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IA 2021-2022 BUDGET
Institutional Advancement represents 1.99% of the total UVU appropriated budget

Development 2021-22 FTE

Office of AVP of Development (includes all area 
salaries, benefits, hourly) $1,631,606 7

Directors of Development $18,175 8

Annual Giving $132,164 5

Development Total Appropriated $1,781,945 20

Central Advancement 2021-22 FTE

Advancement Services & I.T. (includes all area salaries, 
benefits, hourly) $1,149,336 10.5

Accounting $0.00 4

Prospect Development $0.00 3

Central Advancement Total Appropriated $1,149,336 17.5

Alumni Relations 2021-22 FTE

Alumni Relations (includes all area salaries, benefits, 
hourly) $572,611 5.5

Alumni Relations Total Appropriated $572,611 5.5

Strategic Engagement 2021-22 FTE

Office of AVP of Strategic Engagement (includes all 
area salaries, benefits, hourly) $623,332 3

Donor Relations $0.00 3

Marketing & Strategic Communication $0.00 6

Scholarships $0.00 1

Executive Events $527,344 7

Strategic Engagement Total Appropriated $1,150,676 20

VP of Institutional Advancement 2021-22 FTE

Office of VP of IA & Contingencies (includes all area 
salaries, benefits, hourly) $1,163,248 5.5

UVU Foundation $0.00 NA

VPIA Total Appropriated $1,163,248 5.5

IA Budget: $5,817,815 (Approp) + $1,542,477 (Non-approp) = $7,360,292
68.5 FTE (all salaries are paid from appropriated funds)

Total Endowment Funds By Area:
VP of Institutional Advancement $447,073.00
AVP of Development $297,689.00
AVP of Strategic Engagement $560,293.00
Advancement Services & I.T. $127,422.00
Alumni Relations $110,000.00

The revenue 
from the Gift 
Fee for FY 22 
was $181,429. 



OUR CURRENT CONTEXT
PHASE 1: Oct 1 – Oct 22

• Stabilize team through 
transition

• Launch campaign
• Land President’s Scholarship 

Ball
• Increase communication & 

transparency
• Communicate with key 

donors & board members
• Engage advisors

PHASE 3: Jan 3 – May 3
• Communicate 2023 calendar 

of donor engagements
• Strengthen boards and 

committees that support 
campaign

• Fix most critical process and 
structure issues

• Continue strengthening 
internal training and support 
for campaign

• Create dashboard of critical 
campaign progress data

• Deeper overall strategic 
planning for every aspect 
engagement internally & 
externally

PHASE 2: Oct 24 – Dec 21
• Assess structure
• Fill vacancies, assess positions, 

make key moves
• Achieve clarity of resources
• Prepare for PBA
• Launch listening tour in IA and 

w/key leadership
• Establish rhythm of meetings
• Clarify divisional priorities
• Identify most critical process 

improvements
• Continue promoting and 

building campaign



HIGHLIGHT
S & IMPACT

HIGHLIGHTS & IMPACT



EMPLOYEE CAMPAIGN LAUNCH





EVERGREEN NEWSLETTER
• University’s first communication piece issued to both 

internal/external audiences (entire IA database)
• Distribute on third Tuesday of each month
• Strategic curation of content relevant to faculty, staff, 

students, legislators, donors, and community
• Achieved an open rate of 26.57% for EverGREEN

newsletter

EVERGREEN WEBSITE
• Developed and launched UVU EverGREEN website: 

uvu.edu/evergreen 
• Engagement rate – 58.73%
• Views – 10,063
• Conversions – 3,539

EverGREEN, the campaign for 
Utah Valley University will 
advance, expand, and increase the 
impact of a degree from the 
university on the world. The 
inaugural comprehensive 
campaign will impact every aspect 
of the campus from engineering to 
athletics and from the arts to 
automotive. EverGREEN will 
ensure UVU remains a flexible and 
relevant educational option for 
generations.

MAKE AN 
IMPACT FOR A 
LIFETIME



EVERGREEN AMBASSADORS
Launched UVU’s first ever influencer marketing program, EverGREEN Ambassadors 



UPNEXT (monthly video feature)

• Institutional Advancement highlights fundraising units on campus 
with a call to action to give or participate

• Distributed on first Tuesday of each month
• Collaboration with UVU Studios to highlight stories via video and 

share on social media to educate and engage new and potential 
donors and influencers

• Achieved an open rate 33.7% for UPnext newsletter which is a 
5.6% increase from previous year. 

• Attained: 
• Click-through rate of 58%

• In collaboration with central Marketing, developing a YouTube 
strategy to ensure alignment



CAMPAIGN CASE STATEMENTS

• Developed 25 individual case 
statements for fundraising units 

• Created a central repository of 
information for unit data, 
images, and alumni quotes

• Ongoing updates to reflect 
giving priorities of area



NEW REPORTING PROCESSES



PRESIDENTIAL SCHOLARSHIP BALL



EVERGREEN CAMPAIGN PROGRESS

2018 2019 2020 2021 2022 2023 2024 2025 2026

$350M$0 $176M$18.1M $29.2M $70.9M $82.5M $133M
Total accumulated dollars raised (in millions)
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DEVELOPMENT
• Restarted annual giving team
• Kicked off I Am UVU student & employee giving campaign
• Created systematic way to highlight university areas
• Expanded development coverage

I AM UVU
�Education has helped me to be healthier, think better, 
and has given me the confidence to face challenges 
in my life. I give so that someone else 
can receive similar empowerment in their life.�

- Raymundo Yazzie
GEAR UP 
Mentor, Student Affairs



DONOR 
ENGAGEMENT

• Student Interaction
• Campus Community
• Donor Recognition Events
• Fundraising Events



DONOR SUPPORTED PROJECTS
UVU would not have these without private donations

1,363 
Scholarships



DATA, PROCESSING, AND ACCOUNTING 

Identified new potential 
donors and current donors 
with increased capacity

Increased gift processing 
efficiency (48 hours)

Transition of giving pages to 
increase efficiency by 
eliminating manual step (600% 
INCREASE in recurring gifts)



JOB SHADOW PROGRAM
Year 2 - 140 Alumni hosts | 225 students | up 30% from Year 1  

�I had a really positive experience sharing what I could with the student. I think 
he really benefited from it and I felt good about potentially making a positive 
influence on the student's career path.� - Alum in the Insurance Industry



PRIORITIESPRIORITIES



STUDENT SUCCESS
Transformational Educational Experience

ENGAGE
Relevant Learning

Engaging Environment

INCLUDE
Access & Opportunity

Student Potential

ACHIEVE
Completion of a Credential

Work & Life Readiness

Our EverGREEN Campaign “Why”

Strengthen the foundation for ongoing giving, support, and 
engagement for UVU’s students, programs, and priorities

VISION 2030 – Engage C 



ACHIEVE
Work & Life Readiness

INSTITUTIONAL ADVANCEMENT PRIORITIES

GIFT 
SOLICITATION

DONOR DATA & 
RESEARCH

STRATEGIC 
ENGAGEMENT

IA PROCESS IMPROVEMENT
Address critical process barriers throughout the donor engagement life cycle. 
Improve alignment of current resources to maximize clarity, effectiveness, and efficiency. 

BOARD 
STEWARDSHIP

DONOR 
CULTIVATION

• Prospect Research
• Gift Processing
• Data Hygiene

• Donor Relations
• Marketing & 

Communication
• Executive Events

• Annual Giving
• Alumni Relations
• Development

• First-Time Gifts
• Annual/Alumni 

Giving
• Major Gifts
• Principal & Planned
• Corporate Gifts
• Foundation Giving

• University Boards
• School/College 

Boards
• Student Support 

Boards

GARNER INTERNAL & EXTERNAL SUPPORT FOR EVERGREEN CAMPAIGN

GIFT SOLICITATION



ACHIEVE
Work & Life Readiness

INSTITUTIONAL ADVANCEMENT REQUESTS

GIFT 
SOLICITATION

DONOR DATA & 
RESEARCH

STRATEGIC 
ENGAGEMENT

IA PROCESS IMPROVEMENT

BOARD 
STEWARDSHIP

DONOR 
CULTIVATION

Strategic 
Engagement 
Coordinator 
Request #147

Assistant Director of 
Donor Relations 
(Corp Foundations)
Request #156

Assistant Director for 
Annual Giving
Request #265

Director of 
Development (DoD)
Request #243

Associate Director of 
Development
Request #249

Assistant Analyst 
for Data & Prospect 
Research
Request #90

Assistant Director of 
Donor Relations 
(PES)
Request #154

Admin Support III, Request #81

GIFT SOLICITATION



STAY TUNED - YOUNG LIVING ALUMNI 
CENTER



THANK YOUTHANK YOU
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