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The University of Tennessee, Knoxville

• Founded in 1794

• Located in Knoxville, TN

• 27,845 students

• Nearly 10,000 faculty and staff

– 5,400 full-time faculty and staff

• 225,000 alumni

• Started a Faculty/Staff Giving campaign in 2014

• Increased Faculty/Staff Giving Participation by 32% in two years

– FY 2013- 18% (Before the first campaign)

– FY 2015- 50% (After two campaigns) 
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Agenda

• Planning
• Volunteers
• Campaigns
• Stewardship
• Outcomes
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Poll: Do you currently have a faculty/staff campaign?

Yes

No

No, but we’re planning one
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PLANNING
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Why Faculty & Staff Campaigns?

• Create or enhance a culture of philanthropy on campus

– Can trickle down to students as well

• Emphasize family to enhance the sense of pride among 
faculty and staff

• Alumni Participation 

– Over 1,000 faculty and staff alumni at UT

• Opportunities to raise significant money for your institution

• When we give, “they” give
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Correlation with Alumni Participation 



Page 8

Research

• Benchmark

– Study other best practice programs to gain insight

• Analyze

– How many people are already giving on campus? 

• Focus Groups

– Conduct focus groups with faculty and staff

• did this to gauge attitude
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How to Get Started

• Discuss with division and campus leadership
• Find a time in the year for the campaign

– incorporating into Giving Day
– UT in spring to avoid United Way campaign

• Allow plenty of time to prepare for campaign
– Volunteer recruitment, logistics, preparing campaign 

materials
• Ensure adequate staffing
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Consider Stewarding Before the Campaign

• Current donors are critical to the success of the campaign
– Helps to show philanthropy is happening on campus

• Consider holding an event to steward current donors

• Sent university branded earbuds out saying, “thanks for 
being our best buds”
– Sent to all faculty and staff, not just donors
– Community building piece to warm up a cold audience
– No campaign before current Executive Director’s arrival
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Goal Setting

• Be sure to set goals that align with campus priorities
• Different types of goals to set

– Participation 
– Dollars Raised
– Both participation and dollars raised

• $13.9 million and 72%

• Discuss and set goals in conjunction with campaign 
volunteers

• Make sure your goals are SMART
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VOLUNTEERS
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Poll: Do you currently use faculty & staff as volunteers?

Yes

No

Not sure
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Recruiting Volunteers

• Create a volunteer structure that works for your institution

• Consider a chair or co-chairs to give your campaign a face

• Examples of how to find volunteers
– Cincinnati receives input from Dean’s & VP’s

– partners with faculty on advancement work 
during the course of the year

– At UT, we use an Executive Committee of about 25 members
• Responsible for recruiting the remaining 100~ volunteers
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Setting Expectations

• Be a donor prior to the campaign

• Help recruit other volunteers

• Attend the volunteer training lunch or breakfast

• Make personal asks of other faculty and staff

• Collect and return contribution cards to alumni staff

• Promote the campaign in your unit/department
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Campaign Planning Meeting

• Gain insight into attitude on campus

• Set goals for the campaign

• Pre-campaign stewardship ideas

• Develop a theme

• Discuss logistics 

• What worked well, needs improvement for years 2+
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Training Lunch or Breakfast

• Critical to the success of a campaign if utilizing volunteers

• Key Things to Include

– Comments from university leadership

– Discuss importance of campaign

• Emphasize with faculty and student speaker

– Provide campaign details, advice, answers to FAQs

– Role play (How to make asks)
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Materials to Provide Volunteers

• Campaign instructions
– What you want your volunteers to do

• Frequently Asked Questions

• Facts and Stats about philanthropy on campus

• Contact information for development officers

• List of funds people can support
– May be difficult to do at larger schools
– Funds of focus
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Online Training Ideas
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Communicating with Volunteers

• During volunteer recruitment
– Check in with volunteers as they are recruiting other 

volunteers
– Offer to meet with them to strategize

• During the campaign
– Provide weekly updates about overall campaign and 

individual unit/department progress
– Consider incentives for high performing volunteers

• After the campaign
– Be sure to communicate outcomes of the campaign
– Thank them for their service
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Stewarding Volunteers

• Incentives
– First few teams to 100% participation 
– Best improvement during the campaign
– Week to week improvement

• Awards
– Do something special to recognize your hard working 

volunteers (Will discuss our awards later)

• Recognition/Thanks
– List volunteers on your campaign website
– Provide a thank you from the Chancellor/President
– Write handwritten notes to  your volunteers
– Thank them in every email communication
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CAMPAIGNS
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Poll: What is the ideal length of time for your campaign?

A full year

One month

One week

One day
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Campaign Planning Timeline (One Year)

• Recruit volunteers (Fall semester)

• Create new materials (Late fall)

• Support core volunteers in recruitment (Dec/Jan)

• Organize teams of faculty & staff for volunteers (Dec/Jan)

• Prepare materials for volunteers (Dec/Jan)

• Plan events for volunteer training & stewardship (Dec/Jan)

• Stewardship Activities (Year Round)
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Campaign Timeline (One Month)

• Email to all faculty and staff (Each Monday)

• Volunteers make personal asks (First week of campaign)

• Volunteers turn in personal pledge card (First week)

• Posters placed in departments to show progress (Updated 
weekly)

• Thank you postcards are sent to donors (Daily)

• Volunteers encouraged to make a reminder ask (Week 3)

• Social media updates (Scattered during the month)

• Updates in university wide publications (Two or three)
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Sample Campaign Email
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Communications

• Provide a communications 
toolkit to college and 
campus communicators

• Social media tools for 
volunteers and 
communicators

• highlights 
100% participation teams 
on social media
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Campaign Materials (Pledge Card)
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Campaign Materials (Letter & Envelope)



Page 30

Campaign Materials (Progress Poster)
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University of Iowa
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Elon University
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University of Tennessee
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Innovative Ideas

• Offering tickets to facilities staff

• Hot dog rally event

• Student voicemail asks

– One student from each college recorded a voicemail. Using an automated 
system voicemails were sent to faculty and staff members across campus 
encouraging them to make their contribution to the campaign.

• Roaming coffee and pastry cart

• Annual parking passes as door prizes 
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STEWARDSHIP



Page 36

Year Round Stewardship (Saint Benedict)

• Thanksgiving themed message (November) 
• Turkey. Pumpkin pie. World-class colleagues. You rank right up there with the season’s 

favorites. Thanksgiving is right around the corner and here in annual giving, we are counting 
our blessings. We are incredibly grateful for all that you give to Saint Ben’s! 

• Valentine’s Day themed message with cookies (February)

• Faculty and Staff Giving Posters (Fall and Spring)

• Faculty and Staff Giving T-shirts (Spring)

• Hand-written thank you notes from students (Spring)
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Giving Posters

• Used to highlight stories of faculty and 
staff giving 

• 15 new posters made each year

• Over 125 posters in inventory
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Year Round Stewardship at UT

• Immediate thank you postcard (Feb-March)

• Cookie cakes for Top Teams (March)

• Donuts for Donors (March)

• Post campaign thank you video (March)

• Campaign celebration event for all donors (March-April)

– Awards given out to high achieving volunteers and units

• Email showing impact of gifts (August)

• Tailgate prior to a home football game for all donors (Sept)
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Thank You Postcard
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Cookie Cakes for Top Teams
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Thank You Video
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Campaign Celebration Event
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Awards for top volunteers and teams

• Most Improved Team

• Most Improved Unit

• Best Use of Social Media

• Best Participation by Unit

• Best New Volunteer

• Volunteers of the Year

• 100% Teams
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Impact Email + Tailgate Invitation
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OUTCOMES
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Outcomes

• Helps build a culture of philanthropy on campus

• Improved participation

• Increased dollars raised

• Better donor stewardship of faculty and staff donors

• Positive message to share with alumni and friends

• Additional opportunity to share campus priorities
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Key Takeaways

• Support from campus and division leadership is important

• Allow for plenty of planning time

• Peer to peer component is critical

– Every school I researched used volunteers in some way

• Scale your campaign to fit your budget and staff resources

• Do your research before starting your campaign

• Be creative and have fun!
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Become an AGN Plus Member Today!

AGN Plus Members can get unlimited access to all 
AGN webinars and additional benefits.

To learn more, visit AnnualGiving.com or email 
info@annualgiving.com.
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