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Appendix B

Overview of Campaign Plans
Introduction

The University of Toronto is currently in the preliminary, quiet phase of a comprehensive, university-
wide campaign, which is informed by the University’s strategic vision, Towards 2030, and by extensive
consultations with academic leadership regarding the University’s future aspirations. The campaign
aims to elevate the University’s standing and competitive position among the world’s first-rank research
universities, assert our international leadership in responding to defining challenges facing Canada and
the world today, and lay the foundation of our success in the 21st Century.

The University’s previous campaign, Great Minds for A Great Future, launched publicly in 1997 with a
$300 million goal, and concluded in 2003 with over $1 billion raised in private support, helping the
University of Toronto to secure its place among the top ranks of universities worldwide.

The University’s present campaign will launch publicly in November of 2011 with a $2 billion goal. It will
involve every division and program within the University’s three campuses, as well as joint initiatives
with the University’s major affiliated hospitals. The campaign is intended to improve the University’s
resource base, generate new levels of private and public support, and broaden and diversify the base of
engaged alumni, friends, and donors.

The University benefits from the collaborative talent drawn from around the world to its three
campuses in the heart of Canada’s most dynamic multi-cultural region. The campaign will encourage
engagement and attract support of students at every level, of our faculty, and of the projects that have
been identified by the University’s divisions as integral to their success.

Campaign Priorities

The priorities of the campaign comprise the academic priorities established by the divisions through
their academic planning processes, which are in turn guided by the strategic vision for the institution
articulated in Towards 2030.

As the attached Campaign Priorities Summary illustrates, the campaign’s priorities include a strong focus
on funding for faculty and students. We will seek donations to improve the quality of student life and
academic programs, ensuring that outstanding students are able to access the University regardless of
economic background, and that we attract and support the academic leadership needed to meet
divisions’ academic goals.
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The funding needed to meet identified academic priorities is in excess of $3 billion—a number quite
naturally in excess of the campaign goal. This approach provides the University’s Principals, Deans, and
Chairs the ability to champion specific divisional priorities and fulfill their immediate academic goals,
while at the same time providing them with enough flexibility to further their longer term academic
missions.

Student Programming and Financial Aid

Divisions have identified substantial priorities for student support, totalling $455 million. These include
financial assistance through need-based scholarships and bursaries, as well as merit based scholarships;
initiatives that will provide students with international experience including travel funds, study abroad
programs, exchanges, international research funds, and conference funds; support for projects such as
orientation activities, small-group learning communities, study centres, teams, and student
programming; and initiatives that will assist students both academically and in career building such as
research funds, mentoring programs, and internships.

Faculty Funding

Divisions will also be seeking significant support for both endowed and limited term faculty positions
through the campaign. A total of $1.2 billion in faculty support priorities has been identified, including
283 chairs. Divisions have also identified faculty support priorities for directors, professors, assistant
professorships, lecturers, fellowships, visiting professors, and limited-term professors. Divisions will also
seek support to recruit the next generation of faculty leadership through what is nominally being called
the “Rising Stars Fund,” an effort that would seek funding for new assistant professorships at the start of
their career for a term of five years.

Research and Program Funding

$528 million in research and program priorities have been identified. These include supporting academic
programs, curriculum innovation, centres, specific areas of research, and funds that can be used to
support research in areas of excellence, as well as support for speaker series, lectures, summits,
conferences, and colloquia.

Capital Projects

A significant number of capital and infrastructure renewal priorities have been identified by the divisions
as part of their academic planning processes. Funding required for capital and infrastructure priorities
include preliminary estimates of private and other forms of support required, and total $1 billion.
Priorities range from the development of new buildings to the expansion, renewal, maintenance, and
enhancement of existing structures. These also include the development of classroom, laboratory,
public, and student commons spaces. Individual priorities should be considered as preliminary only, and
will be evaluated both individually and holistically as part of the University’s master, capital, and
infrastructure renewal planning processes, as laid out in the Policy on Capital Planning and Capital
Projects.

Endowment Funding

In the last campaign there was a strong emphasis on endowment support, with major gains made in this
area particularly in support of endowed chairs and student aid. In keeping with the recommendations of
Towards 2030, the upcoming campaign will take a balanced approach by putting emphasis on continued
growth of the University’s endowment, and at the same time increasing expendable support with
immediate impact. The University will also be introducing a new donor option of an enhanced payout
fund which will guarantee an annual distribution of 7.5% of the gift amount.
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Planning

Intensive planning for the campaign began with the appointment of David Palmer to the position of
Vice-President, Advancement in 2007. This has included strengthening the advancement staffing and
other infrastructures both in the divisions and in the Division of University Advancement in preparation
for the campaign. A Campaign Steering Committee, chaired by the Honourable David Peterson,
Chancellor of the University, was established in 2010 to assist with planning and volunteer leadership
recruitment.

Extensive ongoing consultation has been undertaken with academic leadership both through regular
individual contact with divisions, as well as through frequent updates to Principals and Deans (P&D), and
Principals, Deans, Academic Directors & Chairs (PDAD&C). Planning has involved close consultation with
the Vice President and Provost, as well as regular updates to Tri-Campus Vice Presidents (TVP).

University Advancement reports annually to Business Board on its fundraising performance and the
overall performance of its programs. In recent years, the Vice-President, Advancement has provided
regular updates on campaign planning in his presentations to Business Board. As well, at the June 1,
2011 meeting of the Academic Board, the Vice-President provided an update to the members of the
Board on campaign planning.

Support to Date

Many supporters have made generous commitments to the University’s approved academic priorities
since the last campaign, with fundraising progress reported on an annual basis to the Business Board.

It is common practice with large, comprehensive campaigns to establish a starting date from which gifts
will be counted based on some distinguishing criteria. The beginning of fiscal year of 2005-2006,
coincident with the appointment of Professor David Naylor as President of the University, has been
established as the starting date for the campaign.

Categories of gifts that will be counted towards the campaign have been based on the reporting
standards for educational fundraising established by the Council for Advancement and Support of
Education (CASE), as well as on the commonly accepted industry standards for universities in Canada.
Gift categories counted towards the campaign will include outright pledges and gifts, realized bequests,
and philanthropic research grants that meet CASE reporting standards.

Since the campaign counting start date of May 1, 2005, the following philanthropic support has been
received:

Total philanthropic gifts* $795,781,135
Total philanthropic grants** $152,303,974
Total philanthropic support $948,085,109

*Figures current as of September 1, 2011
**Reflects philanthropic research grants received through the Research Office between 2005-2006 and 2010-2011 that meet
CASE reporting standards. Figures current as of August 9, 2011.
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Philanthropic gifts received to date have supported the following priority areas:

Faculty Funding 15%
Student Programming and Financial Aid 18%
Research and Program Support 32%
Capital Projects 21%
Other, including gifts-in-kind 14%
Conclusion

The campaign will launch with almost half of its $2 billion private sector goal secured. This tremendous
statement of support for the University’s academic leadership and for higher education in Canada will
provide an outstanding platform to seek support for students and for the many compelling academic
priorities that have been identified by the University’s divisions. The campaign will help strengthen the
University of Toronto’s position as one of the world’s leading universities by securing investments in our
most promising research, delivering major gains to student life and academic programs, and further
distinguishing U of T on the global stage.
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