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I.  Executive Summary 
 
The establishment of the land-grant university tradition, which started in 1862 with the 
signing of the Morrill Act, permitted all United States citizens the opportunity to learn, to 
make positive contributions to society at large and to change the world for the better.  
Chartered in 1867 in Urbana, the University of Illinois was one of the original 37 public 
land-grant institutions created within 10 years of the signing of the Morrill Act and it has 
traveled an exciting and evolutionary path in support of the society it serves. 
 
Academic leader, research powerhouse, active community participant, each Illinois 
campus—Urbana-Champaign, Chicago and Springfield—offers its distinctive academic and 
research excellence to improve the lives of all, in this state, in this nation and throughout the 
world.  Linking its academic enterprise with urgent public concerns, today’s 
multidisciplinary University of Illinois teaching and research activities involve 21st century 
issues and challenges. 
 
Consistent excellence in teaching, research and public engagement requires sufficient 
funding and the University of Illinois continues to experience tremendous financial 
challenges for two primary reasons:  1) in part as a result of its vision to take a leadership 
role in tackling society’s major challenges; and, 2) in part as a byproduct of the budget 
problems being experienced by many states today, including the state of Illinois.  As the 
State’s portion of the University’s budget has diminished over time, the costs of providing a 
superior higher education experience have continued to rise.  It’ s important to note that 
tuition and fees are actually a small part of the University’s budget each year, with only 
about 25 percent of the budget supplied by state appropriations.  Given these financial 
challenges, the University’s critical priorities make philanthropic support a necessity rather 
than a luxury.  We are in a period of opportunity during which the University of Illinois must 
build its financial assets in order to meet future challenges and opportunities head-on, from a 
position of leadership and organizational strength.   
 
When President B. Joseph White took office as the University of Illinois’  16th president on 
January 31, 2005, one of his primary objectives was to guide further development of what he 
envisioned as the “university of the future” .  In March 2005, President White asked the 
University family to join him in creating a strong strategic plan that will take the University 
into its next era of learning, discovery and engagement, believing that a dynamic strategic 
planning effort geared toward a 21st century vision of the University of Illinois would be one 
of the essential steps in fulfilling the University’s modern mission.  As a University support 
organization, the University of Illinois Foundation is a critical component of the overall  
U of I strategic planning effort, as is the broader development community. 
 
Led by Dr. Sidney S. Micek, University of Illinois Foundation President, the senior members 
of the University’s development community worked together over the course of the summer 
of 2005 to begin to address the development needs and objectives of the University through 
the next decade and beyond.  An important distinction to be made concerning this particular 
strategic planning effort:  rather than focusing solely on the Foundation as an organization, it  
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encompassed the University’s entire development community and also included top 
leadership representation from the University of Illinois Alumni Association and University  
of Illinois central administration.  As the development community examined the University’s 
fundraising history and planned for the future, three critical things were kept in mind: 
 
• First, as a public higher education organization with a common mission and set of 

values, in the future the U of I  will likely be more defined by its three University 
campuses; 

 
• Second, the University President, Chancellors and Deans will take an expanded 

leadership role in fundraising, with the development staff at the UIF and on the 
three campuses providing vital support—this will strengthen the partnership 
between the development and academic communities to achieve our  common goals 
and shared fundraising responsibilities.  

 
• Third, the Foundation will continue to work with the University of I llinois and its 

three campuses in establishing fundraising goals, implementing development and 
institutional advancement plans and measur ing fundraising success. 
 

Planning work during the summer and fall of 2005 has resulted in an awareness that it is 
necessary to adopt a much more proactive advancement-oriented model at the University of 
Illinois, an approach that will more clearly integrate the functions of development, alumni 
relations and marketing/communications.  Furthermore, this advancement model will be far 
more closely linked with the University’s academic mission and strategic thrusts. 
 
It has also become clear that it is time to develop and publicize a distinct vision related to the 
idea of advancing the University with its key publics and stakeholders.  The following 
“advancement”  vision statement resulted from the development community’s strategic 
planning process: 
 

“The vision for advancing the University of Illinois with its key external publics is to 
implement an integrated development, alumni relations and 
marketing/communications program that will achieve strong constituent relationships 
and generate significant private financial resources to ensure the University’s 
excellence.”  

 
Given this vision, the development community’s collective strategic intent is focused on 
nothing less than facilitating the University’s ability to assure that the University of Illinois is 
well recognized in the state of Illinois, the nation and around the world as one of the top 
public universities in the U.S.  And, by the end of the Campaign in 2011, we expect to rank 
consistently among the top public universities in private support as well. 
 
To assist the development community in understanding how best to plan for and execute the 
desired organizational performance, an environmental analysis was conducted to clarify the 
current and future trends, in conjunction with issues and recognized best practices in the 
higher education and fundraising sectors.  The information and data assembled from the  
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SWOT analysis (strengths, weaknesses, opportunities and threats), an environmental scan 
(factors like the tax and regulatory environment going forward), exercises to benchmark 
against appropriate peer groups and the identification of best practices have made it clear that 
we have four critical strategic issues that must be addressed relative to our development 
efforts: 
 
• There is a widening gap between the private support growth rate of the University of 

Illinois and the mean private support growth rate of its peers; 
 

• The size of the combined University of Illinois/University of Illinois Foundation 
endowment is insufficient to enhance the ability to recruit and retain top faculty and 
support student financial aid needs; 

 
• Relatively low annual giving dollar amounts and low alumni participation rates are 

limiting the ability to generate current use funds to meet annual needs and build a highly 
loyal donor base; and, 

 
• Declining state revenues are creating an ever-increasing demand for greater levels of 

private support. 
 
Given these major issues, six strategic thrusts have been preliminarily identified that appear 
to offer the best road map to improve not only the efficiency and effectiveness of our 
development efforts, but additionally will enable the University of Illinois to significantly 
close the development performance gap relative to the universities against which the 
campuses compete.  These thrusts are: 
 
1. Adopt an “advancement model” that ensures the integration and coordination of the 

development, alumni relations and marketing/communications functions of the 
University and its supporting agencies. 

 
2. Build capacity and exploit leadership to secure transformational gifts, especially 

gifts of endowment. 
 
3. Redefine, develop and implement more productive and cost-efficient annual fund 

programs that will increase both revenues and alumni participation, and decrease 
redundancy of effort. 

 
4. Introduce structural/organizational change that will enhance the effectiveness of our  

fundraising programs and our  ability to educate and involve cr itical development 
constituencies.  

 
5. Plan and execute a comprehensive, University-wide, campus-focused capital 

campaign to capture the resources necessary to meet the renewed vision and 
pr iorities of the University and its campuses. 
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6. Institute a per formance management system that will enhance individual and 

organizational productivity in building relationships and secur ing financial support 
from alumni and fr iends.  Embraced in this initiative is the importance of deliver ing 
an improved program for recruitment, training and retention for both our  
development staff as well as institutional leadership. 

 
These six strategic thrusts have been translated into basic implementation timetables listing 
the specific actions to be executed, key dates impacting these actions and the chief leadership 
responsible for implementation.  This basic thrust information will provide the basis and 
context for development of a related monitoring and evaluation process.  The ultimate goal is 
to create and implement an integrated, highly visible, continuously operating, strategically 
aligned, performance-based management system that is deployed throughout the entire 
development community. 
 
It is anticipated that resource allocation will be based on a process using the integration of 
performance planning in conjunction with the budget process, thereby providing an effective 
management tool for administrative decision making, while ensuring a direct association 
between development community mission and vision, budgeting, planning and performance 
assessment.  More detailed assessment and planning activities will be undertaken in future 
phase(s) of the planning process, including: 
 
• Review and implementation, where practical, of recommendations related to possible re-

allocations of current funding; 
 

• Analysis of possible sources of savings to be created by eliminating redundancies, 
centralizing certain enterprise-wide functions or 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 campaign and University development community performance, 
ensure accountability and assist the planning process in an ongoing manner.  Performance 
metrics that will continue to be tracked include: 
 
• Giving Totals: by gift type, source, purpose and beneficiary 

• Giving Totals: Annual Fund Program 

• Alumni participation rate(s) in Annual Fund Program 

• Endowment growth (new gifts and investment appreciation) 
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• Gift proposal development and solicitation outcomes (i.e. “pipeline report” ) 

• Prospect contact activity (i.e., qualification, cultivation, solicitation and stewardship) 

These measures will be tracked enterprise-wide, by campus, by unit and will be tied to 
individual performance as well. 
 
Based on the results of the development community’s strategic planning process, additional 
actions should be taken to improve three other key areas of note.  First, international, national 
and regional efforts, particularly in the Chicago metro area, must be strengthened.  Second, 
the internal stewardship of gifts received should be enhanced.  Finally, we need to look at 
enhancing decision support capacity (database management, research, information 
technology) and the ability to sustain strategic thinking and decision support activities. 
 
Development Community:  Major Stretch Goal 
By 2015, the three campuses of the University of Illinois should consistently rank in the top 
five of their peer group in total gift support over any five-year cycle.  To accomplish this 
stretch goal, the University of Illinois and its campuses, the U of I Foundation and the U of I 
Alumni Association must work together to achieve twelve objectives: 
 
1. The UI President, the UIF President and the Chancellors, as chief development 

officers, must be highly focused on significant major and transformational gifts. 
 
2. A fully integrated approach to advancement must be implemented. 
 
3. Alumni participation should rank in the top five as compared to peer  public 

institutions. 
 
4. Marketing and communications should str ive to be world class, taking full 

advantage of current technology. 
 
5. Better  development and advancement support to chancellors, deans and department 

heads must occur . 
 
6. Programs to recruit, develop and retain the best advancement staff must continue to 

be refined. 
 
7. Database capabilities, with r icher  history, e-mail addresses and better  support of 

prospect identification and research efforts must be enhanced. 
 
8. More vehicles for student, alumni and fr iend volunteer  involvement and a strong 

commitment to enlisting leaders onto important boards such as the Alumni 
Association, the Foundation and campus advisory groups must be created. 

 
9. Corporate relations, emphasizing partnerships based on student internships and 

placement, research, philanthropy and other  common goals, must be improved. 



Strategic Plan for Development                                                                                                                                          8 

10. New strategies centered on market segmentation, with a special emphasis for 
Chicago and for selected other  geo-regions around the globe, must be developed.   

 
11. The development community must be appropr iately streamlined to ensure that a) 

roles and responsibilities are clearly articulated to all related staff members and b) 
that the fundraising results obtained are commensurate with the designated staffing 
levels.   

 
12. Actual time in the field must be maximized for development staff, to ensure that the 

highest possible number of “asks” regularly occurs, resulting in increased levels of 
gift commitments. 

 
 
Development Community: Operating Philosophy 
Together, the development and advancement communities of the University of I llinois, as a 
whole, will facilitate and ensure that the University will continue to lead the way throughout 
this century .  We will do so with a spiri t of “ we’re al l in this together”  and an understanding 
that it ’s amazing what we can accomplish when we share the credit of our  collecti ve successes. 
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I I .  Intr oduction 
 
A.  On Behalf of the People 
Since the 1860s, when public institutions like 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 needs of the people and of the nation have often provided the 
momentum for many of the research efforts conducted at land-grant universities.  Today, two 
of the most important stakeholders for public research universities are the students that they 
teach and the state in which they are located, and this is certainly true for the University of 
Illinois.  Moreover, today’s U of I impacts the quality of life across the nation and around the 
world. 
 
Characterizing the intellectual strength and positive impact of a uniquely American 
educational innovation, the University of Illinois continues to fulfill its democratic mandate 
for student access and public service, and has joined the ranks of the nation's most 
distinguished public research universities.  Today, the University consists of three campus 
locations—Urbana-Champaign, Chicago and Springfield—with additional branches of the 
Chicago-based College of Medicine at Peoria, Rockford and Urbana.  At every U of I 
campus, academics and research activities are nationally ranked and recognized as 
preeminent in diverse fields of study. 
 
Well-coordinated, extensive research, teaching and public engagement require adequate 
funding, and the University of Illinois is currently experiencing tremendous financial 
challenges as a byproduct of the budget reductions being experienced by many states, 
including the state of Illinois.  In addition to the well publicized economic downturn that 
significantly influenced the first few years of the 21st century, some key societal and political 
changes have also caused state support of public higher education to dwindle persistently 
around the nation.   
 
As the last century drew to a close, citizens consistently demanded smaller state government, 
in conjunction with restrictions on state spending and limited tax increases.  Students and 
their parents became more outspoken and discerning consumers, demanding the best in 
faculty, research and learning opportunities, within a value-added cost structure.  Moreover, 
public universities routinely deal with state control concerning issues ranging from staff 
salaries to tuition, imposing limitations that impact budget management options, as well as 
staff recruiting and retention.  The escalating speed of technological innovations and 
knowledge expansion have also had a significant impact on the costs incurred by universities, 
as they race to keep up with IT infrastructure requirements and an information explosion that 
demands new course offerings, frequent textbook updates and the latest in research resources.  
Additionally, aging facilities must be replaced with state-of-the art research and teaching 
centers able to accommodate a growing faculty and student body.  Over the past 20 years or 
so, the costs of providing an optimal higher education experience have continued to rise, 
while state support has concurrently continued to lessen.  The resulting negative impact of 
that diminished funding becomes more difficult to respond to effectively with each academic 
year. 
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When President B. Joseph White took office as the University of Illinois’  16th president on 
January 31, 2005, his objective was to guide further development of what he envisioned as 
the “university of the future.”   He understands that higher education has been and will 
continue to be impacted by remarkable changes, including opportunities created by 
expanding markets and the challenges of an environment characterized by increasing 
competition.  Therefore, President White asked the University family to join him in creating 
a strong strategic plan that 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 throughout the University began to work together to 
formulate a strategic plan.  Among those present at the Summit were key leaders representing 
the University’s development community. 
 
 
B.  UI  Development Community Planning Process 
As stated in the Foundation’s Articles of Incorporation, its role is procuring private support 
on behalf of the University.  The Foundation functions as the independent official fundraising 
and private gift-receiving agency for the University of Illinois.  In its role of developing 
private gifts, the Foundation works with the Associate Chancellors for Development at each 
of the three campuses and helps lead efforts to plan and mount special fundraising initiatives, 
as well as annual giving programs and major capital campaigns.  This vital fundraising work 
occurs in collaboration with the President of the University, the chancellors of the three 
campuses and a network of campus and Foundation-based development professionals.  In 
addition to making giving opportunities known, the Foundation also recognizes that to best 
serve both the University and its alumni and friends, it must operate effectively as a business 
entity by appropriately acknowledging gifts, prudently managing gift monies, carefully 
managing gift accounts, administering investments and consistently growing the endowment. 
 
While the University of Illinois Foundation acts as a nexus for all fundraising activity, 
fulfilling the primary purpose for its existence, the entire process begins, as it should, with 
the University—its goals, objectives and needs.   
 
As a University support organization, the Foundation is a critical component of the overall  
U of I strategic planning effort.  Led by Dr. Sidney S. Micek, University of Illinois 
Foundation President, the chief members of the University’s development community 
assembled at a Development Strategic Planning Retreat on June 20, 2005, to begin to address 
the development needs and objectives of the University over the next decade and beyond.  
An important distinction to be made concerning this particular strategic planning effort:  
rather than focusing solely on the Foundation as an organization, it encompassed the 
University’s entire development community and also included top leadership representation 
from the University of Illinois Alumni Association and University Administration. 
 
Based on planning guidelines 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 analyzing and discussing: 
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• Development practices and processes currently in use; 
 
• Internal and external environments, trends and challenges that impact development, now 

and into the future; 
 
• Leading development and advancement “best practices” ; and, 

• Projected potential, both in terms of financial achievement and constituent relationship-
building. 

 
Recognizing that their work for the Strategic Plan has the potential to be instrumentally 
important to the University’s future, not only through 2015 but well beyond, participants 
openly shared their candid thoughts, concerns and ideas during the retreats held on June 20th 
and August 15th, 2005.  These retreats, along with an August 26th development-related 
strategic planning meeting of the UIF Board of Director’s Executive Committee—which 
included U of I President White—allowed the resulting planning efforts to benefit from the 
collective creativity and knowledge of the group, and with their continued input over the next 
several weeks, produced a development-oriented plan that is strategically aligned with the 
University’s vision and that is challenging yet achievable. 
 
The remainder of this document:  examines the Purpose which drives the development 
community; outlines the Strategy necessary to facilitate that purpose; highlights the 
Resources required to implement the strategy; outlines chief elements of the 
Monitoring/Evaluation process; and, summarizes the projected Implementation path, along 
with related assessment concepts. 
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I I I .  Purpose 
 
The notion of purpose addresses the question "Why are we doing the things that we’ re doing 
today?" This is often driven in large part by the past; earlier mission focus, philosophies and 
practices of past leaders, prior organizational structure and so forth. 
 
As mentioned earlier, this 2005 development-related strategic planning effort involves the 
University’s entire development community, so the model of a single planning unit has really 
been expanded to encompass more of a working group concept—the idea of a unified 
function which crosses reporting lines and even organizational boundaries in many instances.  
To develop greater insight into the nature, performance level and strengths and weaknesses 
of development at the University of Illinois, strategic planning participants first examined the 
evolution of private support at the University. 
 
 
A.  From Fundraising to Development and Beyond 
In 1895, when the University of Illinois received its first recorded private gift of $100, a 
culture of giving back was created that has been steadily gaining momentum ever since.  
From 1895 until 1935, private gifts to the University of Illinois totaled $3.2 million.  In the 
mid-1930s, the University recognized a need for a function or an organization dedicated to a 
more professional, consistent fundraising approach so the Foundation was chartered in 1935.  
From 1935 to 1978—just before the Foundation’s first major fundraising campaign began—
private gifts for the University made through the Foundation amounted to approximately 
$51.8 million, an indication of the enhanced success that could be generated by dedicated 
attention to proactive fundraising. 
 
One of the noteworthy events in the Foundation’s history that permitted such fundraising 
success occurred in 1964 when the Presidents Council was established.  The Presidents 
Council was created to honor those who make extraordinary financial commitments through 
their significant individual contributions of private resources to the University.  Since 1964, 
scores of milestone events have occurred at the University of Illinois and Presidents Council 
members have empowered many of these achievements with their financial support. 
 
Beginning in the late 1970s, the private support focus at the University of Illinois began to 
shift to more of a development approach, due to the recognition of the potential impact that 
developing long-term gift potential could have for the University’s future.  This move toward 
a development approach also resulted from the University’s need for assistance in land 
purchase transactions related to private gifts, in addition to other business activities 
reminiscent of more standard banking, financial management and accounting functions.  It’ s 
important to note that the nonprofit sector as a whole matured during this time frame as well, 
increasingly adopting standard business practices into their management systems. 
 
Coinciding with a declining trend in state funding, the University of Illinois embarked on its 
first comprehensive capital campaign in 1979.  Between 1979 and 1985, the Foundation’s 
initial major fundraising endeavor—Campaign for Illinois, with a goal of generating  
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$100 million in private gifts—raised another $137 million for the University.  Fundraising 
efforts at the Foundation and campus levels became more organized during this time, and an 
investment was made to enhance development and administrative staff levels, as well as the 
accompanying operational systems. 
 
Approximately twenty-five years ago, fundraising strategy and communications materials 
became more professional throughout the nonprofit sector and the activities of nonprofits 
were increasingly coming under government scrutiny and regulation.  These trends, along 
with the recommendations formulated by the University of Illinois Committee on 
Fundraising Organization in its final report (1989), became the basis for many of the 
organizational and policy changes enacted at the Foundation in the 1980s and early 1990s.  In 
large part responsible for key fundraising-related changes at the University of Illinois, this 
1989 report—also known as the “Olien Report”—took a hard look at the University’s 
development processes.  Critical at that time was strengthening the role of the Associate 
Chancellor for Development and solidifying reporting relationship(s) through the creation of 
a decentralized or “matrix”  organizational structure that remains in place today.  All three of 
these factors—increasing professionalism in the nonprofit sector, government regulation and 
the Olien Report—helped to generate the extensive fundraising growth that would occur at 
the University in the years to follow and facilitated the continuing evolution to a more 
development-oriented approach at the University of Illinois. 
 
Typical of nonprofits who need private support to achieve their objectives, the Foundation 
consistently became more centered on aligning fundraising goals with institutional and unit 
planning.  As state funding continued to decrease—at the time, down to approximately one-
third of the University’s total budget—the decision was made by the University and the 
Foundation to launch the second campaign, Campaign Illinois, in 1991.  A goal of $1 billion 
was eventually established.  The Campaign was publicly announced at the Foundation’s 
Annual Meeting in October 1994, with approximately $350 million, or 35% of the goal, 
raised during the preceding quiet phase.  The $1 billion goal was reached in May 1998, but a 
decision was made to capitalize on existing momentum and extend the ending date of the 
Campaign to December 31, 2000.  A total of $1.53 billion was raised during Campaign 
Illinois, making this fundraising effort one of the largest campaigns ever conducted by a 
public university at that time. 
 
Campaign Illinois not only brought U of I fundraising to a new level, it also elevated the 
importance of private gift support among the University community, alumni and friends.  
The Campaign enabled major investments in the expansion of the UIF and campus-based 
development staff, as well as in the related infrastructure and administrative support systems.  
The outreach program implemented via marketing and communications, the volunteer 
network, special events and the thousands of contacts made by development officers 
reconnected alumni to the University and significantly broadened the pool of prospects and 
donors.   
 
While the development community at the University of Illinois consistently performed well 
over the years—particularly since the establishment of the Foundation—the 1990s brought 
changes in the external environment that began to noticeably alter the private support  
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landscape, even for public higher education.  As the 1990s drew to a close, national and 
international economic shifts, changes in donor demographics and an ever-increasing 
recognition of the impact of community and individual involvement created a focus on 
building genuine relationships with donors.  The expectations of constituents changed.  
Philanthropy, once beneath the public’s radar, is today the topic of debates that are more than 
a blip on the screen.  Donors today really want to be hands-on contributors and expect to 
become involved in the enterprise, which leads to another modern truth.  People don't give 
only to institutions; people give to people.  An additional organizational issue that captured 
the attention of business leaders in multiple industries during the decade of the ’ 90s was 
recruiting and retention of top talent and both nonprofits and higher education institutions are 
still facing these staffing challenges into the 21st century.  The way the world communicates 
has also changed significantly; communications are expected to be more instantaneous, more 
targeted, more personal.   
 
Moreover, corporate giving changed over the course of the 1990s, shifting in ways that have 
significant implications for the future.  Just as companies are striving to be more efficient and 
effective throughout their organizations, so too are they looking to get as much leverage as 
possible out of every giving dollar.  Instead of funding a broad array of community programs 
or philanthropic organizations, many corporations are now tending to focus their charitable 
contributions on those areas that can complement or augment their overall business direction, 
looking upon their “contributed” dollars as an investment to be measured in terms of its 
return on investment. 
 
Considering these recent trends and the evolutionary path of development at the U of I, a key 
question for the development community at Illinois today is “How can we generate sufficient 
resources for our University in the current environment?”  
 
Three fundamental issues emanated from the strategic planning sessions this summer: 

 
• First, as a public higher education organization with a common mission and set of 

values, in the future the U of I  will likely be more defined by its three University 
campuses; 

 
• Second, the University President, Chancellors and Deans will take an expanded 

leadership role in fundraising, with the development staff at the UIF and on the 
three campuses providing vital support—this will strengthen the partnership 
between the development and academic communities work together  to achieve our  
common goals and shared fundraising responsibilities. 

 
• Third, the Foundation will continue to work with the University of I llinois and its 

three campuses in establishing fundraising goals, implementing development and 
institutional advancement plans and measur ing fundraising success. 

 
Overall, retreat participants and key development community leadership agreed that it has 
become necessary to adopt a more clearly defined advancement-oriented model at Illinois, an 
approach that will more clearly integrate the functions of development, alumni relations and  



Strategic Plan for Development                                                                                                                                          15 

marketing/communications.  Furthermore, this advancement model will be far more closely 
linked with the University’s academic mission and strategic thrusts.  Planning participants  
acknowledged that the University and its related support organizations (i.e. the UIF and the 
UIAA) have arrived at a point in organizational evolution where our highest academic 
aspirations, unparalleled opportunities and resource development initiatives must be more 
closely integrated for both effectiveness and efficiency purposes. 
 
Ultimately, the development community embraced a central unifying concept:  create and 
implement an advancement model, one that would be tailored to the University of Illinois.  
Participants uniformly agreed that this type of model could greatly improve collaboration and 
would more likely create a consistent brand and related set of messages.  This new 
advancement model would establish a system-wide framework for increased collaboration. 
 
A clear understanding of mission and vision is essential to effective planning in any 
organization.  The participants next addressed the question whether the Foundation’s current 
mission statement would serve the proposed advancement model that came out of the 
strategic planning work. 
 
 
B.  Mission and Vision 
Every organization needs to have a clearly defined mission and a focused understanding of 
how that mission will be implemented.  Given this, a mission statement also becomes the 
starting point for the creation of organizational goals, basic strategies and performance 
criteria. 
 
Formed as a corporation in 1935, the Foundation’s mission statement has served both the 
organization and the University well for multiple decades.  The Foundation’s mission 
statement emphasizes the reason for the Foundation’s formation: 
 

“The University of Illinois Foundation is a not-for-profit corporation responsible for 
encouraging and administering private gifts made to further the University’s mission.  
Although the Foundation is a separate entity from the U of I, the Foundation’s sole 
reason for existence is to serve the University.”  

 
This mission statement clarifies the Foundation’s organizational focus:  1) one of its primary 
responsibilities is to raise awareness of the need for private support; 2) it is to lead proactive 
efforts to solicit gifts on behalf of the University; and, 3) it is to work to effectively carry out 
its fiduciary responsibilities in the management of the assets received by the Foundation.  
Each of these areas is still fundamentally necessary to the development process at the 
University.   
 
While the Foundation’s mission statement is still relevant to it as an organization, it became 
clear during the development community’s strategic planning process that it is also time to 
develop and publicize a vision statement related to how the Foundation’s mission will be 
implemented within the context of an institutional advancement model.  As envisioned, the 
“advancement model”  would bring together several separate but complementary functional  
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Development Community 
Core Values 

Quality 
Dedicated to the highest standards of excellence in performance to fulfill 
organizational and individual objectives.  
 
Professionalism 
Devoted to high ethical standards and a competence level that leads to 
excellence in the performance of our mission. 
 
Service 
Committed to meeting the needs of our constituents from within and 
outside the organization. 
 
I ntegrity 
Pledged to ensuring that our actions and transactions are performed in 
sincere, honest and trustworthy ways.  
 
Caring 
Sensitized to the needs and feelings of others. 
 
Unity 
Committed to working together to achieve a common goal. 
 

areas, creating synergy between the marketing/communications, public affairs, alumni 
relations and development groups.  These disciplines typically feature and communicate the 
excellence and achievement of faculty, students, staff and alumni, engage constituents in the 
life of the University and seek financial support on behalf of the University.  The integration 
of these activities will enhance the success of each. 
 
The following “advancement”  vision statement resulted from the development community’s 
strategic planning process: 
 

“The vision for advancing the University of Illinois with its key external publics is to 
implement an integrated development, alumni relations and 
marketing/communications program that will achieve strong constituent relationships 
and generate significant private financial resources to ensure the University’s 
excellence.”  

 
 
C.  Guiding Core Values 
Core values are the principles, beliefs and standards that provide organizations with a  
foundation for defined action and decision-making.  They foster productive work 

environments and facilitate the 
development of organizational 
infrastructures that are important 
for carrying out a mission 
effectively.  Guiding values 
become the regular mental habits 
that influence how staff members 
act toward one another and how 
they interact with both internal and 
external stakeholders. 
 
Several years ago, the Foundation 
generated a list of core values 
outlining the six primary areas of 
focus for relationship-building and 
service.  The retreat sessions 
tacitly solidified these core values 
and the development community’s 
determination to work together to 

achieve strategic alignment using our shared purpose and vision as the starting point for our 
collaboration.  All participants reaffirmed that we depend upon one another and must work 
together to achieve effective results, as well as take responsibility for crafting our own future 
advancement success. 
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D.  Key Mandates 
An organization’s successes, as well as its business operations, are significantly impacted by 
various factors that exist in the external environment, i.e. those conditions and/or trends that 
are beyond the direct control or influence of the organization.  One of the most important in 
today’s world involves legal mandates. 
 
In addition to the legal mandates that affect the University of Illinois, and therefore, impact 
the operating and administrative environment for the development community, nonprofits or 
fundraising organizations are expected by both the public at large and the government to be 
responsible and accountable for their actions and effectiveness, with vigilant attention to 
defined standards of ethics, legal requirements, program assessment and outcome 
determination.  In addition to their relationship with the general public, nonprofits must 
routinely assure their key constituents—including the governing board, donors, volunteers 
and employees—that they are completely trustworthy and operating within applicable legal 
parameters.   
 
Higher education institutions also take their fiduciary responsibilities seriously.  Today’s 
universities are as complex as the typical large international corporation; those with wide-
ranging business and research enterprises, along with complex investment portfolios 
regularly work to create a control structure that effectively manages both operational and 
reputation-related risk. 
 
The University’s development community is influenced by a juxtaposition of these two 
sectors, nonprofits and higher education, and may be impacted by regulatory mandates at the 
state or federal level.  In some cases, best practice implementation may also have a bearing 
on adherence to a regulation that, strictly speaking, does not legally apply, but that may 
enhance performance if adopted. 
 
Most government regulation of nonprofit organization activities, such as charitable 
solicitation, is drawn from federal and state law established by elected legislatures.  Specific 
regulations that implement those laws are then developed by the associated executive branch 
agencies.  State governments are typically one of the most active regulators of fundraising 
activities and the standards are normally different from place to place.  Nonprofits have 
certain legal obligations that usually fall under the general oversight of the state attorney 
general.  When an organization exists for the stated purpose of providing for the public good, 
the attorney general is charged with representing the public and ensuring that these 
nonprofits fulfill their purpose.  Under Illinois law, fundraisers and charitable organizations 
are required to register each year with the Attorney General's office. 
 
In addition to state regulatory oversight, nonprofit organizations must also be aware of 
federal mandates that impact operations as well.  Examples of state and/or federal statutory 
regulations impacting development community operations include: 
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• Title 26; IRS 501(c)(3) 
 
• Sarbanes-Oxley Act  
o Note:  currently applies only 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 Accounting Standards Board (GASB) 
 
• Uniform Management of Institutional Funds Act 
 
• Illinois Legislative Audit Commission Guidelines 
 
Most industry segments have identified or created common standards or recognized best 
practices and/or measures of comparison that are focused on improving performance, 
reducing risk and increasing the chance for successful goal achievement and service 
deployment to the end user, customer or constituent, and this is certainly true for both the 
public higher education and the nonprofit sectors.  Examples of industry standards or 
industry organizations impacting development community operations include: 
 
• Council for Advancement and Support of Education (CASE):  Management and 

Reporting Standards 
 

• The National Committee on Planned Giving  
 

• American Council on Gift Annuities 
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IV.  Str ategy 
 
 
A.  Statement of Strategic Intent 
The essential mandate for the University’s development community is to inspire and assist 
alumni, friends, corporations and foundations to discover and create their own route to 
effective philanthropy on behalf of the University.  This means helping these potential donors 
to identify and select giving opportunities that fulfill their charitable interests and financial 
objectives, as well as meet the evolving needs of the University.   
 
Our collective goal is assuring that the University of Illinois is well recognized in the state of 
Illinois, the nation and around the world as one of the top public universities in the U.S.  
And, by the end of the Campaign in 2011, we expect to rank consistently among the top 
public universities in private support as well. 
 
 
B.  Environmental Analysis 
The future of development at the University of Illinois will be shaped by several 
environmental factors.   Five key trends are: 
 
1. Peer institutions are building very sophisticated development programs. 

 
The University of Illinois’s ten-figure campaign, Campaign Illinois, made the University one 
of the fundraising leaders in the nation at its conclusion.  Nonetheless, today when comparing 
the growth rate of private giving at Illinois with the top eleven fundraising programs among 
public universities, a gap exists and will continue to widen unless new strategies are 
undertaken (see chart below): 
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2. Competition for gifts, volunteers and development staff is fierce. 

 
There are 25 universities currently planning and/or conducting billion dollar or greater 
campaigns.  The number of nonprofit organizations with development staff continues to grow 
as indicated by the growth of Association of Fundraising Professionals (AFP) membership, 
up to 26,000 members in 171 chapters nationally.  According to the Council for 
Advancement and Support of Education (CASE) in their Fiscal Year 2004 report, “Voluntary 
Support of Education”: 

 
• Approximately one-fourth of all gifts to higher education come from corporations; this 

common pool of prospects will become more competitive. 
 

• Foundations account for another one-fourth of giving to higher education, and this 
common pool is also increasingly competitive.  The University of Illinois has historically 
been more focused on securing corporate and governmental support and resources have 
not been directed at developing foundation grants, so our program has room for growth. 

 
• There is a growing national shortage of qualified development officers.  As more 

organizations expand their fundraising missions, the challenges of attracting and 
retaining talent will increase. 

 
Moreover, the philanthropic leadership of the city of Chicago is often captured by many 
other outstanding causes and prestigious organizations and has been engaged for years.  For 
example, the boards of the Lyric Opera or Chicago Symphony Orchestra and the numerous 
Visiting Committees and Advisory Councils at the University of Chicago and Northwestern 
University provide prestigious opportunities for involvement in the community.  There are 
also many campaigns currently underway in the greater Chicago area: 
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3. The economic outlook in Chicago, the state of I llinois and the nation will impact 
giving. 

 
Bentz Whaley Flessner—a nationally recognized fundraising consulting firm, offering 
consulting services in areas including campaign counsel, feasibility studies, development 
audits and technology systems audits—periodically conducts assessments of key factors and 
trends impacting private support.  In some of the firm’s most recent studies conducted in 
2005, BWF found that the rate of growth in overall giving will continue to be shaped by the 
nation's economy and, specifically, by growth in the stock market.  Further, Bentz Whaley 
Flessner found that giving from friends, corporations and foundations will constitute a 
majority of the gifts to higher education. 
 
The economic future appears solid but unspectacular for the state of Illinois.  Today, the 
State has almost 10,000 households with million dollar taxable incomes and 18,000 
households with taxable incomes of $500,000 to $999,999.  (Note:  The following charts are 
courtesy of Bentz Whaley Flessner.) 
 
 
 
 
 
 
 
 
 
 
 
 

 
AGI Income 
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$100,000 to 
$499,999 522,318 $84,647,679 457,544 $2,027,593 2.40% 

$50,000 to 
$99,999 1,272,520 $88,976,806 775,810 $1,730,810 1.95% 

 
 

4. New technologies will reshape communications and solicitation tools. 
 

The University and its development community need to create and implement a stronger, 
more systematic method for interactively connecting with alumni and donors, with the 
ultimate purpose of promoting greater participation and giving levels, both in terms of dollar 
amounts and number of gifts.  E-communications—email solicitations, e-newsletter updates,  
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blogs, Really Simple Syndication (RSS) feeds—all are used today by both for-profits and 
nonprofits to facilitate development of the relationship between the organization and its 
targeted audience(s).  Today’s relationship-building calls for a more ground-breaking blend 
of traditional communications integrated with greater use of “one-to-one”  marketing 
strategies and technologies.  Such an approach involves more defined audience analysis, 
more targeted content development and a greater focus on web site and data security, due to 
online surveys, data collection activities, etc.  Increasingly, we are recognizing that the 
Internet and web-based communications provide important vehicles for communicating and 
networking with constituencies. 
 
In contrast to these clear trends, however, the University of Illinois currently has accurate 
email addresses for fewer than one in five of its alumni.  Donor expectations continue to 
evolve and increase as they become accustomed to real-time reports concerning their 
investments and online access to more information.  Approaches such as credit card giving 
and online giving continue to grow at peer institutions.  Given these trends, the University 
and its supporting organizations must become more donor-friendly and timely in all 
constituent communications.  The University and its development community risk being 
notably handicapped in the area of marketing/communications unless e-communications 
capabilities are significantly enhanced in the near future.  Naturally, these e-communications 
elements will need to be seamlessly integrated into an overall plan that continues to include 
more traditional marketing/communications approaches such as direct mail and 
telemarketing. 

 
5. The need for private gift support will grow and the demand will shift from funding 

extras to funding basics. 
 

It is expected that the University’s budget will continue to shift away from state support 
toward a larger percentage from tuition and private gift support.  Consequently, development 
efforts are growing in importance.  As tuition increases, additional need-based scholarships 
will become more important as we work to assure access for all highly qualified students.  
Further, total actual gifts and gift pledges counted in a campaign or year-to-year will be only 
one measure of private gift support success as the University looks for hard dollars for 
specific buildings, endowments and program subsidies.  As the fundraising efforts shift from 
the “margin of excellence”  to also supporting core budget needs, the sophistication and 
intensity of fundraising efforts must grow.  The challenge from a fundraising standpoint will 
be to assure donors that they are not being asked to fill the role that is the responsibility of 
the state of Illinois. 
 
 
C.  Competitive Analysis and Benchmarking 
In today's aggressive marketplace, organizations—including public higher education 
institutions—need to continually assess and understand their competitors and their 
competitive positioning.  In areas such as service, implementation, technology, tuition, future 
direction and organizational strengths/weaknesses, accurate well-timed market intelligence is 
critical. The process of competitive analysis permits strategic appraisal of whether the 
organization's position is likely to improve or to deteriorate if the present strategy is  
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continued, how the organization matches up against key rivals on vital industry success 
factors and other chief determinants of competitive success.  Competitive analysis also 
facilitates examination of whether and why the organization has a competitive advantage or 
disadvantage. 
 
Therefore, another important part of the strategic evaluation process is benchmarking.  A 
systematic and continuous process for evaluating strategic plans and either validating or re-
defining them, benchmarking is not necessarily about performance improvement per se, but 
rather is focused on performance management.  Major steps involved in benchmarking 
include:  
 
• Determining the reasons for any identified performance gap(s) that exist between the 

organization and recognized "best in class”  organizations;  
 

• Mapping the "best in class" qualities and key performance factors to discover the "do 
differently" actions, with a focus on the chief enablers of top performance; and, 

 
• Developing an action plan that will take the organization to the "best in class" level of 

performance.  It is important that the details and quality of the action plan and 
implementation process be on par with other key operating and strategic activities in the 
organization.  

 
Competitive analysis and benchmarking related to the development operations of the three 
campuses, as framed against peer institution performance, is summarized below.  Please note 
that the term “aspirational peer”  is used to refer to a higher education institution with a 
mission similar to that of the University of Illinois and with academic, reputational, 
demographic and/or fundraising characteristics that the University seeks to equal or exceed. 
 
 
1.  University of I llinois at Chicago 
 
Overview 
The primary challenge for UIC is the fact that it is not yet viewed within the Chicago 
philanthropic community as a primary destination for seven- and eight-figure gifts.  The 
power of University and campus leadership must be harnessed—the President, Chancellor, 
Provost and key volunteers—to accelerate the constituent education process and buy-in 
necessary to change this dynamic.  Selected additional areas of challenge and positive growth 
for UIC include: 
 
• Annual Giving:  Because UIC’s annual giving program has not previously had a clear 

strategic focus, some basic programmatic and staffing-related expansion and changes 
that will generate significant improvement have been and soon will be implemented.  
For example, in 2005, the campus made a significant investment in the development 
operation to re-establish the central offices of annual giving and of corporate and 
foundation relations.  These functions had been eliminated during previous rounds of 
budget cuts.  By recruiting strong professionals into these positions in the central  
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operation, it is anticipated that improved and more productive cross-campus strategies 
will be implemented in both programs. 
 

• Medical Advancement:  The momentum generated by the elevation of the Medical 
Advancement Office (within the campus structure) in 2003 will act as a solid foundation 
for continued attention to the unique advancement needs of this vital area.  The 
complexities of the world of medicine, the distinctive way that development works in 
that environment, the relationships that patients develop with their doctors, all of these 
factors demand a unique approach to fundraising for the UIC College of Medicine and 
the Medical Center.  Future tactics will be developed that take these elements into 
account. 

 
• Continued enhancement of development-related infrastructure:  The process of planning 

and the aspirational goals that have emerged from this process highlight the need for the 
continued maturation of UIC’s development operation.  
 

• Ongoing training:  It is critical to give all members of the fundraising team the tools that 
they need to excel.  In the fall of 2004, the UIC Office of Campus Development began a 
“Deans Training Program” which has grown into monthly sessions that cover a variety 
of advancement topics.  Regular training for staff members includes these Deans’  
sessions as well as more targeted training specific to line development officers.  At 
present, training is conducted by volunteer staff and consultants.  For the program to 
achieve its full potential, it will require adequate funding to consistently bring in the best 
talent to provide the most relevant content and learning approaches for these sessions. 

 
 
Competitive Analysis and Benchmarking Summary:  UIC 
 
Alumni Giving 

The response rate for UIC alumni who were solicited for annual 
support in 2004 was 7.2%.  This placed UIC near the bottom of its 
peer cohort.  Total alumni giving at 5% was average among peers 
roughly comparable in size, although distantly removed from the most 
successful peers in terms of alumni giving. 

 
Corporate Giving 

UIC falls in the middle of the pack among its aspirational peers in 
terms of corporate giving.  Compared to a select group of urban 
campuses with medical schools, UIC fares better.  It is in the top tier of 
schools for corporate giving. 

 
To optimize their corporate giving programs, some peers have adopted 
innovative programs designed to network with existing and 
prospective corporate partners.  For example, the University of 
Arizona emphasizes close collaboration with academic units to bring 
university needs and matching corporate resources face-to-face.   
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Involvement of high-level university administrators in the “ask”  was 
also cited as important by several peer institutions. 

 
Foundation Giving 

In 2004, foundations in the United States contributed $28.8 billion to 
philanthropic causes, a growth rate that has outpaced inflation over 
recent years. 
 
Among its peers, UIC has performed modestly in terms of attracting 
foundation support.  Identifying likely foundation partners in Chicago 
and converting those connections into gifts is essential for the long-
term ascent of UIC.  Chicago is a resource-rich environment well-
represented by both University of Illinois alumni and multiple 
prospective foundation partners, but it is also populated with a great 
deal of philanthropic competition. 
 

Major Gifts  
UIC stands out among its peers as a recipient of several large gifts in 
2004.  Distinguishing itself through multiple, large principal gifts 
gives UIC an edge in the competitive philanthropic market. 

 
 
2.  University of I llinois at Spr ingfield 
 
Overview 
UIS is relatively young and is in the early years of establishing alumni and community 
relations, as well as regional image.  Until recently, resources have always been very limited, 
with few dollars available to build fundraising, corporate, foundation and alumni relations for 
the campus.  Marketing efforts have traditionally been focused primarily on student 
recruitment.  A comprehensive approach to private support is less than ten years old, with 
corporate and foundation components added just in the last year.  Trend lines are not yet 
stable, as a change in one or two significant gifts from one year to the next dramatically 
affects results. 
 
UIS has some complex challenges and unique opportunities ahead during the Campaign, 
particularly in the area of building alumni participation in the annual fund.  The current 
circumstances have been impacted by a combination of factors, chief among these alumni 
demographics, the UIS student profile, student outreach and engagement efforts, alumni 
relations practices and little previous support for faculty or staff engagement. 
 
From 1969 until 1995, the campus was Sangamon State University.  Therefore, most alumni 
of an age for contributing major support may have mixed loyalty to the University of Illinois. 
The majority of these graduates were older, non-residential, part-time, upper-level and 
graduate students.  Although the profile of UIS students is expanding, and the University 
now offers a four-year undergraduate curriculum and residential housing, the majority of UIS 
students remain older, part-time and non-residential. 
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In addition, UIS is acquiring a new type of alumni group—online students, some of whom 
may have never even been to campus.  Determining the best means to raise support from this 
alumni group will need to involve innovative concepts, and few time-tested process maps 
exist nationally to guide the coming effort.  Alumni participation rate is also going to be 
impacted by the expansion of undergraduate enrollment, beginning with FY’07, which will 
add to the number of alumni records.  Young alumni give at approximately one-third the 
participation rate of less recent alumni.  Thus, the increase in the number of alumni will 
deflate the UIS alumni participation rate for several years until the expanded program 
matures. 
 
To succeed in building private support over the next several years, UIS must: 
 
• Build alumni annual giving participation and increase major, corporate and foundation 

giving; 
 

• Promote community/regional pride and ownership in UIS.  Community support will be 
particularly critical during the early years of the Campaign while alumni, corporate and 
foundation support grows; and, 

 
• Grow internal campus engagement and partnership and external volunteer engagement 

to raise private support. 
 
Some specific areas of focus will likely include: 
 
• Concentration on local relationships while building alumni and corporate/foundation 

relationships:  This approach is most likely to provide major support during a later 
period of the current Campaign or in the next campaign.  UIS has a very small pool of 
known individuals with transformational gift potential.  Most are located in the 
Springfield area and are friends rather than alumni of UIS.  Several are graduates of 
other campuses of the University of Illinois system.  However, since UIS has become a 
part of the University of Illinois system, this provides organizational stability and 
standards for support that are likely to appeal to donors considering 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 
information is critical to identifying highly successful alumni able to provide private 
support at high levels and open doors to others.  

 
• Building and strengthening alumni and corporate/foundation relationships to provide 

major support during a later period of the current Campaign or in the next campaign:  
UIS has recently begun corporate and foundation relations activities, and professors, 
deans and departments are just beginning to write grants and seek private funding for 
their initiatives.  The expectation of deans as fundraisers is new at UIS, and there is 
currently only modest support in place for them as they begin to transition into their new 
roles. 
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Competitive Analysis and Benchmarking Summary:  UIS 
 
Alumni Giving 

The alumni profile of UIS and its aspirational peer group differ 
significantly from those of UIUC and UIC.  Compared with its peers, 
UIS raises relatively few dollars from its alumni and struggles with a 
relatively low alumni participation rate (around 7%).  In the case of a 
smaller campus like UIS, many opportunities for collaboration exist 
that cannot be replicated at larger institutions.  Best practices at many 
of UIS’  peers suggest adopting effective practices from small, private 
school models, including reunion-based giving, focus on donor 
recognition and targeted electronic communications that can be 
tailored to small audiences. 

 
Corporate Giving 

Corporate giving represents one of the stronger giving programs at 
UIS.  Compared to its peers, UIS has enjoyed some success attracting 
corporate dollars.  Because the total figures for UIS and its peers are 
relatively modest, major corporate gifts can fundamentally affect an 
entire year’s giving and therefore, are cited as essential points of 
concentration by the school’s peers.  Recognition of corporate gifts 
was also noted as important by UIS’ most successful peers. 

 
Foundation Giving 

Receipts of foundation gifts by UIS represent a small addition to 
overall university fundraising compared to its peers.  Although UIS 
falls near the median of its peer group, the overall number remains 
rather small.  Tailoring the marketing of institutional causes to align 
with priorities of local and regional foundations—particularly family 
foundations—is essential to building the foundation giving program 
and giving UIS a competitive edge. 
 
 

3.  University of I llinois at Urbana-Champaign   
 
Overview 
UIUC has the longest history of a consistently operating development function, with the 
strongest organizational framework to start from in moving toward a more clearly defined, 
stronger advancement model.  Yet, enhancements will be necessary in order to take the 
development program to the next level of performance.  One of the most crucial factors 
related to Campaign success will be generating the kind of momentum necessary to really 
launch the Campaign in a noteworthy way, and to do this, a number of principal gifts  
($5 million or more) are needed.  Several other key strategic factors that will contribute to 
future development success for UIUC also emerge: 
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• Formalizing the advancement model at the campus level:  UIUC will need to enhance its 
ability to develop and communicate consistent messages, and ensure regular, timely 
communication among those with responsibility for fundraising, alumni relations, 
communications, marketing and special events.  Moreover, broad strategies that 
encompass the areas involved in advancement and that provide measurable results will 
need to be created and implemented. 
 

• Identifying and prioritizing the most significant “ transformational programs” that require 
private support: Through the Campaign planning process and the University’s strategic 
planning process, campus themes as well as programs that will transform 
disciplines/units will be identified. 

 
• Strengthening annual giving:  The UIUC Annual Fund program has traditionally been 

decentralized and oriented toward the needs of the 24 separate fundraising units on the 
campus.  Since FY’03, there has been significant growth in the number of coordinated 
Annual Fund solicitations on the campus.  More recently, there has been a growing sense 
that the decentralized structure has limited the growth of the Annual Fund—especially in 
the area of alumni participation—and that potential new models need to be explored.  
There is also a desire to align the Annual Fund more closely with campus-level 
priorities. 
 

• Further developing and implementing an advancement strategy for Chicago:  UIUC is 
currently implementing organizational changes that will increase the Urbana 
development staff focus on the 150,000 Urbana alumni who live in the greater Chicago 
area.  By November 2006, UIUC will have added six additional staff members who will 
focus on the Chicago market to the Illini Center at 200 South Wacker in Chicago; three 
will be generalists and three will be dedicated to units—Law, Business and the Library.  
These staff members will join the longstanding Division of Intercollegiate Athletics and 
College of 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 upon the campus’  academic and outreach agenda for this strategic 
geographic area.   

 
• Creating a stronger push for building corporate support:  It will be important to target 

efforts and tightly focus on those top thirty companies that will be most significant to the 
University’s goals.   

 
• Enhancing staff recruiting and retention efforts:  A centralized search process was 

initiated in June of 2004 for major gift positions at the assistant director, associate 
director, director and senior director levels, with responsibilities for individual, corporate 
or foundation solicitations.  The intention is to broaden the scope of the centralized 
search process to encompass all development positions.  UIUC also has some perceived 
equity issues with some of the development-related positions on campus.  While 
standardized position titles are currently in place, UIUC would also like to establish 
standard salary ranges for each position that would take into account the type and size of  
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the unit, the number of staff supervised, the major gift portfolio involved, years of 
experience, etc.   

 
 
Competitive Analysis and Benchmarking Summary:  UIUC 
 
Alumni Giving 

Compared to other top institutions, the UIUC alumni giving rate at 
11% in FY 2004 falls roughly in the middle of the pack of the peer 
public schools examined.  The major concern for UIUC is the 
percentage of alumni who were solicited and subsequently gave.  
Among its peers, the University fell near the bottom of the list, 
suggesting room to improve alumni loyalty and pursue untapped 
resources, especially given the size of Illinois’  alumni base regionally 
and nationally. 

 
A review of the best practices of peer institutions reveals that in terms 
of alumni giving, the best publics market their institution as a high-
quality, whole product worthy of gifts.  Centralized and well-resourced 
alumni efforts from the University of Texas, Yale and NYU cite the 
following as essential elements of their effective alumni giving 
programs:  
 
• Database management; 

 
• External communications; and, 

 
• Innovative programs to honor alumni and instill in them a 

continuous sense of belonging, beginning immediately after 
graduation. 

 
 
Corporate Giving 

Among UIUC’s many strengths, corporate giving stands out.  The sum 
of corporate gifts received in 2004 exceeded all but a few private peers 
and even fewer publics and reflects a strong and successful history of 
corporate giving to the University. 

 
The most common best practice noted by surveyed peers was close 
cooperation with corporate partners.  Specifically, important elements 
of success include collaborating with corporate partners to champion 
initiatives, strengthening mutually profitable relationships with 
academic units and knowing corporate partners through close contact, 
including relationships with Chancellors, Deans and key program 
directors.  Illinois is a leader in many of these best practices.  We now 
seek to be “best of class.”  
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Foundation Giving 

UIUC’s traditional strength in corporate giving and its stellar success 
in attracting government research support (it is a top national recipient 
of NSF funding) resulted in an historic lack of focus by faculty and 
fundraisers on private foundation support.  Family foundations, where 
individual family members make critical funding decisions, are being 
treated as major gift prospects.  Major private foundations (e.g., Ford, 
Carnegie, Mellon, Spencer, etc.) are the focus of the Campus 
Development Foundation Relations staff.  UIUC foundation support 
has nearly doubled in the past three fiscal years and a concentrated 
effort is being made to work with private foundations whose missions 
are aligned with faculty priorities.  Many peer institutions that raise 
substantially more foundation support have major medical centers 
associated with their campuses.  In a time of anticipated declining 
government support, private foundation support is seen as an important 
focus for new faculty research support. 
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D.  SWOT Analysis 
A SWOT analysis is a simple framework for generating strategic alternatives from a situation 
analysis, and it is typically performed early in the strategic planning process.  This 
assessment is used to help organizations evaluate the environmental factors and internal 
situations facing the organization, unit, department or team in question.  Strengths and 
Weaknesses are generally attributes that measure internal capability.  Opportunities and 
Threats normally refer to how the external environment affects the organization, unit, 
department or team. 
 
The analysis of the major Strengths, Weaknesses, Opportunities and Threats 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 Directors 
• Gift Administration 
• Prospect Management System 
• Planned giving support 
 

Weaknesses 
an unsuccessful application of a competency or the non-
exploitation of a critical factor that diminishes 
competitiveness 
 
• Lack of an integrated advancement 

approach 
• Weak marketing and branding 
• Insuffi cient performance management 

approach  
• Stewardship 
• Annual giving support and participation 
• Complacency/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 foreseeable future 
 
• Growing alumni base 
• Strong university in a global economy 
• New ideas from President White 
• Local and regional base of prospects 
• Untapped donor pools, especially in 

Chicago area 

Threats 
an external condition that could negatively impact the 
organization’ s critical performance parameters and 
diminish competitive advantage, provided positive action 
is not taken in time 

 
• Changing attitudes toward philanthropy 
• Il linois economy 
• Competition from other universities and 

from other not-for-profi ts for private 
support 

• Flat/declining state and federal support 
• Technology advances 
 



Strategic Plan for Development                                                                                                                                          32 

Strengths 
 
1. Leadership 
 
President B. Joseph White brings a new focus on advancement efforts and a successful 
fundraising track record in development work to the University.  The three campuses also 
have Chancellors, Deans and many faculty members willing to help with the fundraising 
push.  For many, however, serious development roles will be a new focus.  However, the 
development community has some very strong leaders and staff whose talents make billion 
dollar campaigns feasible. 
 
2. UI Foundation and its Board of Directors 
 
The existence of an independent foundation is an important strength, because it assures 
donors and potential donors that their gifts will be well managed and used effectively.  It 
provides a vehicle for enabling important and knowledgeable alumni and others to be 
engaged in helping enhance the University of Illinois.  It also presents a vehicle for gift 
management and endowment growth. 
 
3. Administrative support for gift administration, planned giving & trust services   
 
The Foundation’s gift administration operations and the skill of its planned giving and trust 
relations staff are recognized by our peers as “best-in-class”  operations.  The Foundation’s 
role as “banker”  is highly regarded.   
 
4. Prospect Management System 
 
Effective prospect management is critical to a successful development program, because it 
ensures that individuals, corporations and foundations who are identified as potential donors 
will be properly cultivated, solicited and stewarded by the University community.  The 
prospect management system was identified by the UIF and campus-based development staff 
as an important strength of the current program.   
 
Weaknesses 
 
1. Lack of an integrated advancement approach 
 
While cooperation between the University and campus communications offices, alumni 
relations operations and the development community has improved over the last few years, 
the University and its related support organizations (i.e. UIF and UIAA) have been 
disadvantaged by a lack of coordinated and integrated program strategies in these important 
institutional advancement areas.  For example, no commonly understood communications 
strategy to the general public, to alumni, to corporations, to businesses and to Illinois leaders 
and legislators exists.  Also, inefficiencies abound and productivity wanes when “silo-like”  
structures continue to exist. 
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2. Marketing and branding 

 
President White has often pointed out that the University of Illinois is “under-recognized.”   It 
is acknowledged that resources have not historically been directed to this area and there is an 
absence of a well-recognized brand for the institution and its three campuses.  The lack of a 
clear and comprehensive communications/marketing program structure—at either the 
University-wide or campus levels—makes the process more complicated.  Furthermore, in a 
time of tight resources, there is little coordination of communications vehicles or messages 
between the institution’s advancement players including the Foundation and the Alumni 
Association. 

 
3. Insufficient performance management  

 
A key component of highly productive and well-managed organizations—both for-profit and 
nonprofit—is an effective organizational as well as individual performance management 
program.  Such effective performance management programs require well understood 
performance objectives, clearly defined performance criteria, regularly scheduled 
performance audits and a motivational rewards system.  Linked to an effective performance 
management system are adequate plans and resources for staff development and training and 
supportive information resources.  At the University today, some staff members have 
responsibilities without authority, roles are not always clearly defined and jobs are often 
engineered in a manner that appears to be lacking in possessing a full range of all resources 
needed to achieve excellence.  While functional, the “double-matrix”  or dual reporting 
organizational system can compound these concerns, particularly in the absence of a good 
performance management system that tracks and assesses both organizational and individual 
performance and provides timely, meaningful feedback that can be used to generate 
improvement. 
 
4. Stewardship 

 
The development officers—both Foundation and campus-based staff—remain concerned that 
gifts are not used in as timely a manner or as effectively as donors expect and/or have been 
promised (i.e. some endowed chairs are unfilled or scholarship recipients not reported).  
Campus leaders are often concerned that the communications about gift negotiations between 
Foundation development officers and academic leaders is not adequate, resulting in gift 
agreements that may be difficult to implement or that are focused on low priority areas. 

 
5. Annual giving and other key development programs 
 
Annual fundraising programs are uneven from college to college, campus to campus and 
program to program.  While some are strong, some are not.  Alumni participation rates in 
annual giving for all three campuses trail those of peers. 
 
A successful annual giving program is important to the University of Illinois for four reasons.  
First, it is a source of current dollars that can make the most impact now.  Second, it  
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normally secures monies that have fewer restrictions.  Third, it builds the donor base and 
leads to sustained life-long giving and significant major gifts.  Fourth, it is another means of 
communicating the needs and impact of giving on the University’s students and faculty. 
 
Opportunities 

 
1. Growing alumni base 

 
Each of the campuses has a growing base of alumni; equally important, the number of alumni 
over 50 years of age is increasing rapidly.  While this is an area of enormous giving potential, 
it will require different attitudes and approaches by each of the three campuses, the UIF and 
the UIAA, to effectively mine this opportunity. 

 
2. A strong University in a global marketplace 

 
The University of Illinois is well recognized as a major “player”  on the national, as well as 
global, higher education stage.  If advancement efforts improve—stronger public relations, 
superior branding across the board, improved alumni and development programs—the 
University of Illinois has great potential to challenge and surpass its peers. 
 
As part of one of the nation’s leading research universities, the development program of the 
U of I has much to sell to current and potential private supporters—individuals, corporations 
and foundations. 
 
The global marketplace will mean three things for the development program:  1) international 
alumni will see economic gains and Illinois must pursue these potential donors; 2) there will 
be increasing global competition for philanthropic dollars from individual companies who 
are investing a portion of their assets abroad; and, 3) the new global economy will create a 
stronger demand for creative workers and knowledge-based industries, key areas where 
research universities will grow in importance over the next decade and beyond. 
 
3. New ideas from the President, Chancellors and academic leaders 

 
President White, the Chancellors, the Deans and the key academic leaders are bringing 
visions to the campuses that should energize private fundraising efforts.  Emphasis on the 
distinctiveness of the U of I’ s three campuses should enhance targeted messages for UIC, 
UIS and UIUC and should stimulate an expanded donor base.  Further, the emphasis on new 
income streams should also challenge Chancellors, Deans and department heads to make 
fundraising a priority. 

 
4. Local and regional “f riends” base 

 
Especially for UIC and UIS, there are great opportunities to expand the base of donors 
among regional friends, corporations and foundations.  Emphasis on their local impact should 
translate into more support from friends (non-alums) who learn to appreciate the impact that  
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these locally-based U of I campuses have on the economic and social well-being of their 
cities or regions. 

 
Threats 

 
1. Changing alumni attitudes and profiles 

 
As a land-grant institution, one of the U of I’ s traditional purposes has been providing access 
to higher education.  As a national research university, one of the University’s goals has been 
to recruit outstanding students, who are then taught by exceptional scholars inside an 
organization competing globally for research dollars.  While the four elements of the U of I’ s 
mission—teaching, research, public service and economic development—are not inherently 
incompatible, shifts in priorities may cause concern to some donors.  Furthermore, as the 
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. I llinois economy 
 
In the short run, the state’s economy means that the competition for precious tax dollars will 
present challenges for the University and other public higher education institutions.  Over a 
longer timeframe, the decline of the Midwestern manufacturing giants and their employment 
base will provide challenges to the U of I and its three campuses. 
 
3. Competition 
 
In addition to the competition with other nationally ranked universities that is common to 
almost every area of the University of Illinois, our development operations will compete 
against the growing sophistication of the fundraising programs of cultural, health, civic, 
environmental and community groups.  The competition will be for donor attention and 
dollars, for volunteer time and for hiring and retaining top development professionals. 

 
4. Flat/declining state and federal support 

 
The University is challenged by changes in its resource base.  President White’s reference to 
the need to build a new Compact—with its key funding resources—is an outgrowth of these 
changes.  Increasing tuition income will be necessary, requiring additional need-based 
support to assure access for all highly qualified students.  However, if a higher percentage of 
students graduate with larger debt loads, motivating them to start a pattern of annual giving 
to their alma mater will be challenging.  The state of Illinois remains not only the largest 
“donor”  to the University, its support provides salaries and benefits and other operating 
support, as well as capital support for facilities.  As donors continue to restrict their gifts, 
unrestricted or “budget-relieving”  dollars will be difficult to attract. 
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5. Technology/Information Management  
 

Information has an enormous impact on the work and mission of the University and its 
development community. 
 
Interactive, mutually beneficial communication with individuals, corporations and 
foundations today requires us to assemble and use information in the most effective and cost-
efficient manner.  Creating and using data warehouses, effectively exploiting the use of  
e-mail addresses and providing timely and comprehensive information on our corporate 
partners are only a few of the examples that will require the Foundation, the Alumni 
Association and the University to have the technology infrastructure and the information 
management capacity to provide those involved with institutional advancement with the tools 
to be both knowledgeable and nimble in dealing with internal and external constituencies.   
 
 
E.  Key Strategic Development-Related I ssues Facing the University 
The information and data assembled from the SWOT analysis (strengths, weaknesses, 
opportunities and threats), an environmental scan (factors like the tax and regulatory 
environment going forward), exercises to benchmark against appropriate peer groups and the 
identification of best practices, have made it clear that we have four critical strategic issues 
which are related to our development efforts that must be addressed: 
 
1. There is a widening gap between the pr ivate support growth rate of the University 

of I llinois and the mean pr ivate support growth rate of its peers; 
 
2. The size of the combined University of I llinois/University of I llinois Foundation 

endowment is insufficient to enhance the ability to recruit and retain top faculty 
and support student financial aid needs; 

 
3. Relatively low annual giving dollar amounts and low alumni participation rates are 

limiting the ability to generate current use funds to meet annual needs and build a 
highly loyal donor base; and, 

 
4. Declining state revenues are creating an ever-increasing demand for greater  levels 

of pr ivate support. 
 
F.  Strategic Thrusts 
Six strategic thrusts have been identified that we believe offer the best road map to improve 
not only the efficiency and effectiveness of our development efforts, but also the ability of 
the University of Illinois to significantly close the development performance gap relative to 
the universities against which the three campuses compete.  These thrusts are: 
 
1. Adopt an “advancement model” that ensures the 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 needs to adopt a comprehensive advancement approach involving, at 
minimum, marketing/communications, alumni relations and development.  This model would 
create common direction and complementary goals for the advancement efforts.  Three 
primary steps are needed: 

 
• Establish on each campus a new position of Vice Chancellor for Development and 

Advancement/Vice President of the UIF.  The person in this position would serve as the 
campus’  chief development officer and would facilitate the implementation of an 
integrated development, alumni relations and marketing/communications plan for the 
campus.  The individuals in this position would dually report to the Chancellor of each 
respective campus and the President of the University of Illinois Foundation. 

 
• Grow the partnership between the Alumni Association and the Foundation:  Beyond this 

single University-wide strategic planning process championed by President White, an 
ongoing joint planning process between the Alumni Association and the Foundation 
should be established.  Both of these boards and related staff members need to better 
understand each organization’s respective roles and responsibilities.  In addition, both 
organizations need to lead an effort to create a culture among alums and students of 
“caring and giving back to the University.”  

 
• Promote the work of the new Advancement Council:  From the macro organizational 

level, President White has already taken a large step in this direction by establishing this 
Advancement Council.  This special council is intended to facilitate coordination of the 
work of the Foundation, the Alumni Association and the University and campus public 
affairs staff.  At the campus level, there should be a more formal consolidation of these 
functions linked to the responsibilities of the new Vice Chancellor/UIF Vice President 
positions noted above. 

 
2. Build capacity and exploit leadership to secure transformational gifts, especially 

gifts of endowment. 
 

A key to building a program able to maintain a top ten position among public universities is 
for the University to expand its major gifts work, especially as it relates to extraordinary 
transformational gifts (i.e. eight- and nine-figure gifts).  The pool of donor prospects capable 
of making such mega gifts is admittedly quite small, but the potential need for and impact of 
such gifts is enormous.   
 
Operationally, the single most important factor in generating large gifts in the future (large 
gifts represent the best opportunity to gain on the competition) will be the consistent 
involvement of the President, the Chancellors and the Deans.  If executive leadership needs 
to commit as much as one-third of its time for this purpose, we need to re-examine ways to 
give these leaders—in particular, the Deans—enhanced training and support.  For Deans and 
select department heads to become better fundraisers, they must be partnered with strong 
development staff, trained in the basics of fundraising and become very sophisticated 
“askers” .  They must also be evaluated on their fundraising success.  The Foundation’s 
Principal Gifts Program was established this past year with this goal in mind and is already  
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providing important support to President White and the Chancellors as we escalate our 
efforts in garnering transformational gifts.  Achieving this objective will require four key 
steps: 

 
• Focus of the President:  The primary focus on the President’s development time should 

be on prospects of eight- and nine-figure gifts.  The Foundation’s direct staff support to 
the President’s office was expanded in the summer of 2005 to assist in this effort. 

 
• Big ideas and big visions:  Transformational gifts require big ideas that will excite 

donors.  The President and Chancellors need to work aggressively, calling on the talents 
and thoughts of the Deans and senior faculty members, to develop the ideas that appeal to 
the University’s most significant potential donors to move the institution forward.  The 
role of faculty members will be critical in expanding relationships with corporations and 
foundations because of the key linkages that already exist. 

 
• Expand the Principal Gifts staff:  UIF has created a specialized Principal Gifts effort that 

needs to be expanded. 
 
• Short and long-term gift goals:  Eight- and nine-figure gift “closes”  are difficult to predict 

and occur intermittently.  They do not lend themselves to year over year increases in 
some predictable pattern.  Therefore, the measurement of principal gifts needs to be over 
a three- to five-year cycle.  However, short term measures of success are necessary, so 
that regular assessment of achievement can occur. 

 
3. Redefine, develop and implement more productive and cost-efficient annual fund 

programs that will increase both revenues and alumni participation, and decrease 
redundancy of effort. 

 
Foundation leadership has shared with President White and the Chancellors a comprehensive 
study of the annual fund programs that identifies weaknesses in the organization, focus and 
delivery of those programs.  In addition, the study offers numerous recommendations on how 
we can improve overall performance in this area, and it is expected that each campus, 
working with the Foundation, will modify its current approach to enhance current alumni 
participation and build a stronger alumni base for the future. 
 
Every one of the three campuses should be able to achieve at least average alumni 
participation as compared to their peers.  Building strong alumni participation is important 
for three reasons:  1) it is a measure used by national rankings and surveys to measure alumni 
satisfaction; 2) major gift donors normally start their giving and affiliation as young alumni 
participating in the annual fund; and, 3) annual giving can make an immediate difference 
since the dollars are for current use.  Success will depend on taking five steps: 
 
• Creating an identity for the annual fund and clearly defining its goals:  The annual fund 

needs a clearer identity and a stronger case statement which should be promoted broadly.  
Five-year targets and widely publicized annual goals need to be established for total  
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giving, giving by level, donor acquisition, donor retention, donor upgrading and overall 
alumni participation.  In addition to supporting critical unit-based priorities, the annual  
fund programs should also be a vehicle to meet special campus-wide needs, e.g., 
scholarships and fellowships. 

 
• Centralizing the process, where possible, while maintaining targeted programs:  The 

staffing investment should be re-examined and the roles and responsibilities of the annual 
giving staff should be clearly defined and potentially re-allocated.   

 
• Coordinating annual giving promotional efforts with the work of the Alumni Association:  

Communicating and promoting the importance of the annual fund should be a shared 
responsibility with the Alumni Association.  The communications vehicles and 
networking opportunities for the University, the campuses and the Alumni Association 
should also, in part, make the case for annual giving. 

 
• Focus on donor retention:  Moving alumni participation forward depends, in part, on 

keeping donors from year to year.  Developing major gift donors depends on keeping 
alumni and friends as regular supporters who care about the University. 

 
• Annual leadership giving programs:  The annual giving program should include a 

leadership gift portion which challenges affluent alumni to make $1,000, $5,000 and 
$10,000 annual fund gifts.  Also, top alumni, especially Presidents Council members, 
should not be excluded from annual fund solicitations, but rather the annual giving 
program should be another vehicle to involve, recognize and communicate with them on 
a regular cycle. 

 
4. Introduce structural/organizational change that will enhance the effectiveness of our  

fundraising programs and our  ability to educate and involve cr itical development 
constituencies.  

 
Peer institutions that have made the most rapid progress in recent years have done so with an 
aggressive model for development focused on the concept of advancement, i.e., a 
development program supported by alumni relations and marketing and communications 
efforts.  The University and the Foundation need to make six changes: 
 
• Create a University Advancement Council (UAC):  This concept promotes more effective 

communications and coordination between and among the development, alumni relations 
and marketing/communications staff of the University Administration, the campuses, the 
Foundation and the Alumni Association, and, in fact, the UAC was initiated in August 
2005.  The UAC is chaired by the University President and includes the Chancellors, the 
UIF President, the UIAA President and other advancement-related leadership. 

 
• Establish on each campus the position of Vice Chancellor for Development and 

Advancement/Vice President of the U of I Foundation:  Working with the Chancellor and 
the Foundation President, this individual would serve as the campus’  chief development 
officer and would be responsible for facilitating the coordination of the development and  
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implementation of an integrated advancement plan for the campus.  In doing so, this 
position would work with the campus’  leadership in alumni relations and 
marketing/communications to establish and implement this integrated advancement plan. 

 
• Continue the practice of shared responsibility and shared accountability:  While concern 

has been expressed about the complexities of using an organizational matrix structure in 
the development area, the benefits of the campus and the units having a shared stake in 
the planning, implementation and realized outcomes of the development/advancement 
program outweigh identified shortcomings.  Obviously, the development of trust, 
effective ongoing communications and reliable and transparent measures of goal 
achievement are crucial for ensuring our fundraising advances and successes.  Overall, 
this practice of shared responsibility and accountability is important to promoting the 
attitudes of teamwork and “we’ re all in this together.”  

 
• Campus-driven fundraising strategies:  Each of the three campuses, working with the 

University President and the Foundation, need to develop different fundraising strategies 
based on their distinctiveness, donor pool capacity and potential, and yet still be held 
accountable for specific results.  UIC, for example, needs to build a program that 
emulates the best urban public universities by emphasizing linkages to corporations and 
city leaders, without regard to whether or not they are alumni.  Medicine needs to focus 
on grateful patients and donors attracted to star doctors.  UIS needs to make sure its 
strategies fit its own distinctiveness and capacity, and that it clearly communicates its 
local and regional impact.  UIUC needs to focus on principal gifts, refine the corporate 
relations effort to more broadly include corporate contract activity and more fully 
engage faculty in seeking private foundation support.  Efforts should also be instituted to 
increase alumni participation in annual giving.  The responsibility for defining and 
implementing these strategies must start with the development staff, but will not succeed 
without the President’s, Chancellors’  and Deans’  involvement and support. 

 
• Development staff assignments:  As a greater emphasis is placed on alumni participation 

in the annual fund, the full scope of annual fund activity (including events, alumni 
activity, direct mail and telemarketing solicitation, upper-level annual fund personal 
solicitations, acknowledgement processes and stewardship) should be evaluated for the 
most appropriate allocation of staff resources in order to assure a sophisticated and 
successful effort.  Major gift officers should continue to incorporate prospecting calls 
with their existing cultivation and solicitation efforts, and dual “asks”  for a major gift 
and an annual gift need to become commonplace.  In a matrix organization, there needs 
to be greater involvement in and attention to the annual giving process on the part of 
chief development officers and Deans.  Out-of-state alumni need to be coordinated under 
geographic assignments, while in-state alumni should be seen by each campus with 
greater emphasis on more development officers from every campus focusing on Greater 
Chicago.  

 
• Improved database and use of technology:  The administrative operations associated 

with information support must be improved so that database capabilities adequately 
support the fundraising, networking and marketing/communications strategies of the  
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University, the UIF and the UIAA.  Shared responsibility of the database functionality 
should include specific goals for key information elements such as addresses, phone 
numbers, e-mail addresses, wealth indicators, history of student involvement and other 
factors.  Each campus should identify its top alumni and develop ongoing trackable 
strategies for involving them in the life of the institution.  The current database has 
significant weaknesses in supporting corporate and foundation initiatives, and this should 
be addressed when evaluating the next generation of information technology software. 

 
5. Plan and execute a comprehensive, University-wide, campus-focused capital 

campaign to capture the resources necessary to meet the renewed vision and 
pr iorities of the University and its campuses. 

 
Planning is obviously well down the road with this effort, although given recent demands on 
the University resulting from diminished state support and increased tuition, some reshaping 
and expansion (“stretching”) of our goals may be in order to further increase endowment and 
to gain significantly new levels of student support. 

 
6. Institute a per formance management system that will enhance individual and 

organizational productivity in building relationships and secur ing financial suppor t 
from alumni and fr iends.  Embraced within this initiative is the impor tance of 
deliver ing an improved program for  recruitment, training and retention for  both our  
development staff as well as institutional leadership. 

 
• Create a more effective program for evaluating individual performance:  In order for our 

fundraising efforts and the recommended strategic thrusts to be successful, we must 
create a more effective program for evaluating and managing the performance of the 
individuals involved in fundraising. 

 
• Re-evaluate and re-design a performance management system:  The Foundation, working 

with the University and campus development leadership, will develop and implement a 
performance management system that will provide timely and adequate information to 
support fundraising staff and program development and evaluation.  Attention will also 
be given to creating a development leadership training program that will ensure that all 
fundraisers are exposed to and grounded in fundraising “best practices.”   Finally, 
attention will be given to professional development staff career advancement needs. 

 
• Furthermore, we recognize that the competition for talent is enormous, making staffing 

issues of vital importance:  The challenges are different at each campus, but the success 
of the overall advancement effort depends on the ability of the University of Illinois to 
attract, develop, retain and reward extraordinary development professionals.  This is an 
area where the Foundation can and should take a leadership role in providing templates 
for establishing and evaluating performance objectives.   
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V.  Resource Plan 
 
A.  Resources Needed 
As commonly used in business operations, a budget is a systematic method of allocating 
financial, physical and human resources to achieve strategic goals.  A budget facilitates the 
organization’s ability to monitor progress toward those goals, help manage spending and 
assess cash flow and profitability.  Within any organization, competition for resources is 
inevitable.  Every function and unit typically requires funding for both capital and operating 
expenses—usually in excess of the actual resources available.  This makes it critically 
important for the organization to design processes and procedures so that resources are 
allocated to support key strategies.  
 
Important benefits of a strategically aligned budget process include better enterprise-wide 
understanding of strategic goals, more coordinated, collaborative support for those goals and 
an improved ability for stakeholders throughout the organization to respond more quickly to 
competition. As we move the development community’s strategic plan forward, a key 
element of resource allocation decisions will be to assign and develop resources on the basis 
of their linkage to vision, mission value and the resulting or anticipated performance. 
Allocation criteria will include assessment of: 
 
• Strategic priorities;  
 
• Performance; and, 
 
• Need. 

It is anticipated that resource allocation will be based on a process using the integration of 
performance planning in conjunction with the budget process.  Another major element of the 
process will be providing an effective management tool(s) for administrative decision- 
making while ensuring a direct association between development community mission and 
vision, budgeting, planning and performance assessment.  Projected enhancements of the 
current budget system(s) capacity will enable decision-makers to assess expenditure and 
achievement by thrust area, evaluate how dollars fund strategic activities, how these activities 
are expected to generate certain outputs and what outcomes should then be the result.  

An initial evaluation of resource requirements has resulted in the following “Resource 
Allocation” chart on page 44.  More detailed assessment and planning activities will be 
undertaken in future phase(s) of the planning process, including: 
 
• Review and implementation, where practical, of recommendations related to possible re-

allocations of current funding; 
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• Analysis of possible sources of savings to be created by eliminating redundancies, 
centralizing certain enterprise-wide functions or requirements, more collaborative 
working relationships across the development community, etc.; and,  

 
• Research and/or identification of possible new sources of funding, including a 

determination of the funding shares to be provided by the University, the campuses and 
the Foundation. 


