
VISION
To develop the Wesleyan Fund for Annual Giving into a solid 

foundation for IWU’s advancement program — by developing a 
culture of stewardship among alumni, and by engaging as many 

as possible to become annual fund donors — in order to help 
secure IWU’s future as a leading national liberal arts university.
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Introduction

! The Wesleyan Fund is a core part of Illinois Wesleyan University’s advancement 
efforts, both as a source of unrestricted revenue and as an incubator for future major 
donors.  During the lengthy and thorough process of research, examination, and 
discussion that resulted in the development of this strategic plan, several key points 
emerged, around which there was universal agreement:

1. The Wesleyan Fund alumni participation rate is a critical 
measure of IWU’s success in fulfilling its mission.

2. IWU’s participation rate lags significantly behind the other 
institutions in its peer / aspirant group.

3. A significant, dedicated, and sustained effort must be 
made, starting immediately, to increase participation.

4. Stewardship and engagement are the keys to addressing 
this problem and creating a major donor “pipeline.”

5. The most significant barrier to progress is the need for a 
culture change at IWU, to develop and promote a culture 
of stewardship.

6. This situation has probably existed for at least 40 years, 
possibly longer, and no one person is to blame for it.

7. Change this fundamental in nature will not happen 
overnight, and a great deal of work will be required.

8. However, improvement is quite possible — in fact, it is 
highly likely — if the program outlined in this strategic 
plan is executed.

! This strategic plan looks ten years into the future, recognizing the sustained effort 
over time that is going to be required for an effective solution to IWU’s participation 
problem.  However, functionally, this plan is actually two consecutive five-year plans, 
with the second five years premised on a fundamental overhaul of the plan — based 
upon actual results — at the end of the first five years.  Some incremental gains may be 
apparent rather quickly, with consistent improvement, but the real gains will be seen in 
ten years, when comparing the Wesleyan Fund in 2022 to the Wesleyan Fund of today.

! Continual measurement, adjustments to the plan when indicated by results, and 
patience — especially patience — will be the keys to this plan’s success.

! This strategic plan lays out a success-oriented strategy to deal with something 
that everyone agrees must change.  The result will be a stronger IWU, with more donors 
giving more dollars in support of IWU’s mission.
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IWU’s Alumni Participation Rate Is in Crisis

! Illinois Wesleyan University’s annual fund participation rate has collapsed over the 
last eight years.

2011 Annual Fund Participation Rates at
IWU’s Peer / Aspirant Institutions

Rank! Institution Name! ! Rate !
   1! Carleton College! ! 46.2 %
   2! Kenyon College! ! 35.1 %
   3! Macalester College! ! 33.7 %
   4! Augustana College! ! 31.9 %
   5! Rhodes College! ! 30.8 %
   6! DePauw University ! ! 30.3 %
   7! Knox College! ! ! 30.3 %
   8! Franklin & Marshall! ! 27.3 %
   9! Lawrence University ! ! 29.6 %
  10! St. Olaf College! ! 24.1 %
  11! College of Wooster! ! 23.7 %
  12! Denison University ! ! 20.5 %
  13! Illinois Wesleyan! ! 18.6 %
SOURCE:  Council for Aid to Education, Voluntary Support of Education Program, FY2011.

! IWU’s participation rate in FY2004 was 30.0 %.  The FY2011 rate of 18.6 % 
represents a decline in participation of nearly two-fifths in just eight years.

In real terms, this decline represents 1,717 alumni who 
donated in 2004 but who did not give last year.

! Nationally, Illinois Wesleyan University’s annual fund participation rate is in the 
bottom half of all private universities1.  And among the 13 liberal arts colleges in IWU’s 
peer / aspirant group, Illinois Wesleyan ranks dead last.

! It is not the purpose of this strategic plan to engage in either hand-wringing or 
recriminations over the present state of affairs.  However, in order to fully appreciate the 
extent of the problem, and to point the way toward a solution, it is useful first to consider 
some additional data that will help to put the situation in its proper context.

! The source of the statistics cited in this strategic plan, unless otherwise noted, is the 
Council for Aid to Education, Voluntary Support of Education Program survey data, provided 
by IWU’s Office of Institutional Research, Planning and Evaluation.  Dollar values are not 
adjusted for inflation.
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IWU’s Participation Problem in Context

! Looking at IWU and its 12 peer / aspirant schools over the last eight years, every 
school’s general trend in participation was downward — except for Knox and DePauw, 
which both bucked the trend and went up by a modest +3.1 % and +6.3 %, respectively.

! The average decline in donors for all 13 schools from FY2004 to FY2011 was 
-17.5 %.  IWU's decline is more than double that average at -38.0 %.

! IWU started near the bottom of the pack in FY2004 and finished at the very 
bottom in FY2011.  Denison started low and finished low (-20.5 %), as did the College of 
Wooster (-8.8 %), though Wooster’s giving rate was generally steady over the last eight 
years with a consistently high average gift.

! St. Olaf (-31.7 %), Lawrence (-28.7 %), and Rhodes (-28.7 %) are the three 
schools most similarly situated with IWU, with declines of slightly less than a third in the 
giving rate; however, the average gifts at these schools range from 30% to 80% higher 
than IWU’s.

! As expected, FY2009 was a difficult year for almost everyone, with participation 
down in the wake of the global financial crisis in the fall of 2008.  Ten of the 13 schools 
experienced a drop in participation that year.

! Of these ten, by FY2011, only two — Augustana and the College of Wooster — 
saw their participation rates return to FY2008 levels or better.  The other 11 schools still 
have, on average, -12.1 % lower participation rates in FY2011 compared to FY2008.  
IWU is down -14.3% from FY2008 to FY2011.

However, roughly two-thirds of IWU’s recent decline in participation 
happened prior to FY2009, so the economy does not appear to be 

the principal source of IWU’s current participation problem.

! Regardless of external factors, when compared with its peer / aspirant group, 
there is a great deal of room for improvement in IWU’s participation rate.
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IWU Alumni Giving and the Economy

! Paradoxically, FY2009 was IWU’s best year of the period studied in terms of 
gross revenue attributed to alumni giving2.

IWU Total Gifts from Alumni:
FY2004–FY2011

  FY  ! Alumni Gifts!  PY Change
2004! $  2,319,743!      +49.1 %
2005! $  2,606,758!      +12.4 %
2006! $  2,036,495!      –21.9 %
2007! $  4,781,087!    +134.8 %
2008! $  2,243,880!      –53.1 % 
2009! $  5,129,293!    +128.6 %
2010! $  2,492,329!      –51.4 %
2011! $  3,314,261!      +33.0 %
SOURCE:  Council for Aid to Education, Voluntary Support of Education 
Program, FY2003 through FY2011.  NOTE:  The “PY Change” column shows the 
percentage change over the prior fiscal year.

! The worst of the recent financial downturn, starting in the second half of 2008, 
was roughly concurrent with FY2009.  That year, unsurprisingly, only two other peer 
institutions (Augustana and Kenyon) saw an increase over the prior year — as IWU did 
— in gross revenue from alumni.

! However, while it is true that IWU’s gross revenue for FY2011 does represent a 
+47.7 % increase over FY2008, the last fiscal year before the economy soured, IWU’s 
FY2011 revenue also represents a -35.3 % decrease from FY2009, the year of the 
crash itself.  Lawrence is the only other peer school like IWU with a decrease in total 
revenue from FY2009 to FY2011, when all ten of the other schools saw an increase.

Again, it must be emphasized that problems with Wesleyan Fund
performance in recent years cannot be blamed solely on the economy.

! It is also important to keep in mind that a $125,000,000 capital campaign has 
been underway at IWU for the last several years.  The inclusion of multi-year pledges in 
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2 !IWU accounts for all unrestricted giving as “annual fund” giving, even if it comes from sources other 
than alumni making gifts of less than $10,000 in response to an annual fund campaign — for example, 
the yearly $1,000,000 unrestricted gift from State Farm is included in the Wesleyan Fund totals.  It also 
includes bequests and multi-year pledges made in connection with the “Transforming Lives” capital 
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the “annual fund” range ($0.01 – $9,999.99) was likely no more than $1,500,000 that year.  However, 
the larger figure is being used for the analysis in this section since it is the only “apples-to-apples” 
comparison with peer / aspirant schools that can be made using the available data.  The issue of 
accounting for all unrestricted gifts as annual fund gifts will be addressed separately in a later section.



the alumni giving totals each year undoubtedly had a significant effect on the large 
differences in year-over-year total giving.  The percentage changes were quite volatile.

! For this reason, perhaps a more useful way of examining this question may be 
average gift (or “revenue per donor”), since it takes into account both the total amount of 
gross revenue and the total number of donors for each year.  In such an analysis, if it 
were possible to separate annual fund gifts from other unrestricted gifts, the average gift 
would actually be lower, which simply illustrates this same point in even starker terms.

! The general trend in average gift for the same 13 schools during the same eight-
year period is upward.  Only two of the ten schools, Kenyon and DePauw, experienced 
(gentle) downward trends in average gift, and Lawrence’s trend was essentially flat.

! The average increase in average gift for all 13 schools from FY2004 through 
FY2011 was +30.2 %.

! IWU’s average gift in the same period increased +51.5 % — it more than doubled 
— from $ 414.76 to $ 855.07.

! However, IWU’s FY2011 figure was still -25.8 % lower than the 8-year mean of 
the average gifts for all 13 schools, which was $ 1,151.90.

8-Year Mean of Alumni Average Gifts at IWU’s
Peer / Aspirant Institutions:  FY2004–FY2011

Rank! Institution Name! ! Average Gift
   1! Kenyon College! ! $  2,204.85
   2! DePauw University! ! $  1,521.06
   3! Knox College!! ! $  1,436.00
   4! College of Wooster! ! $  1,316.38
   5! Lawrence University! $  1,292.21
   6! Augustana College! ! $  1,235.68
   7! Denison University! ! $     981.94
   8! Carleton College! ! $     928.07
   9! St. Olaf College! ! $     911.94
  10! Macalester College! ! $     881.02
  11! Franklin & Marshall! ! $     872.63
  12! Illinois Wesleyan! ! $     713.16
  13! Rhodes College! ! $     679.79
SOURCE:  Council for Aid to Education, Voluntary Support of Education Program, FY2004 through FY2011.

! Revenue per donor is another aspect of alumni giving where IWU lags 
significantly behind its peer / aspirant group.
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Why Increased Participation Is Important to IWU

! While it may be true that IWU has been raising more money from fewer donors 
recently, a “donors down, but dollars up” mantra cannot be used to justify the 
declining annual fund participation rate.

“Dollars up” is simply unsustainable over time
if “donors down” continues as a trend.

! IWU’s participation rate is also important for several other reasons.

! First, an effective annual fund systematically builds the loyalty of future major gift 
prospects by keeping them connected as donors to the university.

! It is unrealistic to expect a newly-minted alumnus to make a major gift ($10,000+) 
to IWU immediately following graduation.  It is equally unrealistic to expect an alumnus 
who has never given anything to IWU to suddenly make a major gift 25 years after 
graduation.  Of course, both scenarios are possible, but both are extremely unlikely — 
and are certainly too rare to account for a significant source of regular funding for IWU.

! However, with a careful and systematic program of cultivation over a long period 
of time, an effective annual fund can address both of those problems.  First, by starting 
early — as soon as a student is accepted would be ideal — the Wesleyan Fund can be 
prepared to successfully solicit the largest practical percentage of newly-minted alumni 
to give a first gift of $10 or $25 immediately upon graduation.  Second, the Wesleyan 
Fund can keep that new donor giving annually over time, to prevent an alumnus from 
becoming a 25-year “never donor” in the first place.

! Simultaneously, the Wesleyan Fund can encourage alumni to slowly upgrade by 
increasing the amounts of their gifts over time, until they are prepared to become major 
donors as part of a gradual and natural progression.

! So, an effective annual fund not only creates and maintains a larger pool of 
prospective yearly donors of amounts less than $10,000, but it also cultivates a larger 
pool of potential $10,000+ major donors in the future.

! In fact, an effective Wesleyan Fund can help change the way that major gifts are 
solicited.  Past giving behavior is a much more reliable predictor of future giving 
behavior than any “wealth indicator.”  The importance of trying to identify wealthy alumni 
who are capable of making major gifts, but whose long-term giving history is sporadic 
(or non-existent), will diminish.  Instead, there will be a growing pool of alumni who have 
given nearly every year since graduation, in gradually increasing amounts, a few of 
whom will have been making $5,000 gifts annually for several years before being asked 
for $10,000 or more.  The Wesleyan Fund can and should be such a “pipeline.”
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! Second, the annual fund participation rate is widely viewed as a measure of 
alumni satisfaction with IWU, and it is widely used to rank IWU with other institutions.  
While IWU does not “chase” rankings, there is no harm in working to improve this metric 
for other reasons while seeing IWU’s ranking increase as a byproduct.

! Third, there can be a powerful symbiotic relationship between the Wesleyan 
Fund and the volunteer alumni association.  Just as volunteers are better prospects to 
become donors, donors are better prospects to become volunteers.  If the two efforts 
work in tandem to emphasize both the importance of annual giving and the need for 
alumni to continue their involvement in the campus community, both efforts can help 
each other thrive.  Stories of alumni volunteers mentoring undergraduates make a 
powerful annual fund appeal, which in turn helps spread more widely the news about 
what the alumni association is doing, and even promote opportunities for alumni to get 
involved.  These programs can reinforce each other in a powerful way.

! If one accepts the proposition that IWU’s undergraduates benefit from increased 
alumni involvement in the campus community, then the annual fund participation rate is 
important because of the salutary effect it will have on the recruitment of alumni 
volunteers.

! In summary, driving up IWU’s participation rate is one of the most important 
goals of this strategic plan.  And while there are several other critical objectives, all of 
them point toward increased participation as both a means and an end.

! By teaching both undergraduates and alumni about their roles as stewards of 
IWU — and by offering alumni more opportunities for meaningful engagement with IWU 
— and by more effective use and integration of the communications channels available 
to reach alumni — this strategic plan is intended to create a “virtuous cycle” to drive up 
IWU’s participation rate over a ten-year period, increasing total annual fund revenue in 
the process.

! If IWU can increase its participation rate while simultaneously increasing average 
gift, IWU has an opportunity to significantly increase the total revenue generated by the 
Wesleyan Fund.  This can be accomplished through more effective retention and 
upgrading of existing donors, while more effectively acquiring and retaining new donors.  
And the key to that will be teaching stewardship and emphasizing alumni engagement.

! In short, that is the aim of this strategic plan.
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STRATEGY
There are five key strategic elements to this plan.  Their effect is 
cumulative, so each one builds upon the foundation laid by the 
ones before it.  They are:

1.  Steward
2.  Engage
3.  Acquire
4.  Retain
5.  Upgrade

Steward

! A steward is a person with responsibility for taking care of something that 
belongs to someone else.  In terms of IWU, however, the concept of stewardship must 
involve something that belongs not to someone else, but to all of us:  the University, 
itself.  This plan envisions developing and inculcating a culture of stewardship by 
teaching it as a tradition to current and future undergraduates, and by helping alumni 
share with each other their stories about their own personal stewardship connections 
with IWU3.  We want to help alumni view IWU as a “cause” that is personally important 
to them, one that they want to support with intentional and regular donations.

Engage

! A successful program of engagement will offer alumni numerous opportunities in 
multiple channels to stay connected with IWU.  This must start well before graduation, 
as newly minted alumni are welcomed into the Alumni Association.  In fact, the first five 
to ten years after graduation are the most critical4.  In that period, the goal is to avoid 
“losing” alumni, thus requiring greater resources (or simply good luck) to get them re-
engaged — when they could simply have been kept engaged in the first place.  
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3! Stewardship is the foundation of this strategic plan, but IWU is mostly starting from scratch, with very 
few traditions of alumni stewardship still in place.  Some “traditions” will have to be instituted now and 
nurtured over the entire ten-year period that is covered by this strategic plan  For a more detailed 
treatment of the subject, please refer to Appendix A, “The Best Way to Start a Riot Is to Incite One:  
Creating a Culture of Stewardship at Illinois Wesleyan University,” by Scott Huch ’86.

4 !While it is only one example of the engagement tools that will be deployed in this strategic plan, Class 
Reunion Campaigns are notable, mainly because this tool is presently underutilized at IWU.  At a 
minimum, there must be an intense focus on the classes of 2016 through 2025, to develop a tradition of 
vibrant class reunions that assumes, encourages, and supports more involvement by alumni in the 
planning and execution, and that includes a giving component.  This topic is discussed in Appendix B, 
“The Case for Class Reunion Campaigns at Illinois Wesleyan University,” by Josh Butts ’01.



Engagement involves a two-way conversation that continues over a long period of time, 
one that keeps alumni interested in — and concerned about — IWU and its mission.

Acquire

! Acquisition:  This fundraising term of art simply means getting a first gift from an 
alumnus.  Ideally this, too, will happen before graduation.  “Never” donors are unlikely to 
be a profitable acquisition source compared to recent graduates, and the longer the 
time after one’s graduation, the less likely a gift is from a “never” donor.  The strategy is 
to prevent “never” donors by acquiring alumni donors “at birth”; that is to say, 
immediately upon graduation.

Retain

! Great resources must be directed toward every donor from the prior year to 
ensure that a repeat gift is made for the current year.  The more years a person has 
donated, the more of an effort is justified to solicit a current year gift to avoid allowing 
alumni to lapse as donors — when the cycle is broken and the donor must be re-
engaged and re-acquired.

Upgrade

! Over time, alumni must be carefully but systematically cultivated to make larger 
gifts.  Many alumni will be loyal annual fund donors (no gift greater than $10,000) all of 
their lives.  However, with the proper care and attention, the annual fund can (and 
should) be a robust “feeder mechanism” that is constantly developing alumni from $5 
donors, to $50 donors, to $500, to $5,000, so that by the time the major gift officers are 
ready to step in to ask for a $10,000+ gift, the donor is already very well primed and in 
the “habit” of giving to IWU.

The Inter-Relational Nature of These Five Activities

! While it is true that the five strategic elements of this plan are foundational and 
each one builds in some way upon the others before it, it would be mistaken to conclude 
that an annual fund donor would be engaged with each element in strict order and only 
one at a time.

! A donor’s actual experience, prior to acquisition, would likely start with learning 
IWU’s traditions of stewardship (much of which is yet to be developed) and becoming 
engaged with alumni programming.

! Once a donor is acquired, efforts to retain and upgrade donors will be continual.  
However, it will be necessary to constantly remind even the most loyal and consistent of 
donors about IWU’s culture of stewardship, and to constantly engage them through a 
variety of programs and communications channels.
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! If the five strategic elements of this plan are properly executed, there will be five 
basic steps to acquiring a lifetime IWU donor:

1.! Every single IWU alumnus starts as a suspect as soon 
as he or she has accepted an offer of admission.

2.! The next challenge is to teach stewardship to 
undergraduates while sustaining a closely coordinated 
effort — mainly through the Office of Alumni Relations 
and the Alumni Association Executive Board — to get 
alumni suspects to raise a hand and show some interest 
in engaging in IWU-related activities, converting a 
suspect into a prospect.

3.! The job of the Wesleyan Fund is to turn the prospect into 
a donor by acquiring him through a carefully planned 
series of appealing offers made in multiple channels.

4.! Then keep the donor so delighted with his experience 
that he is retained as a multi-donor (donates to IWU 
every year and would never think of missing a year).

5.! Final step:  Turn the multi-donor into an advocate, who 
tells every other alumnus he knows how wonderful it is to 
be engaged with IWU as an annual fund donor, thus 
“closing the loop” by reinforcing the on-going stewardship 
and engagement efforts aimed at new potential donors.

! All parts of the tactical plan will be aimed at creating and sustaining a donor 
experience that largely unfolds as just described5.
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5! Apart from the Wesleyan Fund team, there are several departments at IWU whose work involves 
interacting with alumni, including Advancement (major gifts), Alumni Relations, and University 
Communications; as well as the volunteer Alumni Association and others.  It is important that both 
messaging and outreach activities are coordinated and managed in an integrated way.  Integration 
contributes materially to both effectiveness — that is, delivering better outcomes — and efficiency, 
which is important in an environment where expenses must be carefully managed.  Appendix C, 
“Strategic Approach:  Integration for Efficiency and Effectiveness,” by Kathy Lewton ’70, provides 
background on the value of integration and details on how it can be executed at IWU.



Key Benchmarks

! This strategic plan is intended to go into effect starting in Fiscal Year 2013 
(August 1, 2012).  This plan looks out ten years into the future, and envisions several 
outcomes by the end of Fiscal Year 2022 (July 31, 2022).

! While evaluation of results will be conducted on a continual basis throughout 
each year and over the life of this strategic plan, there are several intermediate time 
horizons built into this plan:

• First year — End of FY2013
• Years 2 and 3 — Throughout FY2014 & FY2015
• Year 5 — Throughout FY2017
• Year 10 — Throughout FY2022

! FIRST YEAR:  By the end of FY2013, every single element of the annual fund 
program will have been critically examined and discontinued if it cannot be justified by 
results.  No program will be continued simply because “that’s how it’s always been 
done.”  Only activities that point directly to at least one of the five strategic elements of 
this plan will be executed.  Emphasis on ROI (“return on investment”) will be critical.  
There are no sacred cows.  It is expected that there will be a considerable amount of 
“learning by doing” during the first year, because the tactical section of this plan includes 
many tools that will be new to IWU’s annual fund program, or that have been un-used or 
little used in recent years.  All of these new tools are being drawn from “best practice” 
efforts at similarly situated institutions, so none of them are truly “new” — just new to 
IWU.  Put very simply, IWU is going to copy more of what’s working now at our peer / 
aspirant schools.  This plan envisions no reinvention of any wheels.

! YEARS 2 & 3:  Throughout FY2014 & FY2015, adjustments will be made to this 
plan to “fine tune” expectations based upon actual results in the first and second years.

! YEAR 5:  During FY2017, a thorough evaluation of the entire strategic plan will 
be conducted.  Ideally, this will involve key alumni volunteers, in a manner similar to the 
current process that resulted in this plan.  Every element of this strategic plan will be “on 
the chopping block” — again, no sacred cows.  Anything that is not working as 
expected, and that was unable to be appropriately adjusted in the previous five years, 
will be eliminated and replaced, if necessary, with something else that is reasonably 
believed to be more likely to yield the desired result.  In fact, while this plan is written to 
cover the period 2013 – 2022, it can effectively be viewed as two consecutive five-year 
plans because of the extensive nature of the review and revision process that is 
expected during the plan’s fifth year.

! YEAR 10:  During the entire tenth year of this plan, FY2022, a review and 
evaluation process like the current one, and the one to be employed in this plan’s fifth 
year, will be undertaken for the purpose of completely taking apart the annual fund 
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program, evaluating what is working, examining what is not working, seeking 
alternatives and new tools, and then creating another ten-year strategic plan from 
scratch.  The focus at that point will be mainly on this plan’s long-term goals, since the 
short-term goals should already have been thoroughly evaluated and tactics adjusted.  
If the current plan yields the desired results, then it will not be possible simply to copy-
and-paste a new set of dates onto this plan and call it a “new” plan.  If the desired 
results of this plan are achieved, IWU’s annual fund program in FY2022 will bear little 
resemblance to the program today.  A completely new strategic plan will be needed to 
take advantage of the increased capacity that will be created under this plan.

! A final note about the evaluation of results:  The success of this plan relies upon 
changing certain things about the way progress is measured in connection with the 
annual fund program.  The goal for FY2013 is a 20.1% participation rate.  While 
important, it will not be good enough to know, week over week, that progress is being 
made toward the 20.1% goal.  Instead, each week, another key question will be:  Were 
20.1 % of this week’s attempts successfully closed?  Engagement with alumni and 
participation by alumni donors in the annual fund is not something that should be 
scrambled toward as a deadline looms at the end of each fiscal year.  A continual effort, 
week over week, to be in regular contact with alumni — and to successfully close 
annual fund donations from them — is critical.
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What Will Be Measured?

! In addition to specific annual goals for participation rates, average gift, and gross 
revenue, the following key metrics should also be tracked.

Total Amount of Alumni Annual Fund Donations (Gross Revenue)
The aggregate amount of all unrestricted $0.01 – $9,999.99 donations from alumni and friends in 
each fiscal year.  (For more detail, refer to the following section:  “The Definition of a ‘Wesleyan Fund 
Gift.’ ”

Total Number of Alumni Annual Fund Donors
Each individual donor is counted only once for all $0.01 – $9,999.99 donations in each fiscal year.

Average Gift (Donation) Amount – All Annual Fund Donors
Annual fund gross revenue divided by the total number of alumni annual fund donors in each fiscal 
year.

Participation Rate
The number of alumni annual fund donors divided by the total number of individuals in the solicitation 
base, expressed as a percentage, in each fiscal year.  This figure should be calculated and tracked 
on an on-going basis throughout the year, and a final figure should be calculated at the conclusion of 
each fiscal year and recorded to track progress over time.

Average Gift (Donation) Amount – First-Time Donors
Looking only at donors whose original (first) gift is in the current fiscal year, the total amount of all 
donations from these individuals divided by the total number of such donors, expressed as a dollar 
value.  This figure can be calculated and tracked on an on-going basis during the year. A final figure 
should be calculated at the conclusion of each fiscal year and recorded to track progress over time.

Average Gift (Donation) Amount – Retained Donors
Looking only at donors who made a gift in both the current fiscal year and the last fiscal year, this 
figure is the total amount of all current year donations from these individuals divided by the total 
number of such donors, expressed as a dollar value.  This figure can be calculated and tracked on an 
on-going basis throughout the year, but a final figure should be calculated at the conclusion of each 
fiscal year and recorded to track progress over time.

Donor Retention Rate
The number of donors who made a gift in the last fiscal year and who also make a gift in the current 
fiscal year, divided by the number of donors from the last year, expressed as a percentage.  This 
figure can be calculated and tracked on an on-going basis throughout the year, but a final figure 
should be calculated at the conclusion of each fiscal year and recorded to track progress over time.

First-Time Donor Retention Rate
Looking only at donors whose original (first) gift was in the last fiscal year and who also make a gift in 
the current fiscal year, this figure is the total number of such donors in the current fiscal year divided 
by the total number of donors whose original gift was in the last fiscal year, expressed as a 
percentage.  This figure can be calculated and tracked on an on-going basis throughout the year, but 
a final figure should be calculated at the conclusion of each fiscal year and recorded to track progress 
over time.  Significant growth in this particular metric each year will be a critical indicator of 
this plan’s effectiveness.
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Multi-Year Donor Retention Rate
Looking only at donors whose original (first) gift was not in the current or last fiscal year, but who also 
made at least one gift in each of the current year and the last fiscal year, this figure is the total 
number of such donors in the current year divided by the total number of such donors in the last year, 
expressed as a percentage.  This figure can be calculated and tracked on an on-going basis 
throughout the year, but a final figure should be calculated at the conclusion of each fiscal year and 
recorded to track progress over time.  This metric is also a critical indicator of this plan’s 
effectiveness.

Donor Reactivation Rate
The total number of donors who made a gift in any prior year except the last fiscal year (expired 
donors) and who also make a gift in the current fiscal year, divided by the total number of expired 
donors at the start of each fiscal year, expressed as a percentage.

Donor Acquisition Rate
The total number of donors who make a gift in the current fiscal year but have never made a gift in 
any prior fiscal year, divided by the total number of alumni who have never made a gift (“never 
donors” or non-donors), expressed as a percentage.

Graduating Donor Acquisition Rate
The total number of donors who make a gift in the current fiscal year and whose graduation year is in 
the current fiscal year, divided by the total number in that year’s class of graduating seniors, 
expressed as a percentage.  This figure (and the previous one) may disregard prior donation activity 
as an undergraduate, since gifts from undergraduates will be actively solicited under this plan.  The 
main focus here is on gifts made in the first year of being an “official” alumnus rather than on 
retention.

Total Revenue from Retained Donors
Looking only at donors who made a gift in the last fiscal year and who make a gift in the current fiscal 
year, this figure is the total amount of all such donations in the current fiscal year, expressed as a 
dollar value.  This should be calculated at the end of each fiscal year and recorded to track progress 
over time.  This will help measure the effectiveness of the upgrading strategy and tactics set 
forth in this plan.

Total Revenue from Reactivated Donors
Looking only at donors who made a gift in any prior year except the last fiscal year and who make a 
gift in the current fiscal year, this figure is the total amount of all donations in the current fiscal year 
from these donors, expressed as a dollar value.

Revenue Retention Rate
Looking at the total amount of donations from the last fiscal year, take the total amount of donations 
from the same donors in the current fiscal year and divide it by the total amount of donations from 
the last fiscal year, then express it as a percentage.  This metric is another critical indicator of this 
plan’s effectiveness.

! As work progresses under this strategic plan, it may be necessary to modify this 
list.  As repeatedly noted throughout this plan, the process of evaluating results and 
refining this plan will be continual, and will be especially intensive during the plan’s first 
three years.
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! In fact, tracking progress is so essential to the success of this plan that currently 
updated data and frequent reports will be an absolute necessity — at least monthly, and 
weekly if at all possible.  It would be especially helpful to select certain key metrics from 
this list and use them to create a one-page “dashboard” to track progress in real time, 
which could be distributed to key staff as part of a regular reporting process.

! Eventually, it would be helpful to track annual fund expenses against revenue, to 
examine whether improvements to return-on-investment (ROI) may be made.

! Additionally, it would be helpful to update the nomenclature used to refer to 
annual fund donors, in order to bring it into closer alignment with best practices in 
professional fundraising.  The “PYBUNT / LYBUNT” model gives a false sense of 
comfort that does not adequately stress the importance of new donor acquisition and 
the need for greater efforts to prevent current donors from expiring.  Four main 
categories of annual fund participants will be used, and their importance to the 
program’s success should be in the priority shown here:

1.  Current
2.  Lapsed
3.  Expired
4.  Non-Donor6

! Current.  Current donors have made at least one $0.01+ donation in the current 
fiscal year.  Rather than ceasing communications with current donors until next year, a 
sustained effort is needed to continually remind these donors of all the good work that is 
being done with their gift, and to prime them to make another gift in the next fiscal year.

! Lapsed.  Lapsed donors are an extremely high priority.  Since they made a gift in 
the last fiscal year, they are the second best prospects for another gift in the current 
fiscal year.  (These have been called “LYBUNTS.”)  The only better prospect is a current 
donor.  There must be a focused effort to convert all lapsed donors into current ones.

! Expired.  Expired donors did not give in the current or last year, but have made 
at least one gift in a previous year.  (“PYBUNTS.”)  The objective is reactivation.

! Non-Donor.  Non-donors have never made a gift to IWU.

! With both expires and non-donors, a recency / frequency / monetary value model 
should be used to prioritize reactivation and acquisition efforts.
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6! The only exception to this order of priority will be non-donors who are also current undergraduates, and, 
in particular, each year’s class of graduating seniors, who may be viewed as an even higher priority 
than current donors, given how important it is to obtain a first gift using the “acquisition-at-birth” model.  
IWU will never again, at any time during the lives of these future alumni, have such a cost-effective 
opportunity to target them with a sustained campaign of on-campus messaging intended to elicit a first 
gift that the donor understands in the context of a lifelong culture of stewardship toward IWU.



The Definition of “Wesleyan Fund Gift”

! As noted in an earlier section, IWU accounts for all unrestricted gifts as alumni 
annual fund gifts — even if the source of the donation is not an individual or an alumnus 
— and this includes uncollected multi-year pledges.

! This is not intended to minimize the importance of unrestricted giving or multi-
year pledges, but in order to determine whether this strategic plan has achieved its 
intended result, it will be necessary to begin measuring and assessing unrestricted 
giving in a different manner.

! First, there must be a more precise definition of “Wesleyan Fund Gift”:

In addition to being unrestricted and repeatable, a Wesleyan Fund Gift 
must also be from an individual who is an IWU alumnus or friend 7  
donating in response to the Wesleyan Fund campaign, in an amount 
less than $10,000 and receipted in the current year.

! Some of these gifts will be obvious, such as donations generated by the Titan 
Talkers outbound telemarketing program or received in response to Wesleyan Fund 
mailings throughout the year.  Some discussion will be necessary to identify other 
revenue that may qualify (for example, corporate matching funds associated with a 
Wesleyan Fund Gift); however, most unrestricted donations of less than $10,000 from 
individual alumni will count. 

! Second, it will be necessary to track “Wesleyan Fund giving” separately from “all 
unrestricted giving.”  When “all unrestricted giving” is reported, it will always include all 
Wesleyan Fund giving as it does now, but not vice versa.

! This is absolutely critical in order to accurately measure growth in total alumni 
giving over time, as well as to measure growth in average gift.

! Initially, total Wesleyan Fund revenue will probably appear to decrease, since the 
figure reported as Wesleyan Fund revenue has averaged a little more than $3,000,000 
over the last eight years, even though actual alumni giving to the Wesleyan Fund is 
estimated to be about half that amount each year, $1,500,000.

! Fortunately, there appears to be great potential for speedy improvement — with 
total revenue increasing at a rapid annual rate — if this strategic plan is executed and 
the intended results are achieved.
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7! The definition of “friend” would continue to broadly include members of the University community who 
have traditionally been participants in IWU annual fund campaigns.  This encompasses, among others, 
individual donors who are not alumni (i.e., “Friends”), parents, Associates (i.e., local businesses that 
donate $250+ annually), and faculty and staff.



PARTICIPATION AND REVENUE GOALS BY FISCAL YEAR

Fiscal!  Participation   Percentage     Average     Percentage     Gross     Percentage
 Year!         Rate!        Change*          Gift!         Change*      Revenue8     Change*   

2013!        20.1 %9          +8.06 %         $    749          +5.00 %     $2,656,544    -19.85 %

2014!        20.7 %           +3.00 %         $    786          +5.00 %     $2,897,469    + 9.07 %

2015!        21.3 %           +3.00 %         $    826          +5.00 %     $3,160,020    + 9.06 %

2016!        22.0 %           +3.00 %         $    867          +5.00 %     $3,446,121    + 9.05 %

2017!        22.6 %           +3.00 %         $    910          +5.00 %     $3,757,866    + 9.05 %

2018!        23.6 %           +4.35 %         $    956          +5.00 %     $4,151,242   +10.47 %

2019!        24.6 %           +4.35 %         $ 1,003          +5.00 %     $4,585,491   +10.46 %

2020!        25.7 %           +4.35 %         $ 1,054          +5.00 %     $5,064,835   +10.45 %

2021!        26.8 %           +4.35 %         $ 1,106          +5.00 %     $5,593,927   +10.45 %

2022!        28.0 %           +4.35 %         $ 1,16210        +5.00 %     $6,177,899   +10.44 %

*! Each “Percentage Change” figure for FY2013 is based on the most recent year for which statistics are 
available, FY2011.  The final FY2012 figures were not yet known at the time this strategic plan was 
created in June 2012.  Once that data is available, it will be necessary to revise this chart accordingly.

! It is important to reiterate that the figures in this table will be adjusted periodically 
to conform with actual results.  Evaluation of this plan’s performance will be continual.
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8! Gross Revenue is calculated using an estimated solicitation base of 17,500 for FY2012.  After that, a 
net increase of 150 each year is assumed for these projections.  When more accurate data is available, 
a more accurate attrition rate will be calculated and these figures will be revised.  The Gross Revenue 
for FY2013 is down -19.85% from $3,314.261 for FY2011, but the FY2011 figure includes at least 
$1,000,000 in unrestricted giving that will not be counted as Wesleyan Fund giving moving forward.  
After FY2013, Gross Revenue is projected to grow by roughly 10% annually and surpass the FY2011 
level in FY2016, the fourth year of this strategic plan.

9! The 20.1% goal for the FY2013 participation rate is intended to put IWU back into the top half of the 
national field.  As previously noted, the median participation rate for all private colleges and universities 
in the United States in FY2010 was 20%.  This is a symbolic starting point for the first year of this plan.

10!The projected FY2022 average gift is also symbolic.  The mean of the average gifts at IWU’s peer / 
aspirant institutions during the eight-year period from FY2004 through FY2011 was $1,151.90.  This 
goal for average gift would put IWU into “above average” territory.



TACTICAL PLAN
A variety of tactics will be employed to execute this strategic 
plan.  All of them will be focused on one or more of the five main 
strategic objectives, with emphasis on tactics that can effectively 
address multiple strategies.

In order to successfully achieve a number of these objectives, 
there will be a need for collaboration and integration with other 
University departments, such as University Communications, 
Alumni Relations, and Admissions.

Tactics identified with an asterisk (*) are currently in practice.

STEWARD

What is the objective?
A culture of stewardship is to be developed within and among IWU’s campus community 
and its constituents.  Ultimately, alumni must view the University as worthy of financial 
support, and they must want to give their own support regularly and in increasing 
amounts over time.

How will it be achieved?
An understanding and appreciation of the role of private support for the University will 
be inculcated over time as students learn IWU’s traditions of stewardship, starting when 
a student contracts to enroll at IWU.

! Prospective/new students

1. At the time of his acceptance, any student receiving merit or need-based gift 
assistance should be informed of the source of his grant money; he must know 
alumni donors help to subsidize his education at IWU

o Admissions should include a donor profile in the acceptance packet of 
every scholarship and/or IWU grant recipient*

o Language should be added to the paperwork in students’ financial aid 
packages that identifies alumni donors as a source of the gift assistance 
included in the package

2. During orientation, new students should hear from a member of the Wesleyan 
Fund team and/or a member of the Alumni Association Executive Board (AAEB) 
about the impact of alumni and alumni donors on the life of IWU and its students
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o The director of the Wesleyan Fund could give this presentation to new 
students on the first night of orientation, which in recent years has been 
reserved for traditions and school spirit*

o A local member of the AAEB could give this presentation that night or 
could be worked into the daytime programming of orientation

3. During orientation, each new student should be required to write a note of thanks 
to an alumni donor during a scheduled 15-minute session

o This could come on the heels of the presentation given by the AAEB 
member referenced above

Current students

1. Recipients of named scholarships should be notified of the source of their gift 
assistance and should be required to write a note of thanks to their benefactor(s)
—and attend the Benefactor Dinner or similar event where their benefactor(s) will 
be present

o A letter to this effect from the director of the Wesleyan Fund should be 
enclosed with aid packages*

2. Recipients of named scholarships should receive notification on their financial aid 
proposals that by accepting their scholarship they agree to write a thank you note 
to their benefactor and attend the appropriate stewardship event(s)

o Scott Seibring would need to agree to include this information
3. Educational/promotional material about the impact of alumni support should be 

visible in academic buildings and common areas of campus, as well as in 
campus publications and communications (Argus, Facebook class pages, etc.)

o The Ames Library has display cases in prominent locations throughout the 
building; anyone can provide material for the cases if approved by the 
librarian; this material rotates quarterly*

o A member of the Argus staff could write a regular article profiling alumni of 
note, listing upcoming alumni events and/or highlighting significant dates 
in IWU’s history; NOTE: Jeff has requested a recurring space for just this 
type of promotion in the past and was told he could not write for the Argus
—it must be done by a student

 A student worker in Advancement could be dedicated to this, 
potentially

 A Letter to the Editor from an alumnus could be another way to get 
this information in the Argus, potentially

4. An “alumni” banner should hang in the Hansen Student Center alongside the 
class banners to remind students of their future role as IWU graduates; this 
banner could be used at events such as a welcome during new student 
orientation, class dinners and as part of Commencement ceremonies
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5. A physical space for alumni paraphernalia and success stories should be created 
on campus to inform/remind students of those who have come before them

6. A Tuition Freedom Day program should be developed to remind students 
annually of alumni donors who are subsidizing their educational experience—and 
to better illustrate how the University operates financially

o Posters could be displayed all over campus that describe what IWU might 
be like if it operated solely on tuition revenue

o Students could be given vouchers for a free drink at Hattie’s or Starbucks 
if they would sit and write a thank you note to an alumni donor

7. The Inner Circle program should be extended so that members would meet 
multiple times over the course of their last semester on campus

o The scope of the program should be broadened to better educate student 
leaders about how IWU operates—including challenges and successes of 
Admissions, Financial Aid, Advancement and the Hart Career Center

o Members should be asked to pledge their support of the Alumni 
Association and the Wesleyan Fund, agreeing to become both alumni 
volunteers and regular donors

o A local member of the AAEB, or possibly the president of the AAEB, 
should address the members at some point to welcome them to the 
Alumni Association

8. The class gift programs should strongly emphasize the importance of annual 
giving and its impact on students—allowing for multi-year pledging as part of the 
senior year campaign*

o A distinction should be made between the one-time funding of a tangible 
item given as the senior class gift and the expectation that, as alumni, 
these individuals give annually to the Wesleyan Fund*

 A balance must be struck between IWU’s desires to move away 
from tangible class gifts and the desires of the students to have 
something to show for their contributions

 The senior brick campaign, allowing student donors to sponsor a 
brick in their name on campus, must be continued

• A new space must be found for student donor bricks to 
continue this relatively new, but successful, tradition

9. The director of the Wesleyan Fund should address students at loan exit sessions 
prior to graduation—to, among other things, remind students of the gift 
assistance they have received (in relation to the loan indebtedness they have 
acquired) and from where and from whom that assistance has come*

10.A member of the Alumni Association Executive Board should address graduates 
at the Senior Class Dinner to welcome them into the ranks of alumni and to again 
underscore the importance of being a regular donor to the Wesleyan Fund*
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Alumni

1. Alumni donors should be recognized at alumni events and praised for the 
positive impact they have on the institution; this recognition should be a regular 
part of every event and need not single out donors but rather hold up all 
Wesleyan Fund donors as models

2. Wesleyan Society donors should be recognized at every opportunity
o They should be acknowledged with special ribbons for their name tags at 

events
o They should have a page dedicated to them in every IWU Magazine issue
o They should get special mention in the Annual Report

3. Each and every Alumni Association volunteer should be encouraged by the chair 
of his respective group to support the Wesleyan Fund

o The Director of Alumni Relations and the president of the Alumni 
Association should publicly and regularly declare their commitment to 
achieving 100% participation in the Wesleyan Fund among alumni 
volunteers

4. Various spokespeople and/or authors should be used to convey Wesleyan Fund 
messaging, among them faculty and staff and notable alumni

o Solicitation letters should come from non-Advancement members of the 
campus community when appropriate; this could include faculty/staff and/
or the President*

o IWU Magazine ads could feature faculty/staff/alumni addressing the need 
on campus and/or why they give back*

5. Homecoming and class reunions should be used to bring alumni closer to the 
institution and each other, to inspire alumni attendees to become more active 
with IWU and to instill a sense of pride in being associated with the University

o These events should emphasize the quality of an IWU education, recall 
significant/fun moments in IWU’s history and underscore the tradition of 
success of our students and graduates, including alumni standouts

 An accomplished member of the faculty could be the keynote 
speaker for the Alumni Luncheon at Homecoming every year, 
describing his or her recent research and work with students and 
describing ways in which he or she has collaborated with alumni to 
enhance the program for students

 Whether through posters and signs around campus or more direct 
means of communication, more should be done during 
Homecoming weekend to feature the incredible accomplishments 
of our graduates over time

 IWU history and/or trivia should be woven into these events so 
alumni feel a part of a long tradition
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 Attendees should be made aware of opportunities to volunteer for 
IWU

6. Additional channels must be utilized to communicate the Wesleyan Fund 
message, including social media and multimedia platforms

o The Wesleyan Fund Facebook page needs to be well thought out and 
must be regularly updated and monitored for it to be effective

 The Assistant Director of the Wesleyan Fund should be responsible 
for overseeing the Wesleyan Fund Facebook presence

 An alumni volunteer, or a small team of alumni volunteers, with 
expertise in this area should be involved in the planning and 
execution of this social media plan (Jessica Shull, Patrick Palmer?)

• This would allow Wesleyan Fund staff to focus on higher 
priorities that can more directly/quickly raise revenue

o A concerted effort should go toward the generation of short videos that 
would educate alumni and could be spread virally

 How the University operates financially; the role of the Wesleyan 
Fund in meeting the budget and supporting students

 Student need and the growing gap in financial aid
 Admissions’ challenges in recruiting and retaining students
 Giving Circles:  what they are and how they can be created

7. Efforts must be made to encourage and enhance opportunities for peer-to-peer 
solicitations; the Giving Circle program should be more widely promoted and 
should be given sufficient support so that no internal process holds up a 
volunteer’s ability to solicit fellow alumni

o Mailings should highlight the Giving Circle program and encourage the 
creation of new Circles*

o A volunteer who is enthused and ready to solicit friends must not wait 
more than two days to have a blog post ready for use

 This includes a giving page specific to the volunteer’s Giving Circle 
so that the volunteer may start soliciting on IWU’s behalf

Faculty/Staff

1. Faculty and staff must be willing to engage in the conversation about the 
importance of annual support

o Faculty should mention in the classroom, at least at the start of each 
semester, the role of alumni support in providing the kinds of facilities/
opportunities that are available at IWU

2. Faculty and staff should be informed about the role of the Wesleyan Fund during 
their orientation as new Illinois Wesleyan University employees

IWU - Wesleyan Fund for Annual Giving - Strategic Plan:  2013 – 2022! Page 23 of 39



o There should be promotional material about the Wesleyan Fund included 
in every new hire’s packet of information, and a member of Advancement, 
preferably the VP of Advancement, should speak as part of the orientation 
program

3. Every new hire should receive a payroll deduction form as part of the packet of 
materials handed out during orientation

4. Faculty and staff should receive an annual update regarding the status of the 
Wesleyan Fund; this update should extend beyond the remarks made by the 
president of the University at faculty and staff meetings and should include 
information about the impact of the Wesleyan Fund’s status on departmental 
budgets

5. At least once a year at the all-staff meeting, as well as at the faculty meeting, the 
president of the University should remind University employees that every single 
contact an alumnus has with IWU can potentially affect the welfare of the 
institution.  Any faculty or staff member who interacts with an alumnus influences 
that person’s perception of, and feelings about, the University—and could very 
easily influence that person’s likelihood to support IWU financially.  In short, every 
University employee has a role in development, just as they do in the admissions 
process.

6. Long term, a faculty/staff fundraising campaign should be reinstated

How will the results be measured?
This document should be reviewed monthly during Fiscal Year 2013 and then 
scrutinized again at the conclusion of Fiscal Year 2013 to determine which of the tactics 
listed above are being successfully implemented.  Simply put, employing these tactics is 
success in the short run.  In the longer term, there are a number of ways to evaluate this 
activity, including:  retention of donors who receive a new student thank you, the 
percentage of returning student scholarship recipients who write thank you notes to their 
benefactors; giving rates among Inner Circle members compared to their classmates; 
retention of donors in the first year following graduation; giving percentages among 
graduates with loans compared to previous years; giving rates among alumni 
volunteers; giving rates among event attendees compared to previous years; traffic on 
social media platforms where we post videos and Wesleyan Fund-related content; and 
giving rates among faculty and staff compared to previous years.

What will be considered a success?
If we can put into practice 75% of the tactics outlined here within a year’s time, our short 
term goal would have been met.  Understandably, some of these initiatives will be of 
higher priority than others, but there are few obstacles to completing the great majority 
of this list in short order.  Longer term, improvements in our retention and acquisition of 
donors affected by the above tactics will constitute success.  Ten years from now, we 
should have realized no less than a 10% increase in donor retention and no less than a 
50% increase in donor acquisition from Fiscal 2012 levels.

What if this does not work as planned?
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Most of the tactics listed above are fundamentally sound from a traditional fundraising 
perspective, and most will be somewhat difficult to assess early on.  These tactics 
should not be abandoned if results are not immediately realized.  The impact of a 
culture of stewardship will be spread over a long period of time and will manifest itself in 
many ways.  That said, if there is no detectable progress on the metrics mentioned 
above after five years, a reevaluation of these tactics would be necessary.
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ENGAGE

What is the objective?
Illinois Wesleyan must make every effort to stay connected to alumni in various ways 
across multiple channels so that one’s affinity for IWU does not end at graduation.  
Because habits are hard to break, young alumni must not be allowed to disengage with 
the University as they transition from undergraduates to alumni.  The first 10 years 
following graduation are critical to establishing a strong alumni bond with IWU, and only 
if alumni feel connected to, and invested in, their alma mater will they be receptive to 
appeals for financial support—in the short or long term.

How will it be achieved?
The University must remain relevant to its alumni, and alumni must feel both informed 
about the happenings at IWU and empowered to play a role in the future of the 
institution.  As students near graduation, they must understand the opportunities 
available to them to stay connected with their school as alumni, and they must 
understand the impact of their continued engagement.  IWU must then deliver on its 
promises to afford those opportunities or risk losing these alumni forever.

Prospective students

1. A letter of congratulations should be sent from the president of the Alumni 
Association to every admitted student at the time of his admission

o This letter should be mailed independently of the acceptance packet from 
Admissions, and it should outline the benefits of IWU’s Alumni Association 
as an enticement to enroll.

Current students

1. IWU should be intentional about increasing the number of contacts current 
students have with alumni

o These contacts include, but are not limited to:  the first year students’ 
summer reading program*; alumni experts speaking in classrooms and at 
special events*; international students’ day in Chicago sponsored by the 
Chicago chapter of the Alumni Association; alumni “host families” for 
international students and/or first year students; and alumni mentors 
helping guide students through their career search*; there is no end to the 
ways in which students and alumni could interact—and the ways to teach 
students about alumni engagement  

2. During the senior year, and increasingly as the year progresses, students should 
be made even more aware of the opportunities for engagement that will be 
available to them as alumni

o These include, but are not limited to:  a lifetime IWU email account; the e-
Connection electronic newsletter; the IWU Magazine; various social media 
outlets; lifetime access to the services of the Hart Career Center; activity 
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of regional Alumni Association chapters; and volunteer opportunities via 
the Alumni Association

o A welcome letter could be sent from the president of the Alumni 
Association at the start of the senior year, and a letter outlining the 
opportunities to be involved as alumni could be sent at the start of the 
second semester by the director of Alumni Relations

3. At each of the loan exit sessions conducted for seniors, and at the Senior Class 
Dinner, students should be reminded of the various ways in which they can stay 
connected to IWU

o This information could be delivered by a speaker*
o This information could also be included in literature given to attendees

4. The Inner Circle program should be enhanced to further emphasize the 
importance and influence of leaders in the graduating class

o These leaders should know the many ways in which they and their peers 
could engage with IWU

 They should each be asked to volunteer for no fewer than one 
Alumni Association post

 They should each be asked to pledge financial support for the first 
five years following graduation

 They should each be asked to commit to assist with the class’s 
one-, five-, 10-, 25-, and 50-year reunions

5. The Alumni Association should have a greater role in Commencement activities 
in order to increase visibility for the Association

Alumni

1. IWU must reach out to recent graduates shortly after graduation to reinforce their 
welcome to the Alumni Association; a message of welcome should be sent via 
multiple channels and from multiple sources

o The director of Alumni Relations should welcome new graduates to the 
Alumni Association via letter and email

o Similar welcome messages should be visible on the University’s social 
media platforms

o Welcome letters and emails should be sent by the president of the Alumni 
Association

o Regional Alumni Association presidents should welcome those alumni who 
have relocated to their respective regions

o The president of the Parent Board should write a letter to all parents of 
recent graduates to thank them for their role in supporting their IWU grad 
and to make them aware of the continued good work of the Parent Board 
and Parent Fund—these parents should also be encouraged to update 
their recent graduate’s contact information if what IWU has is out of date
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o The chair of each Alumni Association organization should reach out 
immediately to any recent graduate who has elected to volunteer for their 
group

2. All members of the Alumni Association Executive Board must understand and 
agree to the expectation that they are to financially support IWU every year, 
regardless of the level of their giving

3. IWU must continue to survey its alumni, both alumni donors and non-donors, and 
gather information about their preferences and perceptions; this should be done 
in various ways, including online, at events, over the phone and via committees 
and groups; this will help guide the future actions and decisions of the 
Advancement Office

o Regional alumni chapter members should follow up with alumni event 
attendees to find out how they felt about the event they attended

o Wesleyan Fund staff should develop a better understanding of why non-
donors do not give—and why donors do

o IWU should continue to participate in larger surveys that aim to uncover 
trends among different cohorts

 The JGA/Achieve Millennial survey is a good example of this
4. Students in the IWU Call Center must better engage with alumni over the phone; 

this channel is becoming less fruitful for schools as a rule, so IWU must do 
everything possible to make these decreasing contacts meaningful and 
significant; students in the call center must at all times be personable and 
professional because for many alumni this is the only personal conversation they 
have with a member of the University community all year; the purpose and 
content of these conversations must be scrutinized, and constant evaluation of 
this program is essential

o Some schools evaluate their callers based on the average duration of their 
calls; IWU should consider this after consultation with Ruffalo Cody

5. A more robust social media presence must be developed; IWU must determine 
objectives for utilizing social media and then decide who will represent the 
University in this space (potentially not limited to University employees); a plan 
that both fits the needs and/or expectations of users and is manageable for IWU 
staff is critical

o It may truly be necessary to engage alumni experts in both the planning 
and execution of a social media strategy

6. The University must find ways to create dialogue between current donors and 
non-donors; there is no better mouthpiece for staying engaged—or for supporting 
the Wesleyan Fund — than alumni who give, and IWU must empower current 
donors and give them a voice; social media may be a useful tool in harnessing 
the collective power of donors to move the Wesleyan Fund and the University 
forward
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o Donors should be asked, as part of the gift acknowledgement process, to 
post on social media their reasons for giving

How will the results be measured?
Much like with stewardship, it can be difficult to measure the success of strategies 
intended to establish a program of engagement—at least in the short run.  A 
comprehensive program of engagement will take time to influence alumni in a 
meaningful way, and the results will only be known as the program matures and the 
targets of these new devices display a pattern of behavior over time.  That said, also 
like stewardship, tactics for engaging alumni can be simply evaluated on the basis of 
their completion.  If the list of tasks above is being accomplished, that will serve as 
evidence of success in the short term.  Looking ahead, it will be possible in future years 
to determine whether these strategies have truly affected engagement in a positive way, 
all the same.  The level of alumni engagement could be assessed based on:  
attendance at alumni events and class reunions; rates of response to IWU surveys; 
open rates for IWU emails; duration of calls initiated by the IWU Call Center; and traffic 
on IWU-sponsored social media platforms.

What will be considered a success?
Little of this plan for increased engagement requires additional cost to the University, 
and much of it could be put into practice for Fiscal 2013.  The greatest potential 
challenge would seem to be establishing an understanding between Advancement and 
Communications that this level of engagement is necessary—necessary enough to 
allocate existing resources to it in order to make the objectives outlined above a reality.  
With the exception of an enhanced social media presence and a more clearly defined 
outlet for current alumni donors to engage with non-donors, this entire list should be 
achievable during Fiscal 2013.  As for long-term success, it is difficult to set a goal for 
each of these individual areas where we hope to see growth because the ways in which 
one engages with IWU today may be very different than the ways one will engage with 
IWU in 10 years.  Therefore, increases in active alumni in ten years might be the best 
way to gauge success.  That is, the number of alumni who engage with IWU in one form 
or another—be it by attending events or posting on Facebook or volunteering—should 
increase if the plan works.  If 25% more alumni are engaged in some measurable 
activity with IWU in 10 years, that would be success.

What if this does not work as planned?
Engagement will be a relatively fluid process because of the changing nature of 
communications channels.  What is popular today may not be tomorrow, and what 
works today may not a few years from now.  Therefore, IWU must constantly monitor 
and evaluate alumni engagement so as to adjust when necessary.  IWU should keep an 
eye on overall engagement, that is the number of alumni who are active with the 
University in one form or another, and adjust the individual tactics as needed.
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ACQUIRE

What is the objective?
To secure its financial position now and in the future, Illinois Wesleyan must remain 
committed to bringing new donors into the fold each and every year.  An alumni 
population in which less than one in five individuals is a donor makes sustaining the 
quality of an IWU education near impossible for the long term.  The goal is to convert 
non-donors into donors, and this is best—and most inexpensively—done early in the life 
of an alumnus.

How will it be achieved?
As previously stated, each of the five main strategies identified in this document is 
closely linked to the other four, and none should be thought of as an independent entity.  
To that point, donor acquisition is made much easier and more cost-effective if 
supported by an established culture of stewardship and program of engagement.  
Therefore, provided IWU can make headway on the first two tasks laid out here, 
acquisition should become a much more realistic prospect. Still, there are action steps 
IWU can take in the more immediate future to help bolster donor count.

! Current students

1. Potential donors to the class gift campaigns and senior gift campaign must 
understand the impact of their support

o Information about the effect of participation on rankings, bond ratings, etc. 
should be included in class gift materials*

 While they would not affect those rankings as students, they should 
be educated about the impact a habit of regular giving can have

2. Students should understand how their money is being used; making this clear in 
communications for the class gift campaign and senior class gift is important*

3. The process of making a gift must be as easy and convenient as possible

Alumni

1. The likelihood of an alumnus becoming a first time donor should be determined 
by his level of activity with IWU and how long since he has graduated; for a 
lapsed donor, the recency of his last gift, the frequency of his previous giving and 
the amount of his previous gifts should determine his likelihood to give and his 
potential impact as a reacquired donor

o Once these likely donors are identified, they should be given greater time 
and attention than those less likely to give

 Focus more, in the form of mailings, phone calls and visits, on them 
because they are more likely to give IWU better return on its 
investment* 
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2. The Giving Circle program is currently the most effective tool IWU has for alumni 
“never” donor acquisition, especially among young alumni; IWU must find ways 
to promote the program for greater visibility

o Giving Circles should be highlighted via direct mail, social media, in 
personal visits from professional staff and over the phone via the call 
center

 IWU should find ways to encourage and empower current Giving 
Circle leaders and members to share their experience with other 
alumni

3. IWU must find new ways to apply the Giving Circle model to potentially reach 
more prospective donors

o The Rockford Region Giving Circle effort must be carefully evaluated to 
determine whether this model should be replicated in other alumni regions
—or whether a modified version of this process would work in other 
regions

o The Phi Beta Kappa Giving Circle process must be evaluated to determine 
what made it less than successful because there are many, many groups 
who could be identified and mailed in a similar fashion

4. Outside of the Giving Circle program, IWU must find ways to deploy current 
donors as proxy gift officers for the Wesleyan Fund

o The reinvigoration of the Chicago Leadership Giving Council is one way to 
focus efforts on a specific audience and communicate a specific message

 This program should be cultivated and enhanced over the 10 years 
of this plan

• Make clear the expectations for members of the Council*
• Establish and communicate clear goals for the group as a 

whole*
• Make sure the work of the Council dovetails with the 

message and direction of the overall Wesleyan Fund effort*
5. Members of Alumni Association committees and groups should be asked to make 

contacts to non-donor classmates at least once a year as part of their work on 
their respective committees

6.  The IWU Call Center should operate at best practices standards so contacts with 
non-donors have the best chance for success; for Fiscal Years 2013-15, this 
should be accomplished by outsourcing the center to Ruffalo Cody

7. Students should be used to convey Wesleyan Fund messaging via channels 
other than the phone; a personal appeal from a student is powerful when used 
strategically, and the Wesleyan Fund staff should employ students to hand-write 
letters, use messages via social media and/or send emails to specific segments 
of the alumni population asking for financial support 

8. The direct mail program for the Wesleyan Fund should be operating at best 
practices standards to ensure the best possible return on mailings; with the 
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continuing assistance of Scott Huch ’86, President of The Delta Group, this 
should be accomplished

o Improvements should come in the form of identification of new segments 
and/or areas of opportunity, better formatting for letters and reply devices, 
more appropriate frequency and timing of asks, better assessment 
techniques to evaluate ROI and industry best practices such as “renewal 
at birth”

Faculty/Staff

1. Payroll deduction forms should be easily accessible on the University Web site
2. No promotion of the Wesleyan Fund to faculty or staff is allowed at this point, per 

the president of the University; at such time as it is, a dedicated faculty/staff 
fundraising campaign should be undertaken; this would include as many face-to-
face visits between IWU community members and Wesleyan Fund staff as 
possible; Advancement representatives should also address faculty and staff in 
meetings when possible and appropriate

How will the results be measured?
IWU should measure success in terms of the number of “never” donors acquired—and 
lapsed donors reacquired—in a given year.  Donor participation rate will also be a good 
measure of success over time.

What will be considered a success?
Again, acquisition is a function of stewardship and engagement, so it may take a few 
years to fully appreciate how improvement in those areas affects the acquisition of new 
donors.  Still, the Wesleyan Fund should strive for a 3% increase in new (acquired and 
reacquired) donors for each of the first five years of the plan and set new expectations 
at that time for increased annual growth for each of the last five years of the plan.  
Ultimately, IWU should strive to attain 28% alumni participation by 2022.

What if this does not work as planned?
An analysis of newly acquired donors should be done regularly, most likely monthly, to 
find out what methods are producing results and what times of the year and what 
occasions are the best times to acquire different types of donors.  If, for example, it is 
discovered that student phone calls are acquiring more new donors than mailings, 
subsequent planning should take this into account.  Similarly, recent graduates may 
need to receive additional focus in March and April, while Wesleyan Society members 
will require more resources and attention at calendar year-end and fiscal year-end.  In 
fairness, acquisition will always be a challenge and strategies will have to change over 
time in an effort to try new tactics.  The tactics for acquisition are perhaps the most fluid 
of the five main strategies.
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RETAIN

What is the objective?
In a fundamental shift away from previous thinking by Wesleyan Fund staff, a current 
donor should receive more time, attention and resources—not less—than a non-donor.  
While it might seem logical, especially at a time when donors are scarce at IWU, to 
focus on acquisition, IWU must do better in retaining donors—in order to protect the 
investment that is made in difficult-to-acquire donors.  The objective for the foreseeable 
future is to retain as many alumni donors to the Wesleyan Fund as possible, year after 
year, understanding that it is more costly and indeed much more difficult to bring on new 
donors than to retain those who are already giving.  If a foundation of loyal donors can 
be established, the process of acquisition can simply add to that base each year instead 
of making up for the donors lost in the previous 12 months.

How will it be achieved?
Donor retention has much to do with one’s understanding of, and pride in, his status as 
a donor.  Donors need to know how and why they are needed, they need to know what 
exactly is expected of them and they need to understand the difference they have made 
once they follow through.  Donors need to understand how their giving benefits the 
organization, and they must understand just what their contribution means to the 
organization.  IWU must be able to provide answers to each of these questions in order 
to establish a solid foundation of donors who not only give but give regularly—and are 
excited about the next opportunity to give again.

Current students

1. Donors to the class gift campaign and the senior class gift should be recognized 
as alumni donors and

o They should be listed in the Annual Report*
o They should be eligible for membership in the Wesleyan Society*
o They should receive a special acknowledgement letter that expresses the 

importance of student giving*
o They should be invited to recognition events exclusive to student donors*
o They should be invited to recognition events for which their giving would 

qualify them if they were alumni
 Having students and alumni interact at a donor event would 

reinforce the stewardship critical to IWU’s future success
2. Student donors, from first year students to seniors, should be encouraged to 

establish a multi-year pledge, as alumni are

Alumni

1. Multi-year pledges should be encouraged at every turn, via the call center, in 
direct mail, in personal visits and over email; this locks in the donor’s support and 
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makes the giving process more convenient for the alumnus while saving the 
University time and money; however, it should be noted that the challenge is then 
to appropriately recognize and sufficiently communicate with the donor who 
would otherwise receive extra mailings asking for support; special 
communications must be set up for donors with multi-year pledges established

o Current donors need not be excluded from additional solicitations, but their 
status as donors should be acknowledged and praised as part of those 
subsequent asks

2. The Wesleyan Society must be promoted wherever possible; the request is for 
consecutive giving, which is perfectly consistent with Wesleyan Fund goals—the 
difference is that the Wesleyan Society is perhaps easier to brand, easier to 
understand and provides an opportunity to highlight donor benefits; the Wesleyan 
Society should be talked about at events, it should have a standing place in the 
IWU Magazine and it should be referenced whenever possible in Wesleyan Fund 
appeals

o Benefits of Wesleyan Society membership include: feeling a part of 
something bigger than oneself, feeling special even at a more marginal 
giving level, being recognized as a peer of some of IWU’s most substantial 
donors and receiving an IWU calendar exclusive to members

3. Assigned and unassigned “club billings,” or renewal requests, must be sent to 
habitual donors at the proper time without fail; Advancement must adhere to 
habitual donor’s schedules in order to maximize the opportunity to retain donors

4. A voluntary Alumni Association annual dues mailing program could be developed 
to outline benefits of Alumni Association membership and to make the concept of 
an annual gift less foreign (this is how membership dues are collected for many 
organizations of which alumni may be a part)

5. The Excel Grant program should be continued, and each and every time a 
student recipient is selected, Advancement staff must find a donor to connect to 
the student; this program has too much potential for good to not be given 
sufficient effort by gift officers

6. The gift acknowledgement process must be enhanced; along with a tax letter, the 
donor should receive the latest IWU profile with admissions information and 
student data; surveys should be included from time to time; scholarship recipient 
profiles and personal student testimonials to donors should be used; donors 
should be asked for additional gifts; donors should be asked to refer a non-donor 
friend; donors should be encouraged to share the reasons why they give

7. Retention events like the Benefactor Dinner and the Chicago Leadership Giving 
Dinner must continue to receive appropriate attention so that attendees feel 
appreciated and inspired

8. Personal visits from Wesleyan Fund staff should be made to consistent donors 
whenever possible in order to retain and potentially upgrade those donors 
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How will the results be measured?
IWU should measure results in terms of percentage of previous year donors who are 
retained in a given year, as well as increases in IWU’s participation rate.

What will be considered a success?
IWU should aspire to increase retention by 10% by the beginning of Fiscal Year 2018, 
and establish a goal based on performance for the remaining five years of the plan at 
that time.  It should be expected that as the strategic plan is adopted and the Wesleyan 
Fund program is honed, retention should continue to increase over time.  Still, it should 
be noted that 100% retention is not realistic, and IWU should ultimately benchmark 
against its peer and aspirant schools in terms of donor retention.

What if this does not work as planned?
Regardless of the impact of the tactics listed above, they align with best practice 
fundraising principals and should be adopted.  If retention has not increased by the 
desired rate by Fiscal 2018, new strategies may be implemented, but it is doubtful that 
discarding those listed above will be advantageous.
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UPGRADE

What is the objective?
A systematic process for moving donors from small, participatory gifts to larger, more 
significant gifts is necessary to ensure the future welfare of Illinois Wesleyan.  Just as it 
will become increasingly difficult to keep the University moving forward with only 18% of 
the alumni population giving, it is equally unsustainable to receive gifts of the same 
amount from those donors year after year and expect to keep up with ever increasing 
fiscal demands.  Over time, some alumni must be moved from participatory donors to 
major donors, and the Wesleyan Fund is the genesis of that pipeline of major donors.

How will it be achieved?
Simply put, donors must be asked to increase their giving over time.  Thought must go 
into who is to be asked for how much and at what time, but, generally, all donors must 
be asked for an increase over time.  And while there will be donors who will refuse every  
opportunity to upgrade, others will continue to progress and mature as donors—
increasing their level of giving consistently and systematically.  These are the future 
major givers who will solidify Illinois Wesleyan’s financial position in the years to come.

Current students
1. Donors to the class gift campaign are currently asked for $5 for each of their first 

three years on campus, then they are asked for the remainder to total their year 
of graduation in their senior year ($5.12 to total $20.12, $5.13 to total $20.13, 
etc.); this practice could be amended so that students are asked for a nominal 
but gradually increasing amount over the four years—still to total the year of 
graduation; for example, students could be asked for $2, $4 and $6 in their first 
three years respectively, and they could be asked for the remaining $8 and 
change as seniors; these small initial amounts may encourage greater 
participation in the class gift campaign at start, and it could be made clear that 
this process of upgrading over time is exactly what alumni donors do

Alumni

1. Alumni donors should be asked for upgrades to their giving when appropriate via 
the call center, direct mail, email and personal visits from staff; they should also 
be asked for second gifts within a given fiscal year because they are more likely 
to make a second gift than a non-donor is to make a first gift; this is one method 
of easing an alumni donor down the path to becoming a larger donor because 
one will often double his annual giving—or at least upgrade considerably—
without even thinking about it

2.  The Wesleyan Fund team should be more intentional of communicating the 
policy that annually funded scholarships can be established for $2,500; it is 
possible that leadership level donors would have interest in this program but are 
unaware of this policy; some may be under the impression that they must endow 
to establish a scholarship; this scholarship promotion could again occur via 
phone, email, direct mail and in person—albeit with the proper target audience
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3. Gift clubs and societies must carry with them some benefits to the donor; IWU 
must decide what each gift club means and just how members of each club are 
recognized; if the gift club directly above a donor’s current status is more 
attractive in terms of recognition and prestige, upgrading the donor to that gift 
club is far easier

4. IWU must be more intentional about pursuing matching gift claims from alumni 
donors; matching gift forms should be included in acknowledgements when 
possible and matching gift information kept current in IWU’s database; this is free 
money to both the donor and the school and should not be left on the table

How will the results be measured?
IWU should measure results in terms of both the percentage of previous year donors 
who give a greater total dollar amount in the subsequent year and total dollars raised 
from those donors who have upgraded in a given year.  Moreover, the number of 
matching gift claims and dollars received via matching gifts should be examined each 
year.

What will be considered a success?
IWU should strive to have approximately one-third of renewing donors upgrade in a 
given year.  Because not all donors will upgrade each year, this one-third rate should be 
sustainable over time, as different donors rise each year to upgrade gift levels that have 
been constant for some time.

What if this does not work as planned?
A review of performance in this area should be conducted at the conclusion of each 
fiscal year.  While not all donors will be asked to upgrade each and every year, most 
should be—and if performance is off, it is possible the increased ask amounts should be 
adjusted.  Typically, however, if donors are not increasing their gifts, it is an indication 
that upgrades are not being asked for often enough.
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How This Strategic Plan Was Developed

! This strategic plan was prepared under the direction of Jeff Mavros ’98, Director 
of the Wesleyan Fund for Annual Giving.  It represents the culmination of a series of 
meetings and intensive collaboration among key staff and alumni volunteers over three 
years, starting in 2009.

! In connection with IWU’s “Transforming Lives” capital campaign, a subcommittee 
of the campaign’s communications committee began to examine IWU’s annual fund 
participation rates.

! Subsequently, President Richard F. Wilson appointed a “task force” of three 
alumni with professional expertise in the fields of fundraising, marketing, advertising, 
public relations, and higher education development:

• Kathleen Larey Lewton ’70, IWU Trustee and Principal of Lewton, 
Seekins & Trester, a firm specializing in strategic marketing and 
public affairs;

• Scott Huch ’86, President of The Delta Group, an advertising 
agency that uses direct mail for cause-related fundraising; and

• Josh Butts ’01, Director of Development, Principal and Major 
Gifts, Harvard Medical School.

! The bulk of this task force’s work was done in late 2011 and early 2012.

! In the course of the meetings and discussions that resulted in this strategic plan, 
the following individuals also participated at various times:  Sundeep Mullangi ’98, 
volunteer alumni chair of the Wesleyan Fund for Annual Giving; Carlo Robustelli, 
Assistant Director of the Wesleyan Fund; Lora Wey ’88, former Director of the 
Wesleyan Fund; and the members of the “Transforming Lives” Communications 
Committee.
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! It is difficult to explain a culture of stewardship in a purely technical manner on 
paper because real, live human energy and passion is so critical to creating the virtuous 
cycle of enthusiasm among a group of people that is at the very core of this concept.

! However, the basic elements can be explained, and it is also possible to describe  
what a thriving culture of stewardship at Illinois Wesleyan University would look like.

! First, beware:  There is no silver bullet, no pixie dust.  No windfall ever comes.

! Instead, doing the work necessary to create a culture of stewardship is like 
flossing teeth.  There is almost no immediate benefit apparent.  Only with consistent 
application, regularly, over a long period of time can the benefits of doing this be seen.

! Conversely — and to extend the flossing analogy — the problems we see right 
now are the cumulative effect of what was not being done consistently over a long 
period of time, probably starting at least 40 years ago, roughly around the time that the 
previous volunteer alumni association was disbanded (in retrospect, a costly decision).

! So, the change we seek will not happen overnight.

! To start, a culture of stewardship has four critical characteristics:

1. It starts at the very top.
2. It involves as many people as possible, and 

everyone in a leadership position.
3. Discussion of it is encouraged, in order to get 

people talking about it widely.
4. Participants are publicly and frequently recognized 

and praised, in order to encourage them to stay 
involved, and to inspire others to get involved.

! Also, it is a continual activity — not something that is only done once a year as a 
fundraising deadline looms — so the “stewardship angle” of every event and all 
communications involving alumni must always be considered.

Leadership

! The importance of 100% participation cannot be overstated.

! It is well known that major non-profit organizations — charities, symphonies, 
hospitals, and museums — not only require that every single member of the board of 
directors donate to the annual fund, but that each one does so in substantial amounts.  

The Best Way to Start a Riot Is to Incite One:
Creating a Culture of Stewardship at Illinois Wesleyan University

By Scott E. Huch ’86
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For example, the Alzheimer’s Association–National Capital Area Chapter, on whose 
board I serve in Washington, D.C., requires every director to donate $5,000 and raise 
(or donate) an additional $25,000 each year.  For large arts institutions in large cities, it 
is not uncommon for each director to donate upwards of $100,000 annually.

! The reason for this is that prospective major donors frequently ask, “How many 
members of your board are giving, and how much?”  For donors, leadership giving is an 
important criterion in determining whether to participate.  It indicates a healthy charity 
that is serious about its mission — a sound “investment” for a donor.  Because major 
gifts are highly intentional, it is understandable that a prospective donor would consider 
this factor as part of a process of due diligence before making a gift.

! Annual fund donations, on the other hand, especially in amounts less than $100, 
are usually more impulsive than intentional, at least when a donor first starts giving.  (In 
a thriving culture of stewardship, it is possible to develop <$100 annual fund donors who 
become quite intentional about their gifts over time.)  Nonetheless, even for a purely 
impulsive donation, 100% leadership participation in the annual fund serves as an 
important justification in the donor’s mind for making a gift.  If nothing else, it provides 
social proof that making a donation is a good thing to do because, after all, everyone 
else is doing it.

! However, annual fund donors simply do not go through the same process of due 
diligence that would be common for a major donor.  Instead, IWU must rely on being 
present with an ask at the right time when several factors converge simultaneously:  the 
donor has a few moments to read IWU’s appeal; the donor has some disposable 
income to consider giving; and — with the proper nurturing by IWU’s Wesleyan Fund 
team — the donor has an inkling in the back of his mind that “it’s time” to give to IWU.

! But because annual fund donors usually do not ask about leadership giving, it is 
necessary for IWU to tell them about it.  In a thriving culture of stewardship, IWU 
would publicize widely that the following people are donors to the Wesleyan Fund:

• The President and every member of his cabinet
• Every staff member in the Office of Advancement
• Every staff member in the Office of Alumni Relations
• Every single member of the Board of Trustees
• Every single member of the Alumni Association Executive Board
• Every single Regional Alumni Chapter President and any board members
• Every single member of the Parent Board
• The President of the Student Senate and his cabinet
• The faculty chair of every single academic department

! There would be feature articles about this in every issue of the IWU Magazine.  It 
would be featured on IWU’s websites, both iwu.edu and titanpride.org (which should be 

Page 2 of 9



consolidated, by the way, in order to reintegrate alumni into the larger campus 
community — doing so would yield great benefits in creating a culture of stewardship 
because it would reinforce the important role of alumni as full-fledged members of IWU’s 
“university community,” rather than some type of outside auxiliary).

! The 100% leadership participation fact would be cited, as appropriate, on printed 
materials and publications from numerous departments — not only on Wesleyan Fund 
materials, but other brochures and documents ranging from proposals to major donors, 
to the Homecoming brochure, to the Annual Report to Donors, to admissions materials.  
Every time a list is made of “The Ten Best Things About IWU,” one of the items on that 
list would be “100% of IWU’s leaders give back to the Wesleyan Fund.”  Communicating 
about this subject in this manner — across all departments — would be second nature.

! At important events — Convocation, Commencement, the Benefactors Dinner, 
Homecoming, Class Reunions, Regional Alumni Connections, Alumni Council meetings, 
Board of Trustees meetings, Faculty Senate and Student Senate meetings — the 100% 
participation by these leadership groups would be announced, recognized, and praised, 
and IWU’s overall alumni participation rate would be reported, even when it goes down 
from one year to the next — as a cause for concern — and especially when it goes up 
from the previous year — as a cause for celebration!

! Lists of Wesleyan Fund donors —by name — especially IWU leaders who give to 
the Wesleyan Fund in the current year, would be posted in appropriate places around 
campus, where they would be seen by undergraduates, faculty and staff, prospective 
students and their parents, and visiting alumni and friends.  The display case in Ames 
Library, the display case in the Minor Myers, jr. Welcome Center, a bulletin board in the 
student center, and ideally an “Alumni Hall of Fame” in the Alumni House — all of these 
places would be a perfect way to showcase, recognize, praise, and reinforce IWU’s 
Wesleyan Fund donors — and to inspire others to do likewise.

! Because increasing IWU’s overall alumni participation rate starts with IWU’s 
leaders, every person who is being considered for any leadership position, either 
professional or volunteer, when being advised of the requirements of the position, would 
be told in no uncertain terms that an annual donation to the Wesleyan Fund is a 
requirement, and it would be a deal-breaker if the candidate refused to agree to it.  At a 
bare minimum, this would be an absolute requirement for inclusion in the Inner Circle of 
graduating seniors each year, and failing to make a Wesleyan Fund gift would terminate 
the Inner Circle membership.  The same would be true of the Alumni Association 
Executive Board.  We would be absolutely unabashed about enforcing this expectation.

! Further, the leader of each constituent group would publicly and frequently 
declare his or her intention to seek 100% participation by all of the others in leadership 
positions subordinate to him.  That leader would accept a commitment to personally 
solicit the donations from his or her leadership team, if necessary.  If a leader fails (or 
refuses) to achieve 100% participation, a new leader should be sought for the position 
at the first opportunity.  These are not “honorary” roles — each and every one exists 
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solely to support the mission of IWU in some way, and that must include financial 
support — even if it is only $1 per year, because the symbolic value of 100% 
participation is so important.

! Seriously, that’s what a thriving culture of stewardship looks like.  And it shows 
how far we have to go at IWU.  At first, we’ll have to make a dedicated effort to speak 
into existence some of IWU’s “traditions” that are missing but badly needed.  We’ll have 
to start declaring what our traditions are, and living out those traditions, starting today.  
The best way to start a tradition is to just start it.  It won’t get any better on its own.

Communications and Messaging

! I am absolutely convinced, from previous experience, that the single most 
important factor that determines the success of a culture of stewardship is whether or 
not you can get people talking about it.  I am convinced that the more we share with one 
another our stories of why we give; and why it is important to each of us personally to 
give; and the rewards we’ve experienced as a result of giving — the more we will see 
not only increased giving, but increased enthusiasm for giving at IWU.

! That is why it’s so important to be firing on all cylinders when it comes to 
communications with alumni from various University sources, and the messages that we 
send.  Communications and messaging around stewardship must be continual, 
consistent, and clear.

The biggest mistake is doing nothing when 
you can only do a little.
! ! —Paraphrasing Edmund Burke

! Alumni who complain that “IWU is always talking about fundraising” should be 
approached respectfully, and politely engaged in a discussion of what they don’t like 
about it and what everyone else does like about it, a conversation that should be 
viewed as a teachable moment, to persuade that alumnus to join in on the satisfaction 
and, frankly, the excitement of being one of the alumni who give back to IWU through 
the Wesleyan Fund.  As IWU’s participation rate grows, this objection will become easier 
and easier to counter. 

! There are only two reasonable objections to making a Wesleyan Fund gift, and 
fortunately both are rare (although the first one is probably used frequently as an 
excuse when it is not literally true): 

1.! “I don’t have any money to give”; and 
2.! “I have decided that I don’t like my alma mater anymore 

and want nothing further to do with IWU.”

! There is nothing that IWU can do about either one.  And neither one is sufficient 
to make any adjustment at all to the Wesleyan Fund strategic plan, or to let up for one 
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instant in our drive toward the goal of 100% leadership participation and a greater 
overall alumni participation rate.  The only action that should be taken in response is to 
remove such alumni from the solicitation base upon request.

! Even more insidious is the attitude that we shouldn’t ask alumni to give money to 
the Wesleyan Fund — or we shouldn’t even talk about the Wesleyan Fund — because 
we’re afraid that they’ll be put off.  Where does one even begin what that?  You can’t get 
any traction with a person who won’t attend Homecoming or a Class Reunion or a 
Regional Connection because they’re afraid that they’ll be asked for money.  To be 
blunt, you’re damned if you do, and damned if you don’t — so you may as well.  
Consider this problem in the obverse:  If the assumption is true that people don’t come 
to alumni events because they’re afraid they’ll be asked for money, then it must also be 
true that the people who do come to alumni events have absolutely no fear whatsoever 
of being asked.  And you don’t get what you don’t ask for.  So ask!

IWU’s Volunteer Alumni Association

! Our Alumni Association must insist on the highest program quality, and we must 
constantly strive to build volunteer programs that delight, engage, and empower actual 
alumni, not intermediaries like the university IT department.

! Most alumni feel nostalgia about their time at Illinois Wesleyan University.

! Nostalgia is the emotion that lives at the intersection of happiness and loneliness.

! Our Alumni Association must build and support programs that live at the 
intersection of nostalgia and the liberal arts in order to attract alumni and engage them 
in IWU’s mission of educating undergraduates.

! Right now, alumni volunteers do not really have the autonomy needed to do 
much more than what is presently being done.  Examples include:

• Restrictions on the organization of Class Reunions and Class Gifts.
• The inability of Regional Alumni Chapters to build and maintain their 

own websites through either iwu.edu or titanpride.org (in fact, many 
regional chapters have worked around this problem by simply creating 
their own websites through GoDaddy and other ISPs, totally removing 
all control from the University over its brand image — and utterly 
defeating the purpose of the restrictions in the first place!).

• The inability of alumni to send e-mail from their @alumni.iwu.edu e-
mail accounts, which only forward e-mail but do not otherwise have 
much value.  Alumni volunteers should be able to send e-mail from an 
“iwu.edu” address to other alumni volunteers.

Page 5 of 9



! Volunteers can be viewed as either a burden or an asset.  And while it is difficult, 
it is possible to build highly effective volunteer organizations.  There are numerous 
examples — from political campaigns to Red Cross disaster recovery teams — that 
simply could not function without volunteers.  These are the model to which IWU should 
look for a solution to the “problem” of what to do with volunteers.

! In my experience, the answer starts with training.  First, you decide what you 
need (and want) volunteers to do.  Second, you write a “job description.”  Third, you try 
to recruit people to help you who are willing to do the job you’ve described.  Fourth, you 
train those people to do the job exactly the way you want it done.  And finally, you 
manage your trained volunteers, and publicly praise and reward them constantly for 
everything they do right.

! IWU’s Office of Alumni Relations is now working on a pilot program to train 
Regional Alumni Chapter volunteers, using Internet-based “webinars.”  If successful, 
more training could be offered to more volunteers.

! The next step for the Wesleyan Fund would be to better integrate with Alumni 
Relations and the Alumni Association Executive Board to develop programs for alumni 
volunteers that focus on the stewardship angle of alumni volunteer activity, with a 
specific focus on the Wesleyan Fund.  One possible model is the “Leadership Circle” in 
the Chicago Regional Alumni Chapter, which is a vestige of a capital campaign in the 
1990s, still functioning after roughly 15 years.

! With respect to the “engage” element of the Wesleyan Fund strategic plan, the 
Office of Alumni Relations and the Alumni Association Executive Board are where the 
rubber hits the road.  Alumni Association programs should all be designed to engage 
alumni, ultimately, with the Wesleyan Fund.  This is simply good stewardship.

Homecoming & Class Reunions

! Involvement of students is critical, and a focused effort to bring students back 
into the planning and execution of Homecoming — in a significant, if not to say leading 
role — is critical.

Both Homecoming and Class Reunions are simultaneously tools for stewardship 
and engagement, as well as "communications channels" for Wesleyan Fund messaging.

These events are not in the control of Wesleyan Fund staff, but they need access 
to these events, and they need these programs to be sound and strong, as a means of 
delivering Wesleyan Fund messaging, as well as being tools to enhance their efforts at 
stewardship and engagement.

Right now, a massive opportunity is being squandered.
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In short, students no longer have much of an interest in — and no involvement in 
the planning of — Homecoming.  This is another symbol of IWU's current problem and 
what must change in order to significantly increase alumni engagement and, with it, 
annual fund participation.

If students do not care about Homecoming while they are undergraduates, there 
is much less reason they should care about it as alumni.

If this goes on for too much longer, we may have problems ever getting it back on 
the rails.  The things that I go back to Homecoming for are the things that were 
traditions when I was an undergraduate:  Titan Games (well, really just the rope pull), 
the football game, and parties with friends.  I miss the parade!  Homecoming attendance 
numbers are up recently, but I fear it is partly bread and circuses — many alumni who 
attend are merely consuming programming (fireworks displays) rather than engaging 
with the university (sharing traditions).

However, as recently as 25 years ago, Homecoming was a student-led activity, 
with a fully-functioning Homecoming Committee that was appointed by the Student 
Senate.  It was a very big deal.  In fact, I was Parade Chairman in 1985 and seriously 
locked horns with Harry Lovell ’59, then a member of the Advancement staff, over the 
parade route and starting time.  In the end, the student got his way over the 
Advancement staff — that's how student-driven Homecoming once was!

Recently at home, I was looking for something else and pulled out a tattered, old 
manilla envelope with some mementoes from my college days inside.  Three of the 
documents that I found were scanned and are included as an appendix to this white 
paper because they help to illustrate my point about the decline of Homecoming as an 
important event in the life of an IWU student.

1.! Harry Lovell’s very gracious note, conceding that I had been right 
about the parade.  (The “Alumni-Gram” is a fantastic technique that 
should be revived and used again today.  It would be a great way for 
alumni volunteer leaders to thank and engage participants in their 
programs, for example, Regional Alumni Chapter Presidents thanking 
their boards or Hospitality Committees after an event.  It is so old-
fashioned that its “retro” appearance would nearly guarantee that it 
jumps right to the top of a stack of mail, to be opened with great 
satisfaction by an alumnus.  N.B.:  It was printed on canary stock.)

2.! A lovely note from Flo Armstrong ’43, who was our Grand Marshal that 
year and who to this very day remains a highly engaged major donor to 
IWU.  (Think of it!  Students engaging with alumni major donors!)

3.! A very kind letter from State Senator John Maitland — our committee 
sent letters to every elected official whose district included the IWU 
campus, inviting them to ride in the parade in open cars.
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In addition to inviting all the local politicians, we invited high school marching 
bands and offered cash prizes, judged by faculty and students from the School of 
Music.  We invited local car buffs to bring their convertibles to the parade for the 
dignitaries and Homecoming Queen candidates to ride in, and we offered prizes for the 
best cars, too.  The Parade Committee had about 20 to 25 volunteers, and was only 
one part of the larger Homecoming Committee, which involved roughly 50 or more 
students.  (And, yes, floats were kind of a problem then, too.)

But Homecoming was once a very big deal to undergraduates, not so long ago.

Every effort should be made to start moving in that direction again, and re-
building what was lost.  This has not met with much success recently, I realize, but I 
truly believe it is worth re-doubling our effort to bring students back into Homecoming, 
even if all we can achieve at first are incremental gains.  Many other Alumni Association 
programs have met with great success in engaging alumni with undergraduates.  The 
key to attracting students seems to be the career networking angle.  There’s no reason 
that wouldn’t work with Homecoming, through a joint committee of alumni and students.  
With a sustained effort, it may be possible to get this back where it needs to be.

There is no finger of blame to be pointed — in fact, many parts of the current 
Homecoming experience are quite good.  For example, there is no reason that the 
“Titanium” pep rally and its awesome fireworks display cannot become a tradition.

The main issue is focus.  And many opportunities for stewardship and 
engagement are being missed because it is not a high priority.  That needs to change.  
This also illustrates the need for better integration, in this case, between the Wesleyan 
Fund and Alumni Relations, and also with the Student Senate.

The discussion here leaves aside the question of Class Reunions, which are a 
very close cousin to Homecoming in terms of impact on stewardship and engagement.  
But I should note that there is tension between, "We're selling tickets to a nice 
dinner," (consumption) and, "We're getting a group of people organized to do something 
that helps IWU," (engagement).  This subject is explored in greater detail in a separate 
white paper by Josh Butts ’01 that is also an appendix to this Strategic Plan.

In short, Homecoming and Class Reunions may be the most important 
communications channel that IWU has available for the purpose of teaching traditions, 
fostering a culture of stewardship, and keeping alumni engaged as Wesleyan Fund 
donors — consistently, year after year — on a routine basis.

Evaluating the Results

! Many of the things that will be measured in order to determine the effectiveness 
of the Wesleyan Fund strategic plan are quite specific and precise.  We’ll measure the 
participation rate to one-tenth of a percentage point.  The average gift will be measured 

Page 8 of 9



right down to the very last penny.  For most of these things, it’s even possible to create 
projections to show the expected results.  We’ll also be able to determine with great 
accuracy how close we came to the projections, and adjust the projections if necessary.

! But some of the discussion of what could be achieved with a dedicated and 
sustained effort to create a culture of stewardship at IWU brings to mind the sequel to 
the Arthur C. Clarke movie, “2001:  A Space Odyssey,” when the spirit of astronaut Dave 
Bowman appears to several characters and makes a strange promise:  “Something 
wonderful is going to happen.”  It sounds hopeful ... but a little fuzzy.

! I’m usually very skeptical when I’m asked to take part in an enterprise that I’m 
told is difficult to measure.  It often means that someone is trying to avoid accountability, 
or sometimes it’s used as an excuse for outright failure.  Unfortunately, it is true that 
there is no perfect yardstick to measure the effectiveness of efforts to “create” a culture 
of stewardship.

! The participation rate, of course, is one of the best gauges we have, but it could 
be artificially inflated by other means without building a culture of stewardship, though it 
probably could not be sustained and there would be limits to its growth.  There will be 
other ways of measuring success, which are outlined in the strategic plan — none of 
them perfect.  Nonetheless, it is correct to say that in the first year of the plan, success 
will be simply implementing the lion’s share of the tactics outlined, because, as 
previously observed, IWU is basically starting from scratch when it comes to our 
“traditions” of stewardship.  We’re going to have to make a good bit of “tradition” up as 
we go along.  In other words:  we’ll fake it ‘til we make it.

! This is not to suggest that there is any element of guile or flim-flammery at play 
here.  To the contrary, IWU should approach this in a very straightforward manner, 
telling people exactly what we’re doing and why, and — most important — asking them 
to get on board with us.  But our success at that task can only be indirectly measured.

“Not everything that can be counted counts, and not 
everything that counts can be counted.”
! ! ! —William Bruce Cameron, 1963

! However, if the Wesleyan Fund reaches its participation and other goals by 2022, 
we will know then that our efforts, starting today, to promote stewardship have been 
successful.

Conclusion

! The Wesleyan Fund Strategic Plan for the next ten years, in my opinion, sets 
forth a substantial, logical, and credible path that is highly likely to achieve its stated 
goals because it starts and ends with an emphasis on stewardship.  I wholeheartedly 
recommend that it be executed and fully supported in every possible way by the 
administration.  I look forward, as an alumnus, to supporting it in whatever way I can.
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Across the country, colleges spend a considerable amount of time and resources 
attempting to draw alumni back to campus to reconnect with their institution and with 
each other.  At IWU, this attempt to reconnect is facilitated through Homecoming.  At 
many institutions, it is accomplished through Reunion Weekend — a time when classes 
celebrating Reunion milestones gather to reminisce about their college experience, 
update classmates on the present, and share hopes for the future.  

While IWU’s Homecoming sponsors much of the same programming as a typical 
Reunion Weekend — Back to College Classes, campus tours, sporting events, artistic 
performances — one key element missing is the connection with classmates who share 
similar campus memories.  People return to campus to see other people — not for the 
food, not for the fireworks, and usually not even for the football game.  Through social 
interaction with their fellow classmates, alumni are reminded that the institution remains 
an integral part of who they are.  

There are many ways to conduct a Reunion Weekend.  The traditions celebrated 
and the events held are as varied as the institutions of higher learning themselves.  
Some are university-driven extravaganzas, while others take a more grassroots 
approach.  Some are held in the summer, while others are held in the fall.  But what 
they all have in common is their ability to bring people together who share a common 
bond — spending transformative years of their lives at the same institution, with the 
same people.  Reunion is a chance to re-live college memories every five years and to 
remind alumni what an integral role the University has played in shaping their lives — 
from the direction of their career, to meeting their spouse, to finding a passion for a 
particular hobby or author or type of music.  

No matter what shape a possible Reunion effort takes, a robust program takes 
careful planning.  Posting dates on a Facebook page is not enough.  It also takes time 
(perhaps a decade or more) to make Reunions a part of the campus culture.  Classes 
that are 15+ years out might already be too far removed from IWU — and too 
accustomed to not returning — to make a successful attempt at a gathering.  But for 
those classes that will soon celebrate their one-, five- and ten-year Reunions, it is the 
perfect time to ask them to return to campus.

 A Reunion program should be highly volunteer-driven (although administrative 
support, when needed, is crucial).  Ideally, classmates would be asked to start inviting 
other classmates back to campus a full year before the event.  Indeed, class Reunions 
can be anticipated from the moment a class arrives on campus.  During orientation, 
students should receive the message that the next four years will be so wonderfully 
engaging and transformative that they will hardly be able to wait to return to campus a 
year after graduation.  A Reunion committee should be formed during senior year for 
graduating classes.  This is a perfect opportunity to engage campus leaders — Inner 
Circle members, athletes, the stars of the theater and music programs, student council 

The Case for Class Reunion Campaigns
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leadership — as alumni before they even leave campus.  A group of ten motivated 
individuals who will be responsible for bringing ten people back to campus in a year’s 
time could create a hugely successful Class Reunion of 100 celebrants.  This same type 
of volunteer effort could be used for classes celebrating their five- and ten-year 
Reunions.  But the process must start early.  An 18-month timeframe for planning 
(recruiting volunteers, planning Reunion activities, soliciting Reunion gifts) is ideal.

Happy and engaged alumni, of course, are most easily converted into happy and 
engaged donors.  Reunion campaigns can build a robust pipeline of engaged alumni 
who feel good about the University and are knowledgeable about its aspirations and its 
needs.  If done appropriately, Reunion attendees will be ripe for solicitations from the 
Wesleyan Fund and from major gift officers.  In fact, in an ideal situation, the alumni 
office and the development office would work hand-in-hand to create a Reunion Giving 
component to coincide with the wonderful activity taking place over a Reunion 
Weekend.     

The results of a successful Reunion effort are clear — engaged alumni who 
develop closer ties to their classmates and their university, paving the way for 
philanthropic support.  If IWU is to create a true culture of stewardship among its 
alumni, we must provide ways for them to reconnect early and often.  Class Reunions 
can best accomplish that goal.
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Silos — functions that are highly related, yet operate side-by-side and 
independently — have long been a part of corporations and organizations, 
including universities; and university advancement functions have not been 
immune to this phenomenon.  The Council for the Advancement and Support of 
Education was for years organized into silos — fund-raising, external 
communications, alumni, publications, and periodicals — with totally separate 
educational tracks for each of these disciplines (even going so far into 
specialization as to separate periodicals from publications).  The silo names and 
shapes have shifted — for example, marketing was finally added, but again as a 
separate “track,” and now there’s also a track called Advancement Services.

But whatever the nomenclature, the point is that the concept of integration 
has made little headway in the formalized world of institutional advancement.  
Ten years ago, a speaker in the external communications track at a district 
conference asked the audience, “Why are we in here talking to ourselves, when 
alumni and fund-raising staff who deliver as many messages as we do are off in 
some other room?”  And the response was, “No, they are actually in two other 
rooms because they’re separate, too.”

In the larger world of marketing and reputational communications today, 
the word integration is not just a title, it’s a way of doing business.  Mega-
agencies have deliberately acquired advertising firms, PR agencies, direct 
communications firms, social media shops, and more — so that they can say to 
clients, “We can do it all for you with one integrated team.”  Other clients prefer to 
hire a group of specialized vendor firms, but the client or a lead on one of the 
agency teams brings them all together under the aegis of one centralized 
communications plan, with each agency executing its specialty, as part of that 
integrated plan.  

And smart corporations and institutions are mirroring that model, creating 
an integrated team approach within their own advancement structures.

The benefits are obvious:

1. All institutional audiences overlap — so that having separate messages 
and channels for any audience is impossible.  The “eavesdropper” factor is 
more apparent in higher education than nearly any other sector.  A 
prospective student’s parent is an alumnus; an alumna is a major gifts 
prospect; a media source has a neighbor whose child is going through 
college search; and on and on and on.  When audiences overlap, 
messaging has to be consistent — tailored to the specific communicating 
department, but echoing the university’s core messages.

Key Strategic Approach:
Integration for Efficiency and Effectiveness

By Kathleen Larey Lewton ’70
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2. Creating this kind of message “echo chamber” is effective.  If a 
prospective student’s parent sees messaging via admissions outreach, 
and then sees a media story about the University, and later hears some 
echo messages from a colleague who is an IWU alum, the overall impact 
of the messaging is multiplied in its effectiveness.  

3. Finally, integrated communications is cost effective.  Few universities have 
the resources, human or fiscal, to run side-by-side, separate 
communications campaigns for general external communications, alumni 
engagement, and fund-raising.  Every vehicle, event or outreach effort 
must do triple duty, which requires a carefully planned and managed effort.  

4. And given the major significance of fund-raising at a private liberal arts 
university, the core messaging that must be pervasive throughout all 
communications and outreach is that of advancement.  Messages that 
support and/or echo fund-raising messaging and activities must be 
integrated throughout general university communications, media relations 
outreach, internal communications to faculty, staff and students (i.e., future 
alumni), and all alumni affairs channels.

 This doesn’t mean that overt fund-raising appeals need to be front and 
center throughout the magazine, website, e-newsletter and other channels — but 
that weaving both content and messages that are tangential to or complementary 
to the Annual Fund is an essential component of an effective annual giving 
program.

 At IWU currently, 

o Campaign and giving news is allocated specific space in the magazine, 
the University’s primary alumni communications channel, so it’s 
segregated rather than integrated with other news and information, giving 
readers the opportunity to simply skip the pages.

o On the website, it is in a specific section that requires a click on “alumni 
and friends” and then another click through to the Campaign section.  
There is no comparable “annual giving” page or information.  And the 
information about giving is segregated to the alumni section — making it 
unlikely that students, parents and others will even be exposed to it.  
Finding information about giving takes 3 clicks (from the Titan Pride home 
page, to Get Involved page, to “Make a Gift” — and the only copy on the 
giving page is:  “Legacy Events, Campaigns, and Dues functionality is no 
longer available.”

o Alumni Affairs, the Alumni Association, and alumni volunteers involved 
adhere to a code of dis-integration.  They maintain that they are “friend-
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raisers,” and make it quite clear that their work is to be totally separate 
from anything to do with fund-raising.  Even at universities where total 
integration has not yet taken hold, it’s unusual to see this degree of 
deliberate and firmly enforced separation.  As an example, the alumni e-
newsletter does not making fund-raising information a priority.
 

 As noted in previous sections, at IWU currently, there is a very strongly 
entrenched silo approach, which occurs because the responsibility for these 
channels is also siloed — advancement does its own communications, as does 
alumni affairs, and then university communications handles other vehicles.  The 
individuals involved all meet regularly to share information about what they are 
doing, but there is no apparent attempt to coordinate messaging for “echo” effect, 
for instance.

 While it is unlikely that administrative structure will be changed to unite all 
communications channels under one function, that does not preclude a tighter 
coordination, with a particular emphasis on content and messaging that will 
support alumni donations and fund-raising.  Some specific examples:

o Coverage of successful alumni, particularly those who are now giving back 
and can reference that in a subtle way (not as an appeal — “please give to 
the campaign” — but teaching by example).

o Coverage of students and faculty / programs that are supported by 
unrestricted gifts, with mention of how this support has made an impact.

o More comprehensive implementation of what is supposed to be the 
primary message of the University’s core messaging strategy (“Illinois 
Wesleyan’s successful graduates make a difference across the nation and 
around the world”)  — so that it is woven throughout all vehicles.

o “Echo” words that have primary focus in annual fund materials, but are 
then deliberately placed throughout the alumni newsletter, magazine, 
website, etc.

o Alumni Affairs and Alumni Association events and communications should 
echo fund-raising themes, and play a more active role in promoting 
stewardship and recognition of donors.  This is not to suggest that every 
alumni event focus predominantly on asking for gifts; but certainly 
something as simple as recognizing donors who are in attendance can 
send a message.  It’s been suggested that some say they wouldn’t attend 
events if they were going to be asked to donate (not sure if this has been 
documented with any quantitative research), but subtle ways of 
recognizing donors and sharing information about exciting things on 
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campus being made possible by donors, should be done at every event, 
as echoes of more direct appeals from The Wesleyan Fund.

 And at the heart of the messaging must be stewardship — caring about 
the University, taking care of the University, engaging and contributing.  The 
University’s need for funds and for alumni engagement must be top priority.  It is 
not an “either / or” situation — there are universities that manage to embed 
alumni engagement and giving messages in magazines, newsletters and 
websites that are highly successful.

 As noted, integrated communications can be accomplished within the 
existing IWU administrative structure (although a case can be made for a more 
centralized function), but true integration means more than having the 
appropriate departments share with each other what they are doing.  It’s not 
enough to say, “Our silo is doing A,” and, “Our silo is doing B,” in a report 
process.  An integrated team approach means one integrated plan, mapped out 
over all key audiences, with coordination of channels, touch-points and, most of 
all, messages.  The team agrees on core messages, with a focus on stewardship 
and alumni support, and each function then weaves those messages into the 
channels that they manage.

 Without this kind of approach, IWU is operating at far less than optimal 
efficiency in terms of message delivery.  And without consistent delivery, 
message uptake is severely compromised, as are desired outcomes.  

 Of equal importance, the Wesleyan Fund cannot achieve full effectiveness 
without having its messages consistently and comprehensively delivered and 
echoed every time and place an alum touches the University.
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