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• $335.17 billion given to charity in 2013; up by 4.4% from 2012*

• 16% to education; up by 8.9% from 2012*

• In 2012, WI was ranked the 44th most generous state**

• Milwaukee ranks 31 out of 50 large cities based on % of 
individual income given to charity (2.7%)**

• Most colleges and universities in some phase of campaign, 
including  Marquette, UW-Madison, Lawrence, and Alverno

*Giving USA 

**The Chronicle of Philanthropy
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Comprehensive Campaigns 101

• A campaign is an organized, intensive fundraising effort . . . to secure 
extraordinary gifts and pledges . . . for a specific purpose or programs 
. . . during a specified period of time 

• A comprehensive campaign means that funds from all sources and for 
all purposes count… all aspects of the university will benefit in some 
way

• Three primary goals:
• Exceed the financial goal and fund campaign priorities
• Build capacity, sophistication, and philanthropic culture, readying the 

institution for its next campaign
• Contribute to building UWM brand
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Comprehensive Campaign Ingredients

• An announced financial goal and timeline

• Strategic funding priorities that serve the institution’s mission, the 
chancellor’s vision, and the institution’s most important goals

• Lists of identified potential donors rated in various ways, such as their 
predicted wealth and affinity to the institution

• Organized volunteer leadership

• An investment of time and resources to ramp up fundraising activities
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Engagement: Alumni Relations

• Panther Prowl—1,400 participants raised $30,000 for scholarships

• Alumni Awards Evening—Nearly 400 guests and 14 award 
recipients
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Campaign Case and Priorities

“ By the year 2020, UWM will be a very different institution. As proud as we are of 
our accomplishments and programs, we will be even stronger academically, more 
accessible, and diverse in multiple ways. We will be a more vibrant partner for 
community enrichment and an even more dynamic catalyst for innovation, 
entrepreneurship, and regional economic growth. “

-Chancellor, Mark A. Mone, PhD

6

Students

Faculty

Innovators



Campaign Timeline and Progress to Date

Fiscal Year Phase

FY13 Quiet phase; organization; lead/nucleus gifts

FY14 Quiet phase; organization; lead/nucleus gifts

FY15 Quiet phase; leadership gifts

FY16 Quiet phase; leadership gifts

FY17 Public phase; announce goal

FY18 Public phase

FY19 Wrap up; celebration

Fundraising Total (as of Nov 30) $57,537,537
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Representative Gifts

• Children’s Hospital of Wisconsin; $861,736.00 for joint Research Chair 
in Pediatric Nursing

• Andy Warhol Foundation for the Visual Arts Inc.; $90,000 for INOVA 
Institute of Visual Arts program development

• Greater Milwaukee Foundation; $100,000 for Center for Aging and 
Translational Research

• Harley-Davidson Motor Company; $105,000 for Supply Chain 
Management Institute

• Intelliwheels, Inc.; $118,579 to support assistive technology research
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The Year Ahead

• Focusing on lead/nucleus gifts; mainly 6-8 figure gifts

• Engaging volunteer structure
• Executive Committee

• School/college/unit campaign cabinets

• Developing/rolling out campaign communications plan

• Closing significant gifts that will bring us to 50% of working goal

9



Campaign Within A Campaign

• UWM Gives to UWM
• In 2014

• More than 800 faculty and staff participated 

• More than $582,000 in support

• College of Nursing achieved a 63% participation rate—the highest on campus

• Most successful campaign based on money raised

• In 2015
• Campaign to be held April through May
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Your Involvement

• Share your connections and accomplishments with the Development 
Office

• Tout the outstanding work of UWM

• Participate by making a gift
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Thank you
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