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CAMPAIGN | WHERE WE ARE NOW

ENDOWMENT VALUES

 Current CAS value: $437,761,191 
(as of 1/1/2018)

 Estimated annual distributions (x 
4%): $17,510,447.64

 Amount added this campaign 
(including market growth): 
$155,620,626

 Number of new endowments: 244
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ADVANCEMENT TOWARD… WHAT?

Leadership/Lifetime Gifts

Institutional Ownership

Volunteer Leadership 

Retention and Graduation

Major Gifts/Volunteerism

Institutional Pride
Volunteer Project Management/Advocacy 

Enrollment 

Leadership Annual Fund Gifts

Institutional Appreciation

Involvement and Membership 

Application

Annual Fund Gift Support 

Institutional Awareness

Attendance/Engagement

Consideration



HOW DO YOU FIT IN?

You have the inside track on stories

You have proximity to students and faculty

You already create a variety of content

You have audiences who care

You don’t have to be a fundraiser, but you can help create opportunities for giving

So what does this look like practically?



PRACTICAL APPLICATION

ON THE WEB:
Rework language on ‘Support Us’ page to include succinct articulation of campaign priorities
Repurpose philanthropy-tinged content in your Recent News section, when appropriate

NEWSLETTERS: 
Incorporate stories of students or faculty who have benefitted from philanthropy
Encourage Chair to frame priorities in Chair’s letter/note in newsletters
Include one-time section on your unit’s vision for the future

ACROSS ALL COMMUNICATIONS:
Include consistent ‘key messages’ across communications – in posters, newsletters, talking points, etc.
Incorporate aspirational language – point to future of the department when possible
Call-out philanthropy where it exists



BIOLOGY NEWSLETTER NELC GIVING PAGE



ANNUAL PHILANTHROPY

Formerly:

Annual print appeal, additional print communications by segment

CAS-level appeal letter from dean – CAS-level priority fund

Inability to support departmental annual/online giving efforts

Now:

Team re-organized, positions added – new focus on digital communications, data, and segmentation

University-wide “giving day” in March, 2019 – opportunity for units/departments to participate

Potential digital solicitation support (tbd)

Unit consultation on solicitation strategy

Additional tools/plans to be announced



RESOURCES

Giving Page Guidelines:

https://dwf.artsci.washington.edu/support-us-giving

Online Giving Fund Portal

https://online.gifts.washington.edu/secure/

Or e-mail for access: advsti@uw.edu

Annual Philanthropy:

rosehoo@uw.edu

UW Brand Resources:
https://www.washington.edu/brand/

Arts & Sciences Toolkit:
https://marcomm.artsci.washington.edu/toolkit

https://dwf.artsci.washington.edu/support-us-giving
https://online.gifts.washington.edu/secure/
mailto:advsti@uw.edu
mailto:rosehoo@uw.edu
https://www.washington.edu/brand/
https://marcomm.artsci.washington.edu/toolkit


TAKEAWAYS

1. You don’t have to be a fundraiser, but you can still support fundraising.
2. During the next phase of the campaign, a push for participation 

creates opportunity for departments.
3. Share what you have with us – content you’ve created or compelling 

story kernels that we can develop or push to UMAC.
4. Use existing vehicles (newsletter, giving page, social media) to drive 

online giving.



SOCIAL MEDIA



SOCIAL LISTENING 

> UWAA 
> Columns Magazine
> OMAD 
> UW News
> University of Washington
> College of Arts & Sciences
> CAS departments 
> Key Faculty 
> Libraries 
> @UWHires (twitter)
> Relevant job boards
> The Whole U
> UW Parent and Family Programs

Social media accounts to follow

>The Conversation
>Academic Journals
>Professional Societies
>Student Organizations
>Undergraduate Academic Affairs
>UW Sustainability
>relevant centers
>relevant non-profits/community 
organizations
>local news orgs. (KUOW etc)
>museums
>UW Athletics
>ArtsUW
>UW Study abroad
>UW Global Opportunities
>The Daily



Who do you follow?



Social Listening

> Google.com/alerts

> UW News pinboard https://pinboard.in/u:uwnews/public/UW

> Hootsuite (free and premium plans)

> Pocket
https://getpocket.com/

Helpful tools and platforms

https://pinboard.in/u:uwnews/public/UW


Hashtags

> April
• #Husky Experience
Supports undergraduate May 1 decision deadline

> May
• #BeBoundless
Highlights what philanthropy makes possible

> June
• #BestofUW
Celebrates the previous academic year

A word or phrase preceded by a (#), used within a message to 
identify a keyword or topic of interest and facilitate a search for it. 



More hashtag ideas

> #MotivationMonday
> #ThrowbackThursday #TBT
> #FollowFriday #FF
> #FridayFact
> #GlobalDawgs

What do you use?



How do you practice social listening?



Things to post on Facebook

> Videos have higher than average engagement than images and links

Tip: Upload your videos to Facebook directly. Such videos receive more engagement and shares than 
YouTube links.

> Content that is educational and/or entertaining

Tip: A great way to find high-quality content is to use the Facebook feature, Pages to Watch (under 
Facebook Insights)

Videos and curated content



Things to post on Instagram

> Types of photos
• Behind the scenes
• User-generated content (take-overs)

> Quotes
• Motivational, inspirational, funny
• Only quotes that align with your mission 
• Don’t go overboard

> Stories
• Storytelling
• Tutorials
• Lists
• News, announcements

TIP: Adobe spark templates for stories (free!)

High-res photos, quotes, stories



What to post on Twitter

> News
> Blog posts and curated content
> GIFS
> Infographics



Streamlined Image Resizing for Social Media

> Landcape by Sprout Social
• Sproutsocial.com/landscape

> PicMonkey
• Picmonkey.com

> Canva
• Canva.com
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