alumni base

Each of the campuses has a growing base of alumni; equdly important, the number of alumni
ove 50years of ageisinaeasing rapidly. Whilethisis an area of enormousgiving potential,
it will require different attitudes and approaches by each of thethree campuses, the UIF and
theUIAA, to effectively minethis oppotunity.

2. A strong University in a global marketplace

TheUniversity of Illinoisiswell recognized as amajor “player” onthenaiond, aswell as
globd, highe eduation stage If advancement efforts improve—stronge public relations
supeior branding across the boad, improved alumni and development programs—the
University of Illinois has great potential to chdlengeand surpassiits peers.

As pat of oneof the naion' s leading research universities, the development program of the
U of | hasmuch to sell to current and potentia private suppoters—individuds, corporations
and founddions

Theglobd marketplace will mean three thingsfor the development program: 1) internaiond
alumni will see econonic gansand Illinois mug pursuethese potential donors; 2) there will
beincreasing globd compditionfor philanthropic dollars from individud companies who
are investing a portion of ther assets abroad; and, 3) the new globd econony will create a
stronge demand for creative workers and knowledge-based indudries, key areas where
research universities will grow in impaortance over the next decade and beyond.

3. New ideasfrom the President, Chancellors and academic leade's

President White, the Chancellors, the Deansand the key academic leaders are bringing
visonsto the campuses tha should energize private fundraising efforts. Emphasisonthe
distinctiveness of the U of I’ s three campuses should enhance targeted messages for UIC,
UIS and UIUC and should stimulate an expanded donorbase. Further, theemphasis on new
income streams should also chdlenge Chancellors, Deansand department headsto make
fundraising a priority.

4. Local and regional “f riends’ base
Especialy for UIC and UIS, there are great oppatunities to expand the base of donois

amongregiond friends corporationsand founddions Emphasis onthear local impact should
trandate into more suppot from friends(non-alums) who learn to appreciate theimpact that
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these locally-based U of | campuses have onthe economic and soda well-being of thar
cities or regions

Threats
1. Changing alumni attitudes and profiles

Asaland-grant ingitution, oneof the U of I’ straditiond purposes has been providing access
to highe education. Asandiond research university, oneof the University’ s gods has been
to recruit outstanding students, who are then taught by exceptiond scholarsinsgdean
organization competing globdly for research dollars. Whilethefour elements of theU of I's
mission—teaching, research, public service and econonic development—are notinheently
incompdible, shiftsin priorities may cause conaern to some donoss. Furthermore, asthe
diversity of alumni grows, the advancement staff will need to find new ways to build and
communicate a culture of “caring and giving back.”

2. lllinois economy

In the short run, thestate’s econony meansthat the competition for precioustax dollars will
present chdlenges for the University and other puldic highe educationingitutions Over a
longe timeframe, the decline of the Midwestern manufacturing giants and thar employment
base will provide chdlengesto theU of | and its three campuses.

3. Compdition

In addition to the competition with other nationdly ranked universities tha is common to
almog every area of the University of Illinois, our development opeations will compete
agang the growing sophistication of thefundraising programs of cultural, health, civic,
environmental and community groups The competitionwill befor dona attention and
dollars, for volunteer time andfor hiring and retaining top devel opment professionds.

4. Flat/declining state and federal support

The University is chdlenged by changesin itsresource base. President White' sreference to
theneed to build anew Compact—with its key funding resources—is an outgrowth of these
changes. Increasing tuitionincome will be necessary, requiring additiond need-based
suppot to assure access for all highly qudified students. However, if ahighe percentage of
students graduae with larger debt loads motivating them to start a patern of annud giving
to thar amamater will bechdlenging. Thestate of Illinois remainsnotonly thelargest
“donor to theUniversity, its suppot provides salaries and benefits and other opeating
suppot, aswell as capital suppot for facilities. Asdonoss continueto restrict thar gifts,
unrestricted or “budge-relieving” dollarswill bedifficult to attract.
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5. TechnologyInformation Management

Information has an enormousimpact on thework and mission of the University andits
development community.

Interactive, mutudly beneficial communication with individuds, corporationsand
foundaionstoday requires usto assemble and use information in themog effective and cos-
efficient manna. Creating and usng daawarehouss, effectively exploiting the use of
e-mail addresses and providing timely and comprehensve information on our corporate
patners are only afew of the examples tha will require the Founddion, the Alumni
Assodation and the University to have thetechnology infrastructure and theinformation
management capecity to providethos involved with ingitutiond advancement with thetools
to be both knowledgeable and nimble in dealing with internd and externd condituendes.

E. Key Strategic Development-Related | ssues Facing the Univer sity
Theinformation and daa assembled from the SWOT andysis (strengths, weaknesses,
oppotunities and threats), an environmental scan (factors like thetax and regulatory
environment going forward), exercises to benchmark agang appropriate peer groupsand the
identification of best practices, have madeit clear that we have four critical strategic issues
which are related to our development efforts that mus be addressed:

1. Thereisawidening gap between the private support growth rate of the University
of lllinoisand the mean private support growth rate of its peers,

2. Thesize of thecombined University of IllinoisUniversity of Illinois Foundation
endowment isinsufficient to enhance the ability to recruit and retain top faculty
and support student financial aid needs,

3. Réatively low annual giving dollar amounts and low alumni participation rates are
limiting the ability to generate current use fundsto meet annual needs and build a
highly loyal donor base; and,

4. Declining staterevenues are creating an ever -increasng demand for greater levels
of private support.

F. Strategic Thrusts

Six strategic thruds have been identified tha we believe offer the best road map to improve
notonly theefficiency and effectiveness of our development efforts, butalso the ability of
the University of lllinaisto significantly close the development performance gep relative to
theuniversities agang which the three campuses compete. These thruds are:

1. Adopt an*“advancement model” that ensuresthe integration and coordination of the

development, alumni relations and marketing/communications functions of the
University and its supporting agencies.
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The University needsto adopta comprehensve advancement approach involving, at
minimum, marketing/communications alumni relationsand development. This modd would
create common direction and complementary gods for the advancement efforts. Three
primary stepsare needed:

* Edablish on each campusanew postion of Vice Chancellor for Development and
Advancement/Vice President of the UIF. The personin this postionwould serve asthe
campus chief development officer and would facilitate the implementation of an
integrated development, alumni relationsand marketing/communications plan for the
campus Theindividudsin this postion would dually report to the Chancellor of each
respective campusand the President of the Univergity of Illinois Foundaion.

*  Grow the patnaship beween the Alumni Assodation and the Founddion: Beyondthis
singe University-wide strategic planning process championed by President White, an
ongong joint planning process between the Alumni Assodation and the Foundaion
should beestablished. Both of these boadsand related staff members need to better
undestand each organization’s respective roles and responsbilities. 1n addition, both
organizationsneed to lead an effort to create a culture amongalums and students of
“caring and giving back to the University.”

* Promote thework of thenew Advancement Coundl: Fromthemacro organizationd
level, President White has already taken alarge step in this direction by establishing this
Advancement Coundl. This special coundl isintended to facilitate coordination of the
work of the Founddion, the Alumni Assodation and the University and campuspublic
affairs staff. At thecampuslevel, there should bea more formal conlidation of these
fundionslinked to theresponsbilities of thenew Vice Chancellor/UIF Vice President
postionsnoted above

N

Build capadty and exploit leader ship to secure transformational gifts, especially
gifts of endowment.

A key to building aprogram able to maintain atop ten postion amongpublic universitiesis
for theUniversity to expand its major giftswork, especially asit relates to extraordinary
trandormationd gifts (i.e. eight- and nine-figure gifts). Thepool of donorprospects capable
of making such megagiftsis admittedly quite small, butthe potential need for and impact of
such giftsis enormous

Operationdly, thesingle mog important factor in generating large gifts in thefuture (large
gifts represent the best oppatunity to gain onthe competition) will betheconsstent
involvement of the President, the Chancellors andthe Deans I executive |leadership needs
to commit as much as onethird of itstime for this purpose, we need to re-examine ways to
give these leaders—in paticular, the Deans—enhanced training and suppot. For Deansand
select depatment headsto become better fundraisers, they mug be partnered with strong
development staff, trained in the basics of fundraising and become very sophisticated
“askers’. They mug aso beevaluated onthear fundraising success. The Founddion’s
Prindpd Gifts Program was established this past year with thisgod in mind andis aready
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providing important suppot to President White and the Chancellors as we escalate our
effortsin garnering trandormationd gifts. Achieving this objective will require four key

steps

* Foausof thePresident: Theprimary focuson thePresident' s development time should
be on progoects of eight and ninefigure gifts. The Founddion’s direct staff suppott to
the President’ s office was expanded in the summer of 2005t0 assist in this effort.

* Bigideasandbigvisons Trandormationd giftsrequire big ideas that will excite
donos. ThePresident and Chancellors need to work aggressively, calling onthetalents
and thoughs of the Deans and senior faculty members, to develop theideas tha appeal to
theUniversity’s mog significant potential donoisto movetheinditutionforward. The
role of faculty members will becritical in expanding relationshipswith corporationsand
foundaionsbecause of the key linkages that already exist.

* ExpandthePrindpd Gifts staff: UIF has created aspeciaized Princpd Gifts effort that
needsto be expanded.

» Short andlongterm gift gods: Eight and ninefigure gift “closes’ are difficult to predict
and occur intermittently. They do nat lend themselvesto year over year inareasesin
some predictable patern. Therefore, the measurement of principd gifts needsto be over
athree- to five-year cycle. However, short term measures of success are necessary, so
tha regular assessment of achievement can occur.

3. Redefine, develop and implement more productive and cog-efficient annual fund
programs that will increase both revenues and alumni participation, and decrease
redundancy of effort.

Founddion leadership has shared with President White and the Chancellors a comprehensve
study of theannud fundprograms that identifies weaknesses in the organization, focusand
ddivery of those programs. In addition, the study offers numerousrecommendaionson how
we can improve overal performance in this area, and it is expected tha each campus
working with the Founddion, will modify its current approach to enhance current alumni
paticipaion and build a stronge alumni base for the future.

Every oneof thethree campuses should be able to achieve at least average alumni
paticipaion as compared to ther peers. Building strongaumni participaionisimportant
for threereasons 1) it isameasure used by naional rankingsand surveys to measure alumni
satisfaction; 2) major gift donos nomally start their giving and affiliation as youngalumni
paticipaingin theannud fund and, 3) annud giving can make an immediate difference
sincethedollars are for current use. Success will depend on taking five steps

* Creating an identity for theannud fundand clearly definingits gods: Theannual fund
needsaclearer identity and a stronge case statement which should be promoted broadly.
Five-year targets and widdy publicized annud gods need to be established for total
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giving, giving by level, dona acquisition, donorretention, dona upgrading and overal
alumni participaion. In addition to suppoting critical unit-based priorities, theannud
fund programs should also be a vehicle to meet special campuswideneeds e.g.,
scholarshipsand fellowships

Centralizing the process, where possible, while maintaining targeted programs. The
staffing investment should bere-examined and theroles and responsbilities of theannud
giving staff should be clearly d€fined and potentially re-allocated.

Coordinaing annud giving promotiond efforts with the work of the Alumni Assodation:
Communicating and promoting the importance of theannud fund should be a shared
respongbility with the Alumni Assodation. The communicationsvehicles and
networking oppotunities for the University, the campuses and the Alumni Assodation
should also, in pat, make the case for annud giving.

Focusondonorretention: Moving alumni participation forward depends in part, on
keeping donois fromyear to year. Developing major gift donois dependson keeping
alumni and friendsas regular suppoters who care abou the University.

Annud leadership giving programs. Theannud giving program should indudea
leadership gift portion which chdlenges affluent alumni to make $1,000, $5,000and
$10000annud fundgifts. Also, top aumni, especialy Presidents Coundl members,
should not be excluded from annud fundsolicitations butrather theannud giving
program should be another vehicle to involve, recognize and communicate with them on
aregular cycle.

Introduce structural/organizational changethat will enhance the effectiveness of our
fundraising programs and our ability to educate and involve critical development
constituencies.

Peer inditutionsthat have made the mod rapid progress in recent years have doneso with an
aggressive modd for development focused on the conaept of advancement, i.e., a
development program suppoted by alumni relations and marketing and communications
efforts. TheUniversity andthe Foundaion need to make six changes:

Creste a University Advancement Coundl (UAC): This conacept promotes more effective
communicationsand coordination between and among the development, alumni relations
and marketing/communicationsstaff of the University Administration, the campuses, the
Founddion and the Alumni Assodation, and, in fact, the UAC was initiated in Augugs
2005. TheUAC ischared by theUniversity President and indudes the Chancellors, the
UIF President, the UIAA President and other advancement-related |eadership.

Establish on each campusthe postion of Vice Chancellor for Development and
Advancement/Vice President of theU of | Founddion: Working with the Chancellor and
the Foundaion President, thisindividud would serve as the campus chief development
officer and would beresponsble for facilitating the coordinaion of the development and
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implementation of an integrated advancement plan for the campus In doing so, this
postion would work with thecampus leadership in alumni relationsand
marketing/communicationsto establish and implement this integrated advancement plan.

* Continuethe practice of shared responsbility and shared accounibility: While concern
has been expressed aboutthe complexities of usngan organizationd matrix structurein
thedevelopment area, the benefits of the campusand the units having a shared stake in
the planning, implementation and realized outcomes of the development/advancement
program outweigh identified shortcomings Obvioudy, the development of trug,
effective ongoing communicationsand reliable and trangparent measures of god
achievement are crudal for ensuring our fundraising advances and successes. Overall,
this practice of shared responsbility and accountbility isimportant to promoting the
attitudes of teamwork and “we're al in this togeher.”

* Campusdriven fundaising strategies: Each of thethree campuses, working with the
University President and the Foundaion, need to develop different fundraising strategies
based on ther distinctiveness, donorpool capecity and potential, and yet still be hdd
accountable for specific results. UIC, for example, needsto build a program tha
emulates the best urban public universities by emphasizing linkages to corporationsand
city leaders, withoutregard to whether or notthey are dlumni. Medicine needsto focus
on grateful paients and donors attracted to star doctors. UIS needsto make sureits
strategies fit its own distinctiveness and capecity, and that it clearly communicates its
local and regiond impact. UIUC needsto focuson princpd gifts, refinethe corporate
relationseffort to more broadly indudecorporate contract activity and more fully
engagefaculty in seeking private foundaion suppot. Efforts should also beindituted to
increase alumni paticipaionin annud giving. The responsbility for defining and
implementing these strategies mug start with the development staff, but will not succeed
withoutthe President’s, Chancellors' and Deans involvement and suppot.

* Development staff assgnments: As agreater emphasisis placed on alumni participaion
in theannud fund,thefull scopeof annud fundactivity (induding events, aumni
activity, direct mail and telemarketing solicitation, uppe-level annud fundpersond
solicitations acknowledgement processes and stewardship) should be evaluated for the
mog appropriate alocation of staff resources in order to assure a sophisticated and
successful effort. Major gift officers should continueto incorporate progoecting calls
with ther existing cultivation and solicitation efforts, and dud “asks’ for amajor gift
and an annud gift need to become commonplace. In amatrix organization, there needs
to begreater involvement in and attention to theannud giving process on the part of
chief development officers and Deans Out-of-state alumni need to be coordinated unde
geographic assignments, while in-state alumni should be seen by each campuswith
greater emphasis on more development officers from every campusfocusng on Greater
Chicago.

* Improved daabase and use of technology: The administrative opeationsassodated
with information suppot mus beimproved so tha database capabilities adequaely
suppot thefundaising, neworking and marketing/'communicationsstrategies of the
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University, theUIF andtheUIAA. Shared responsbility of the database fundiondity
should indudespecific gods for key information elements such as addresses, phone
numbers, e-mail addresses, wealth indicators, history of student involvement and other
factors. Each campusshould identify its top alumni and develop ongoing trackable
strategies for involving them in thelife of theingitution. Thecurrent database has
significant weaknesses in suppoting corporate and founddion initiatives, and this should
be addressed when evaluaing the next generation of information technology software.

Plan and execute a comprehensive, University-wide, campus-focused capital
campaign to captur e theresour ces necessary to meet therenewed vison and
priorities of the University and its campuses.

Planning is obvioudy well down theroad with this effort, althoughgiven recent demandson
the University resulting from diminished state suppot and inareased tuition, some reshgping
and expangon (“stretching”) of our gods may bein order to further increase endowment and
to gan significantly new levels of student suppott.

6.

Institute a perfor mance management system that will enhance individual and
organizational productivity in building relationships and securing financial support
from alumni and friends. Embraced within thisinitiativeisthe importance of
delivering an improved program for recruitment, training and retention for both our
development staff aswell asinstitutional leader ship.

Creste a more effective program for evaluaingindvidud peformance: In orde for our
fundraising efforts and therecommended strategic thruss to be successful, we must
create a more effective program for evaluaing and managing the peformance of the
individuds involved in fundraising.

Re-evaluae and re-design a peformance management system: TheFounddion, working
with the University and campusdevel opment leadership, will develop and implement a
performance management system tha will providetimely and adequae informationto
suppot fundraising staff and program development and evaluaion. Attentionwill also
be given to creating a development leadership training program tha will ensure tha al
fundraisers are exposed to and groundel in fundraising “ best practices.” Findly,
attention will begiven to professiond development staff career advancement needs

Furthermore, we recognize tha the competitionfor talent is enomous making staffing
issues of vital importance: Thechdlenges are different at each campus butthe success
of theoverall advancement effort dgpendson the ability of the University of Illinois to
attract, develop, retain and reward extraordinary development professionds. Thisisan
areawhere the Foundaion can and should take a leadership role in providing templates
for establishing and evaluaing performance objectives.
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V. Resource Plan

A. Resources Needed

As commonly used in busness opaations abudge is a systematic method of allocating
finandal, physca and human resources to achieve strategic gods. A budgé facilitates the
organization’s ability to monitor progress toward those gods, hdp manage spending and
assess cash flow and profitability. Within any organization, compeitionfor resourcesis
inevitable. Every fundion and unit typically requires funding for both capital and opeating
expenses—usudly in excess of the actud resources available. This makesit critically
important for the organization to design processes and procedures so tha resources are
allocated to suppot key strategies.

Important benefits of astrategically aligned budgée process indudebetter enterprise-wide
undestanding of strategic gods, more coordinaed, collaborative suppot for those gods and
an improved ability for stakeholders throughoutthe organization to respondmore quickly to
competition. As we movethe development community’ s strategic plan forward, a key
element of resource allocation decisionswill beto assign and develop resources onthebasis
of ther linkageto vision, mission value and theresulting or anticipaed performance.
Allocation criteriawill indudeassessment of:

» Strategic priorities,
e Peformance; and,
*  Need.

It isanticipaed tha resource allocation will be based on a process usng theintegration of
performance planning in conjundionwith thebudyet process. Another maor element of the
process will be providing an effective management tool(s) for administrative decision-
making while ensuring a direct assodation between development community mission and
vision, budgeing, planning and performance assessment. Projected enhancements of the
current budge system(s) capecity will enable decisiorn-makers to assess expenditure and
achievement by thrud area, evaluate how dollars fund strategic activities, how these activities
are expected to generate certain outputs and what outcomes should then betheresult.

Aninitial evaluaion of resource requirements has resulted in thefollowing “ Resource
Allocation” chat on page44. More detailed assessment and planning activities will be
undetaken in future phase(s) of the planning process, induding:

* Review andimplementation, where practical, of recommendaionsrelated to possible re-
alocationsof current funding;
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* Andysisof possible sources of savingsto be created by eliminaing redundandes,
centralizing certain enterprise-wide fundionsor requirements, more collaborative
working relationdhips across the devel opment community, etc.; and,

* Research and/or identification of possible new sources of funding, induding a

determindion of thefundng sharesto beprovided by the University, the campuses and
the Foundaion.
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