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Peer Group
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University of Illinois at Urbana-Champaign*
University of California - Berkeley* 
University of California - Los Angeles 
University of California - San Diego 
University of Michigan - Ann Arbor 
University of North Carolina - Chapel Hill** 
University of Texas - Austin***
University of Washington 
University of Wisconsin - Madison 
University of Virginia 

* No medical center.
** Medical center affiliated with the university, but owned by the state.
*** An affiliated medical center is under construction and will begin operations in 2017.
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State Appropriations per FTE Enrollment
FY 2010 – FY 2014

University of Illinois at Urbana-
Champaign receives less state 
support per student than the 
median of its public peers.

Note: Does not include any allocation of University Administration expenses.
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Presenter
Presentation Notes
Direct state appropriations to the Urbana campus are low compared to our peers, and have declined steadily in recent years.  The amounts for our campus in this chart do not include payments made on behalf of the University for pensions, health care and other benefits.  Factoring in these payments roughly doubles our state dollars per student.  Many of our peers include pension and benefit amounts in their budgets, though some of their budgets do not include other costs.  We are all aware of the great uncertainty in state appropriations for FY16.  We are planning for FY16 as best we can, but we are also focused on building a long-term budget plan that can support students and preserve excellence, even if state support continues to decline.  



Instructional Expenses per FTE Enrollment
FY 2010 – FY 2014

Instructional expenses per student at 
the University of Illinois at Urbana-
Champaign is lower than its peer 
median.

Note: Does not include any allocation of University Administration expenses.  
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Presenter
Presentation Notes
Instructional expenses have risen steadily, both because we continue to invest in our students’ education and because much of this expense is for faculty and instructional staff.  Comparisons of this data across institutions is not particularly meaningful, because of institutional differences in accounting practices.  Within our university the reporting practice is consistent year to year, so our trend over time is meaningful.  This is a good place to mention that the Urbana campus has taken many actions over the last five years to reduce costs and improve operating efficiency.  As we navigate the current uncertainties with state appropriations, we continue to emphasize student financial aid and students’ time to graduation as top priorities.  
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Cash Gifts Received
FY 2011 – FY 2015

University of Illinois at Urbana-
Champaign receives less gift 
income than its peer median.
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Note: Excludes University of Michigan-Ann Arbor, University of Virginia, and University of Washington-Seattle due to 
lack of available data.
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Presenter
Presentation Notes
Building on the progress of recent years for cash giving by the Urbana campus, we have set a FY16 goal of $190M. We have received $108.4 million to date through January 31, 2016. 



Annual Giving Rate
AY 2012 – AY 2013 

University of Illinois at Urbana-
Champaign has a lower percent of 
alumni donating money than its 
peer median.

Note: Peer data from US News & World Report, 2016 Edition.  Annual giving rate is a two year average.
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Presenter
Presentation Notes
Like many of our peers, and at the advice of two consulting firms-- GG&A and Campbell Consulting-- we have implemented a “pipeline strategy” for annual giving for FY16 and into the future.  Efforts have been centralized at the campus level for efficiency, and are more focused on total dollars raised than % of alumni donating.  The goal is to build a base of deeply engaged, higher-giving donors.  As the UIUC student body grows, it is expected that we will continue to see a lower percentage of alumni donating. To best reflect progress in annual giving, we will be measuring 1) total number of alumni donors giving annually and 2) total annual giving dollars raised.



Endowment Assets per FTE Enrollment
FY 2010 – FY 2014

University of Illinois at Urbana-
Champaign has a smaller 
endowment per student than its 
peer median.
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Presenter
Presentation Notes
Increasing the total endowment assets per FTE enrollment is a key focus of our ongoing fundraising efforts and will play an important role in the upcoming campaign.  



Advancement: Goals
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• Campus Goal: Build appropriate infrastructure 
to support comprehensive advancement efforts 
in both the short and long-term

• Campus goal:  Significantly increase 
fundraising in support of most significant 
campus priorities

Presenter
Presentation Notes
Infrastructure:  We are catching up with many of our peers and ramping up quickly to support fundraising needs – both now and for the future.Alignment: we will focus on priorities that will both advance the institution and appeal to donor prospects



Action Items
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Campus action item: finalize roadmap build-
out and prepare organization to launch 
successful fundraising campaign 

time-frame (1-2 year)
time-frame (3-5 year)

Campus action item:  grow fundraising 
success; meet campus goals and contribute 
more fully to the overall financial picture of the 
campus



Overview
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Areas of Strength/Accomplishments
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• Global reputation for excellence

• Strategic plan in place

• Broad pool of major gift prospects (on par with peers)

• Roadmap investments have supported build-out of major 
gift officers and stronger research team

• Metrics now integrated into our hiring, training and 
evaluation practices

• Alignment between UIF, units and OVCIA on development 
fundamentals

Presenter
Presentation Notes
Engagement and fundraising and with alumni/friends/corporations/foundations both in the U.S. and International will be key to our campaign strategy and beyond.Fundraising will support key elements of campus strategic plan.Staff build-out will support our prospect research team so we can enhance our efforts involving the best potential donors.



Areas for Improvement
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• Aiming cohesive branding and marketing at key 
audiences

• Positioning major gift officers in units to align with best 
prospects 

• Attracting more experienced candidates as we recruit 
new gift officers

• Retaining high performing gift officers

• Enhancing fundraising sophistication among some 
operations

Presenter
Presentation Notes
Key audiences include: prospective students, parents, alumni, donors, influencers, corporations and athletic fans.  In terms of marketing, we know we need to stop being “Midwestern humble.”We are building a talent management and recruitment program to increase success in attracting more experienced candidates.  This is a very competitive market.  Many other universities are also increasing their focus on fundraising.We must utilize best practices and strategies throughout the organization in order to increase overall fundraising.



Strategy to Address Areas for Improvement
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• Continue buildout of messaging platforms for campus and 
units as we prepare for upcoming campaign

• Continue implementation of portfolio optimization efforts 
and campaign readiness efforts

• Utilize campaign to accelerate fundraising progress 

Presenter
Presentation Notes
We are collaborating with the UIF team to develop consistent messaging platforms across colleges and units.We will partner with UIF research to ensure we are focused on the best prospects.Our campus leaders across all colleges recognize the importance of the campaign to meet our shared goals.



Areas to Watch
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• Hits to reputation and how to address proactively through 
marketing

• Budget impact 

• Impact of database conversion 



Questions?
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