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Alumni and friends engagement since launch 

 
Divisional events 

580  
Alumni & friends 

33,901  
Spring Reunion 

5,279 
Alumni events worldwide 

117  
 

Alumni mentors 

750  
 
Campaign events 

27  
New campaign cabinet members 

150  
Total cabinet members 

250+ 
 











CAMPAIGN PROGRESS 



 



$966 million  @ Launch, Nov 20, 2011 

$1.0 billion   @ January 31, 2012 

$1.1 billion  @ August 31, 2012 

$1.18 billion  @ Nov 20, 2012 

$215 million  @ Nov 20/11-Nov 20/12 

$1.185 billion  @ today 
25,330 donors  since Nov 20 2011 

   

Some exciting gifts yet to be announced 

Campaign Progress Since Launch 
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Campaign Progress Since Launch: Comparative Periods 



$10m  3 gifts totalling  $47.7 million 

$5m  3 gifts totalling  $15.5 million 

$1m  35 gifts totalling  $57.1 million 

$100k  174 gifts totalling  $47.9 million 

$25k  339 gifts totalling  $15.2million 

$1k  3,350 gifts totalling   $15.2 million 

<$1k  many  gifts totalling   $4.2 million 

Grants  84  gifts totalling   $12.5 million 

   Total:   $215 million 

Campaign Progress Since Launch 



A campaign environment that is: 

• Providing a license to ask 

• Accelerating gift decisions 

• Galvanizing volunteer interest 

• Fostering engagement and commitment 

• Systematically raising sights, internally & externally 

• Lifting all fundraising programs 

• Lifting and focusing the brand 
 

 

 

Campaign Progress Since Launch 







Support by Gift Amount – Campaign 



Support by Gift Amount – Last 12 Months 



% of Support by Source    Unique donors 

Alumni $495,305,854
Friends $186,718,285
Corporations $146,046,145
Foundations $136,808,949
Organizations $40,107,425
Research Grants $180,433,682

$1,185,420,340

Alumni 54,622
Friends 20,221
Corporations 2,496
Foundations 418
Organizations 851
Research Grants 373

78,981



Campaign Progress To Date 

Subtotal Gifts 

Subtotal Grants 



Campaign Progress To Date 
 

Subtotal Gifts 

Subtotal Grants 



Divisional campaign progress 
Boundless campaign total 



Divisional campaign progress 
Post-launch total 
 



 

November, 2011         95 

December, 2012         247 

New cabinet members recruited since launch 152 

 

Contributions by cabinet members to date  $230m 

Percentage of the total raised to date   19% 

Cabinet Membership 
 



CAMPAIGN OUTLOOK 



Current Solicitations in Progress 

Committed Total 



• All fundraising is done in service to approved academic 
initiatives 

• New academic initiatives continue to develop in departmental 
and divisional plans, and are regularly sent to provost’s office 
for approval, prior to addition to funding priorities 

Campaign priorities 



 

 

Major new research programs into the defining issues of our 
times—issues that are increasingly complex and global, often 
cutting across borders of disciplines, nations, heritage, modes of 
thinking.  

What is this campaign about? 





 

 

New programs that prepare students for leadership in an 
increasingly complex and global environment, ethically grounded 
with strong critical, analytical, and evaluative skills. 

 

What is this campaign about? 





 

 

Attracting and supporting the best and brightest students from 
Canada and around the world, regardless of means. 

 

 

What is this campaign about? 



Boundless Promise image 



 

 

Renewing the next generation of superstar faculty whose ideas 
and discoveries will propel the world through the 21st century.  

What is this campaign about? 
 



Tomorrow’s innovators 



 

 

Spectacular capital projects enabling necessary growth and 
transformation—facilities that create the best possible 
environment for learning, discovery, and innovation to take 
place. 

 

What is this campaign about? 
 







 

 

Vibrant east and west campuses, increasingly the cultural and 
intellectual hearts of the eastern and western GTA. 

What is this campaign about? 







 

 

New initiatives that internationalize our student experience, 
student body, curricula, and research, and that extend our 
collaborative networks with institutions in Asia, South America, 
the U.S., and Europe. 

What is this campaign about?  





 

 

A narrative that captures the global leadership and impact of our 
world wide community of alumni, faculty, students, staff, and 
donors.  

What is this campaign about?  





52 





A compelling campaign narrative that has rallied internal and 
external constituents around a common vision for U of T’s role 
and aspirations 
• Asserts our global excellence and impact 
• Allows for emotional pull and resonance, personal 

identification—our stories in our own voices 
• Communicates urgency around unique challenges or 

opportunities 
• Compellingly presents academic priorities 
• Drives consistency and impact in communications channels 
• Lifts perception of diverse, complex institution as priority 

What is this campaign about?  
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What is this campaign about?  





Divisional  
Collateral  
Material 
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Lifting Other Giving Programs 



60 



CORE VALUES 
 



Accessible excellence 
 

• The University of Toronto is one of the last-standing globally-
excellent universities that remains comparatively accessible to 
both domestic and international students 

• Students benefit from all campaign priorities 

• Ensuring access and opportunity is the largest fundraising 
priority for the campaign pillar of “preparing global citizens” 



• Driven by the opportunity to make a difference 

• Desire to address a singular challenge 

• Belief in education as upstream from all other causes 

• Belief in the importance of excellence in advanced research 
and the University’s teaching and research missions 

• Desire to connect what we do on a daily basis to the impact 
education has in fostering more successful societies, a 
healthier and more prosperous Canada, and the creation of 
the better world for this and subsequent generations. 

 

 

 

What drives philanthropy in our setting? 



S 
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