











A. Executive Summary

Context and Planning

The Campaign for SMU: A Time to Leadoncluded in April 2002, having secured a reeord
breaking $542 million from over 41,000 donors worldwide. Under the leadership of SMU
president R. Gerald Turner and CampaigrcBairs Ruth Altshuler, Robert Dedman, Sr., W. R.
Howell, Ray Hunt and Caren®thro, SMU successfully launched and conducted a campaign
which far exceeded its original goal of $300 million. Immediately following the Campaignds
conclusion, the SMU Board of Trustees establishefidziloc Committee on Development
charged with ensurinthat the new donor base engaged by the Campaign did not dissipate, and
emerging needs from SMUGs newest Strategic Plan were defined and promoted to potential lead

and major gift donors.

In 2004 the SMU Board of Trustees, upon recommendation of tHeosCommittee,

established 2002006 as @lanning Year for a new comprehensive major gifts campaign. This
directive was followed by others related to campaign volunteer and staff structures, campaign
financing, funding priorities, giving levels, marketingdapromotion strategies, accounting
guidelines, and others items related to the establishment of a new campaign organization. The
Board also appointecb-chairs of the Campaign Ruth Altshuler, convening echair Gerald

Ford, Ray Hunt, Caren Prothro andrCSewell (Michael Boone was subsequently added upon

his election as chairman of the SMU Board of Trustees).

Timeline

The Board authorized the initiation of a campa@net Phasein 2006, and the launch of a
campaigrPublic Phasein 2008, with threepublic goalstotal commitments of $750 million;
total alumni participation ithe Gampaignof 50%; and yearly undergraduate alumni
participation of 25%. At the time of the Campaignds public launch, over $317 million had been
committed. The Campaign was scheduled to conclude in December 2013.

During the Quiet Phasever500 volunteersacross lie nation were recruited to serve on 21
school, unit and city/regional Campaign Steering Committees, all led byarddn Campaign
Executive Council (subsequently expanded to 19). Later in the Campaign, Steering Committees
wereadded for Alumni and Fatty & Staff. These volunteers were enthusiastically joined by
hundreds of alumni around the globe supporting the Campaign through reunions, regional
chapter activitieand other alumni programs, as well as representatives of the Parentis

Leadership Counkithe Planned Giving Council and the Mustang Club, among other support
groups. Importantly, DEA staff structures were aligned to support these volunteer efforts,
perhaps most notably for the first time in suppontegfional and national efforts A volunteer
meeting schedule was established, includjngrterly gatherings of théo-Chairs and

Campaign Leadership Counci] bi-annual meetings of theéampaign Executive Council

(chairs of Campaign Steering Committees); and periodic meetir@amopaign Steerhg
Committees



As part of the pr&eampaign planning process, the Director of Leadership Gifts pogiisn
createdwithin the Office of the Vice President to coordinate solicitations of $1 million or more,
supported by a Leadership Gifts workgroup csinsg of the Vice President for Dewpiment

and DEA leadership from &elopment an@rospect ResearchAlagement. A goal was
established of securing 150 leadersleyel gifts by the Campaignés conclusion. Through the
Campaign timeframéwundreds of nansewere researched, cultivated and solicited; efforts
included coordination with University administrators, the development of a quarterly presidential
communication, and special engagement efforts personalized for each prospect. As part of this
initiative, personalized donor recognition opportunities were created incluzlibgot limited

to: special events, publications and scrapbooks, press releases, and premiums such as certificates
and chairs. Ultimately 183 leadership gift donors were secured Batmgaignds conclusion.

Also during the @mpaign Planning, Quiet and Public phases, significant marketing efforts were
established in support of the Campaign as well as the Universityds overall reputation and

visibility . These included the Campaign theanel graphic template, new print and online
publications, expanded web presence and usar@ri&eting, a branding initiative, advertising,
videos, media outreach and new strategies and tactics related to social media.

Following the Campaignds September 2008 public launch, the U.S. economy faltered, causing
the Campaignds leadership to move ahead general alumni appeals planned for later in the
Campaign. The resulting tactic of a fiyearCentennial Reunionscycle, engaging all alumni
over that time peri, would run from 2011 through 2015, aligning with the centennials of
SMUGbs founding in 1911 and its opening in 1915. In addition, repetitive donors at lower
fiparticipatoryo levels would be highlighted in publications, such as the yearly Annual Report
Finally, a strategy was adopted to create aYiear promotional efforffThe Second Century
Celebration, to leverage excitement and to provide visibility for goals related to alumni
participation as well as key campaign funding priorities. Amongdtable new opportunities
for support were Centennial Endowments, available only during the Celebration timeframe,
which included operational staup funding in addition to endowment resources. The Campaign
enddate was reset to coincide with the Celébraenddate of December 2015, hoping it would
follow a rebound in the U.S. economy.

Even with this conservative stance in place, the Campaign performed ahead of projections. The
dedication of th&eorge W. Bush Presidential Centem spring 2013 provied much

welcomed prestige and visibility for the University. Remarkably, the Bush Center also
concluded a successful $500 milliptus campaign, separate from the SMU campaign, during

this period.

In September 2013, with the Campaign having exceedédatscial target of $750 million, the

SMU Board held a special session at which it raised the Campaignés financial goal to $1 billion

and established new goals related to endowed scholarships, endowed faculty positions and key
capital projects.

All public goals were achieved well ahead of the Campaignds conclusion date, including the
significant goal oR5% annual participation by undergraduate alumni, achieved on May 31,
2015, the end of the final full fiscal year of the Campaign. This notable achietvaffezting



SMUGos national rankings joined other achievements supported by Campaign resources, including
a rise in SAT scores, national recognition for SMU schools and departments and success in
Division | athletics, among others.

At special ceremoniestd September 24, 2015, the day marking the centennial of SMUGs

opening on September 24, 1915, SMU President Turner was able to announce to those assembled
in McFarlin Auditorium, as well as those watching worldwide over the web, that SMU had
exceeded abbf the Campaignds goals, with 98 days remaining. And in December, at a historic

gathering of the SMU Board of Trustees in the Rotunda of Dallas Hall, overlooking celebratory

tree lighting extending down Bishop Boulevard to Mockingbird Lane, Dr. Turnandeah

Board members of the Universityos significant achievements under their watch as well as the

enduring responsibility of preparing for new generations of students and faculty. At that event

he quoted SMUGs first president, Robert S. Hyer: iUniversities do not grow old but live from age

to age in immortal youth.o

In April 2016 SMU plans to unveil a Campaign monument acknowledging the lead and major
donors to the Campaign, as well as a website recognizing thé®080 contributorsto the
Campaign. i addition, two tangible gifts to the campus will be dedicated that day: the Fondren
Foundation Centennial Reading Room in historic Fondren Library, symbolizing the centrality of
SMUGbs history, values and academic achievement to the Universityds ongoing mission; and the

Crain Family Centennial Promenade, celebrating the donations of over 10,000 individuals to
SMUGbs centennial commemoration and symbolizing the collective nature of the Campaignds

success, made possible only by the joining together of SMUawgstfrom across generations

and geographic boundaries. Finally, on that day SMU will lower the centennial flag, which has
flown over the main quad since the launch of the centennial commemoration in 2011, marking
the end of one celebration and the beigigrof another: a new century of SMU progress and
development.

Conclusion and Observations

Through two successive campaigns, SMU has receivedwa|$1.6 billionin commitments in
support of institutional priorities. The success of these campaigns can be traced to three key
factors among many: the generosity of donors, the leadership of the Board of Trustees and Dr.
Turner and the quality of the institutionds offerings. A significant factor ensuring the most recent
Campaignos viability was the decision to fund the Campaign through an endowment
assessmentensuring continuity in staff and operations, all in supportrobast volunteer
organization. As well, ealy leadership giftsensured that the Campaign would launch with
vigor and momentum, as did the persuasive strength @e¢htennial Strategic Plan

Paramount, however, was the vision and sustained leadershippoé#dent and Board
demonstrating tthe SMU family the important nature of this shared enterprise. Going forward,
opportunities for continued expansion of SMUGs outreach programs have been made possible,

and in many cases accelerated by the Campaignds success, among them expanding SMUbs

national outreachand visibility, growing support for theperational budgetsof the University
and increasing the numbersadfimni and parents donors



Even as we witness significant enhancements made possible by the Campaign, much of its
impact will be fét far in the future in ways yet to be appreciated. By achieving rdoeaking

success on a number of fronts, the Campaign has positioned SMU most prominently among civic
institutions in North Texas and private educational institutions across thestatee

Nationally, SMUGs reputation is rising in specific areas T academic, athletic, culturaland

collectively as a whole. ASMU Unbridled: The Second Century Campaigncludes, it places

SMU on strong footing for the Universityds next phase of development, with leadership

continuity, experienced voluntesand staff and the broadest base of support in its history. Also
equipped with a compelling and forwabking new Strategic Plan, SMU is now poised to

achieve even greater impact and succasgitfn its next major gifts campaign.



Summary Results

1 Over $1.15 billion in commitments were received, the largest campaign receipts in the history of
Texas private colleges and universities.
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1 Of that amount 58% percent was given for academic programs, positions and facilities; 25% for
general campus improvements and student life programs; and 17% for athletics programs and
facilities.
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1 Alumni giving represented 62% of tharapaign total of $1.15 billion.

Campaign Gifts by Source
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1 26% of undergraduate alumni gave in the final fiscal year of the Campaign, gogtbmpaign
levels and notable nationally. 59.3% of all alumni gave to the Campaign over its complete
timeframe.

Perentage of Alumni Giving Annually Total Campaign Alumni Giving
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1 689 new endowed scholarships were created, in addition to hundreds of new scholarships funded
yearly. 54 nevendowed faculty positions were created, bringing the total at SMU to 116. 24
major new facilities or major renovations were significantly fundadding measurably to
SMUs academic, residential and campus space. Additionally, 68 major academic initiatives
were supported by the Campaign.

Endowed Scholarships Endowed Faculty Positions Major Capital Projects
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1 SMUGbs goals for Student Support, Faculty and Academic Excellence and Campus Experience
were all exceeded.

Campaign Priorities
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1 Over 65,000 donors made a campaign commitment, an increase of 58% as compared to SMUds
last campaign The Campaign achieved an increase of 62% in the number of donors of $1 million
or more; an increase of 87% in the number of donors of $30B99K; and an increase of 54%
in the number of donors of $100K499K as compared to SMUGs last campaign.

Campaign Comparison of Donors by Level
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1 Planned Giving expectancies grew 32% from the last campaign, to over $100 million. Combined
with maturities, Planned Giving contributed over $139 million to the campaign total.

Campaign Comparison of Planned Giving
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1 Parent giving annually increased 374% ovellifeeof the Campaign.

Parent Giving
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1 68% of SMU faculty and staff made gifts to SMU during the final year of the Campaign,
up from 20% in the Public Phase first year.

Faculty and Staff Giving
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1 SMU visibility reachedl.2 million media mentions in 2015 highlighting campaign success, along
with student quality, faculty expertise, campus life, academic programs and athletics.

Media Mentions of SMU
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1 From the start to the end of the Campaign, the number of mamsitlyrs to the SMU website tripled.
Additionally, during the course of the Campaign, SMU created online communities on Facebook and
Twitter through which the University can now directly reach more than 77,000 alumni, students,
faculty and staff and othéiiends.

Monthly Website Visitors Facebook Fans Twitter Followers
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Comparisons to Previous Campaign

Financial Results Time to Lead Second Century Change
Operating Gifts $128,433,157 $327,301,130 155%
Planned Gift Expectancies $83,061,683 $109,724,027 32%
Capital & Endowment $330,005,190 $709,176,583 115%
Total Commitments $541,500,030 $1,146,201,740 112%
School & Unit Steering Committees Time to Lead Second Century Change
Cox Business $36,595,444 $102,377,048 180%
Central University Libraries $16,917,749

Dedman College $61,970,758 $82,684,692 33%
Dedman Law $50,426,047 $87,466,313 73%
Lyle Engineering $21,536,987 $106,116,218 393%
Meadows Arts (including Museum) $71,119,024 $149,568,033 110%
Perkins Theology $47,918,182 $64,666,881 35%
Simmons Education & Human Dev. $59,754,922

Athletics $81,649,589 $191,098,868 134%
Campus & Student Life $12,240,345 $73,432,544 500%
General University $158,043,654 $212,118,479 34%
Total $541,500,030 $1,146,201,747 112%
Gift Source Time to Lead Second Century Change
Alumni $280,485,272 $711,359,950 154%
Corporations, Foundations, Orgs. 137,245,410 210,312,159 53%
Friends $109,388,819 $171,355,258 57%
Parents $14,380,529 $53,174,380 270%
Total $541,500,030 $1,146,201,747 112%
Programmatic Results Time to Lead Second Century Change
New Endowed Scholarships 171 689 303%
New Faculty Positions 16 54 238%
New/Renovated Facilities 14 24 71%
Priority Results Goal Results % Achieved
Student Quality $200,000,000 $279,725,351 140%
Faculty and AcademiExcellence $350,000,000 $462,181,933 132%
Campus Experience $200,000,000 $404,294,463 202%
Total $750,000,000 $1,146,201,747 153%
Gift Size Time to Lead Second Century Change
$1 Million + 113 183 62%
$500K- $999K 45 84 87%
$100K- $499K 335 517 54%
$50K - $99K 231 447 94%
$25K - $49K 303 685 126%
$10K - 24K 543 1,596 194%
< $10K 39,764 61,723 55%
Total 41,334 65,235 58%
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Regional Steering Committees Time to Lead Second Century Change
Dallas $333,300,214 $768,674,118 131%
Texas(Non-Dallas) $146,343,767 $233,470,602 60%
Midwest $11,741,188 $28,761,201 145%
Northeast $8,794,114 $31,298,823 256%
Southeast $23,726,139 $41,662,628 76%
West $13,951,715 $36,137,719 159%
International $2,988,010 $6,196,657 107%
Total $540,845,147 $1,146,201,748 112%
City Steering Committees Time to Lead Second Century

Atlanta $820,090 $4,655,119 468%
Chicago $1,450,620 $5,936,964 309%
Denver $1,646,487 $8,577,059 421%
Fort Worth $4,276,178 $12,333,679 188%
Houston $38,514,272 $124,449,813 223%
Los Angeles $1,144,035 $14,996,184 1211%
New York $4,608,128 $17,418,859 278%
San Francisco $4,871,656 $7,504,885 54%
St. Louis $1,866,836 $1,575,864

Washington D.C. $1,154,867 $14,425,042 1149%
Parent Giving FYO7 FY15 Change
Yearly Giving from Parents $1,042,195 $4,944,593 374%
Faculty and Staff Giving FY09 FY15 Change
Yearly Participation 20% 68% 233%
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December, during the Campaign Executive Committee meetings, where they reported on
fundraising progress and success in their areas.

To communicate fundraising priorities and share stories about thetiofg@ampaign gifts,
Campaign Updateewsletters were produced quarterly in collaboration with Integrated
Marketing colleaguesin addition to marketing collateral was developed to promote specific
funding initiatives and was effective in attracting négovor support.

Schools and Campus Units

Major gift development officers were assigned to and located in each of the seven schools and
three departmental uni(dthletics, Central University Libraries and Student AffairEach

school or unit had a ldeDirector of Development who was responsibletfi@overarching
fundraising strategy and highkavel major gifts 0f$100,000 or more for that constituensgme
schools ha@nAssistant Director of Development wh@sresponsible for major gifts of

$25000- $100,000. The fundraisers worked wibademic and administratileadership and
colleagues to develop strategies and major gift fundraising plans that facilitated closure of
identified endowment, capitahdannual funding priorities, and they asséwithor led

strategy for celebration of sevéigure commitments and capital projects.

With the national economic downturn during the early days of the Campaignds public phase,

strategy adjusted to focus on myjdar annual gifts. The early succe$she BBA Scholars
Programin the Cox Schoolcreated in 2000, led to theunch of similar undergraduate scholars
programs in the Meadows School, Dedman College and the Lyle School, and also to the
endowment and naming of the Edwin L. Cox BBA Scholacgjfaim. Graduate scholarship
opportunities were successfully launched in Dedman Law, Cox School, Simmons School and
Perkins School. These fundraising opportunities advanced the conversation about the
importance of scholarships to support our undergradustgraduatestudents, led to many new
endowed scholarships in support of these areas, and contributed to the increase in average SAT
scores angthterest ingraduate prograsduring the CampaignAnnual fundraising was also
helpful for scholarship and student programming initiatives in Student Affairs, as well as
program support for Central University Libraries. Through F¥t&|etics hadsix consecutive
recordsetting years of annual givirsgccess for studerdthletes, coaches and program support
due to strong Mustang Club and Circle of Champimorgributions

Collectively, a total of 5&ndowed faculty and programmatic leadership positicere
established.Centennial positionthat pravided operational and endowment suppegrea
successful addition to the funding opportunities availadt®nstituents. Significant support for
academigprogramsand initiativesncluded the naming of two schoptee Annette Caldwell
Simmons School foEducation and Human Development and the Bobby B. Lyle School of
Engineeringthenaming ofan academic departmetite Huffington Department of Earth
Sciencesand funding for many new and existing centers, institutes and programs.

Twenty-four key capial projects substantially funded durifige Second Century Campajgn
included five academic buildings; five residence halls and a dining facility; a new health center;
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new band hall; athletics facilities for basketball, tennis and golf; and several ptojsct
enhanced the beauty of the SMU campus.

Regions and Cities

In preparation for the launch of the Campaign, locations of large alumni populations and student
recruitment interest were reviewed and identified to expand opportunities for engagement and
giving. Dallas constituents, as expected, were very supporti@daf during the Campaign. To
share the Campaign message with more constituents outside of Dallas and Texas, and to focus on
cultivation, solicitation and stewardship of major gifts in these aegssvNationalMajor

Giving staff unit was createdrive national regions were defined and ten key cities within these
regions were designated as Campaign Leadership Cittesregions included Texas, West,
Midwest, Northeast and Southeast. Leadership Cities included Atlanta, Chicago, Denver, Fort
Worth, Housbn, Los Angeles, New York, San Francisco, St. Louis and Washington D.C. An
international effort wakaunchred and wehlsupported by oveorty volunteers irfourteen

countries.

Key achievements include

Almost 11,000 personal visits with constitueotdside of Dallas.

Activity and giving results from donors outside of Texas increased
o0 Number of donor¥ 21,469vs. 13,322donors in last campaign, an increase of

161%.
o Dollar value ofcommitments” $144million vs. $61.2million in last campaign,
an ircrease235%

1 Inthe ten leadership cities, thirgeven donors made commitments of $1 million or more
and an additional 270 donors made commitments of $5€§009,999. These gifts were
instrumental in funding new faculty positions, endowed scholarstapsial projects and
operational support for areas across campus. Several of these gifts are included in the
Results and Achievements by School, Campus Unit section of this, replon

1 More than 40@olunteeran majorU.S.citiesand abroad, includinghore than forty
internationally,expanded thbaseof engagement and major gift support.

1 International activity and giving results increased

o Twentyfive eventswereheld infourteencountries on three continents

0 Number of donor¥ 320vs. 122 donors irelst campaign, an increase of 381%.

o Dollar value of commitments more than $6 million vs. almost $3 million.

1
1

While these volunteenrsorked tirelessly in this Campaign, they also forged a new frontier for
SMU in terms of volunteer involvement. With theé, talent and resources these volunteers
invested, SMU was able to connect with thousands of alumni, parents and friends. A strong
SMU community has developed in these ten leadership cities and five regions, where our
constituents feel they can make Hatence in the future of SMU.
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Organization Giving

During the Campaign, cultivation and solicitation of foundations and corporations was achieved
by fundraisers and leadership across campus, working in coordination with a cdrasaity

staff. Commitments from foundations, corporations and all other organizations reached
$210,312,159, an increase of 53% over the totAl Timeto Leadcampaign ($13245,410). Of

this Second Century Campaigotal, foundationcommitments were 70% of the dollar value,
reflecting continued generosity from many who have supported the University prior to the
Campaign, in addition to gifts from new foundation donorspG@tephilanthropy was aided
through strong alumni and comnitynmember connections; opportunities for increased support
are promising

Of the many gifts secured from organizations, several fmillion dollar commitments were
received from significant local and regional foundations, including: The Meadows Faumdat

The Moody Foundation, Communities Foundation of Texas, The Embrey Family Foundation,
Texas Instruments Foundation, The Fondren Foundation, Hillcrest Foundation, Hoblitzelle
Foundation, and the J.E. and L.E. Mabee Foundation. National foundatiorassiictirew W.
Mellon Foundation, Doris Duke Charitable Fund, Kresge Foundation, Lilly Endowment, Inc. and
the Robert A. Welch Foundation were also recognized donors of the Campraagidition,

corporate relationships were enhanced with AT&T, IBM andagdrstruments to include
philanthropic and research support, mentorships, internships, executive engagement and other
connections with the University. National firms and companies such as Exxon Mobil, Jones
Day, Bank of America, Wells Fargo and Ernst &g saw significant involvement through
corporate philanthropy, alumni participation and in many cases service on SMUbs school

executive boards.

Results and Achievements by School, Campus Unit

Cox School of Business
During The Second Century Campajdgime Cox School received more than $102 million in
commitments, for annual and endowed undergraduate and graduate scholarships, endowed
faculty and academic leadership positions, and annual and endowment support for academic
programs. More than $35 milliowvas committed for the BBA Scholarship Program and more
than $19 million for graduate scholarships, accounting for almost 50% of the Cox total during
the Campaign.
1 Total Commitments: $102,377,04836,595,444 irA Time to Leadampaign)
1 262 major gifts reeived ($50,000 or more)
o 30 gifts of $1 million or more
0 22 gifts of $500,0066999,999
o 121 gifts of $100,008499,999
0 89 gifts of $50,00899,999
1 New Scholarships:
o Edwin L. Cox endowed and named the BBA Scholars Program, included in a total
of more than $3 million for additional undergraduate scholarships
o $19 million secured for MBA and Masters of Science scholarship support
o0 53 new endowed scholarships and significant additions to existing endowments
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1 Nine new endowed Faculty and Academic Leadership Positio

(0]
(0]
(0]

O O0OO0OO0OO0Oo

Jane and Pat Bolin Endowed Director of the Maguire Energy Institute
Centennial Professor in Finance

Janet and Craig Duchossois Endowed Professor in Management and
Organizations

Endowed Professor in American Capitalism

Fabacher Endowed Professor of Altative Asset Management

Jerome M. Fullinwider Centennial Chair in Economic Freedom
Bobby B. Lyle Endowed Professor of Entrepreneurial Studies

David B. Miller Endowed Professor in Business

Linda A. and Kenneth R. Morris Endowed Director of the Caruthtiristior
Entrepreneurship

1 Four new endowed Teaching Awards:

(0]
(0]
(0]
(0]

Boghetich Family Distinguished Teaching Award

Eugene T. Byrne Faculty Innovation Award

C. Jackson Grayson, Jr. Faculty Innovation Award

Barbara and James Mangum Award for Teaching Excellence

1 NewCenters, Institutes, Academic Programs:

(0]

o O O0OO0Oo

(0]

EnCap Investments & LCM Group Alternative Asset Management Center
Don Jackson Center for Financial Studies

Kitt Investing and Trading Center

Albert W. Niemi Center for American Capitalism

Liberty and Markets Readingroup Program

Student Managed Energy Investment Fund Program

Additional funding for William J. O0Neil Center for Global Markets and Freedom

91 Capital Projects/Enhancements:

(0]
(0]

Business Library renovation
Scott Sheffield Energy Investment Lab in the Mag@nergy Institute

Dedman College of Humanities and Sciences

During The Second Century Campaign, Dedman College received more than $82 million in
commitments for scholarships, endowed faculty positions, and annual and endowment support
for academic progra. The Huffington Department of Earth Sciences was named, the only
department naming during the Campaign. Almost $11 million was committed for the Embrey
Human Rights Program and the new Dedman Interdisciplinary Institute.

1 Total commitments: $82,684,69861,970,758 iR Time to Leadampaign)

1 196 major gifts received ($50,000 or more)

(0]
0]
(0]
(0]

20 gifts of $1 millionor more
16 gifts of $500,0066999,999
72 gifts of $100,0066499,999
88 gifts of $50k$99,999

1 Ninenew endowed Faculty Positions:

o

(0]

Ruth and Kenneth lshuler Centennial Interdisciplinary Professor in Cities,
Regions and Globalization
Ruth Collins Altshuler Professor and Director of the Interdisciplinary Institute
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(@)

The Jeremy duQuesnay Adams Centennial Professor in Western European
Medieval History
HenryL. and Rebecca A. Gray Chair in Statistical Science
Glenn Linden Professor
G. Dale McKissick Professor in Psychology
Laurence and Catherine Perrine Chair in English
C. Vincent Prothro Distinguished Chair of Biological Sciences
0 Bonnie Wheeler Centennialdfessor in Medieval Culture and Literature
1 New scholarships: Dedman College Scholars Program established, in addition to many
new and multiyear annual scholarships
1 Twelvenewor substantially funde@enters, Institutes, Academic Programs:
o Huffington Depatment of Earth Sciences named
Deands Research Council
Dedman Interdisciplinary Institute
Embrey Human Rights Program
Jake L. Hamon Endowed Internship Program in the Tower Scholars Program
Highland Capital Management Tower Scholars Program
Tower Scholars igramin the John Goodwin Tower Center for Political Studies
Tower Center Texablexico Research Center Program
Latino Center for Leadership Development and SMU Tower Center Research
Partnership
Hegi Family Endowed Internship Program
Jewish Studies Program
The Womengs Gender Studies Endowment Fund

O 0O O0OO0Oo

O O0OO0OO0OO0OO0OO0O0o

©o OO

Dedman School of Law
During the Campaign, Dedman School of Law secured seven endowed faculty positions,
including a significant $4 million from the Noel family endow the Deands position. In addition
to strongscholarship support, the School established several new centers and institutes that will
provide advocacy for families, businesses and justice reform, engaging constituents and new
segments of the legal communifynew Inns of Court program launetiin Fall 205 to
enhance the experience of figgar law students. Although centers, institutes, faculty positions,
and scholarships will remain priorities for the School, capital improvementsegitime a more
urgent priority.New interest from youngedumni will also provide an opportunity to develop a
board of emerging leaders to prepare for the future.
1 Total Commitments: $87,466,31850,426,047 irA Time to Leadampaign)
1 94 major gifts received ($50,000 or more)
o 20 gifts of $1 million or more
0 14 gifts of $500,0066999,999
o 33 gifts of $100,0066499,999
0 27 gifts of $50,00899,999
1 Newand substantially fundextholarships:
o Significant $12 million planned gift from alumnus Tog Rogers
o Thomas W. Luce, lll Centennial Dedman Law Scholars Program
0 The Stimen Chinese Scholars Program
o0 34new endowed scholarships
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Multi-year annual Dedman Law scholarships

1 Seven new endowed faculty positions:

(0]

O 0O O0OO0Oo

(0]

Judge James Noel Dean and Professor of Law

Anonymous Endowed Chair

Richard Arnold Endowed Professor Fund

Alan R. Bromlerg Centennial Chair in Corporate, Partnership and Securities Law
JackKnox Chairin the Rights and Protection of Children

Ellen Solender Endowed Chair in Women and the Law

Amy Abboud Ware Centennial ProfessoiCriminal Law

1 Five newor substantially fudedCenters, Institutes, Academic Programs:

(0]

© O OO

W.W. Caruth, Jr. Child Advocacy Legal Clinic

Deason Family Criminal Justice Reform Center

Judge Elmo B. Hunter Legal Center for Victims of Crimes Against Women
Tsai Endowed Center for Law, Science & Innovationdru

VanSickle Family Law Clinic

Lyle School of Engineering

Significant achievements of the Lyle School of Engineering included the naming of the School
for alumnus and SMU Trustee, Bobby B. Lyle. A new, larger Caruth Hall was constructed on
the site ofthe original facility, providing new collaborative space for students to use leadership
and innovation skills in developing solutions to challenges. Over $106 million in commitments
was secured, including eleven endowed faculty positions, four centeirsstides and more
than 100 annual and endowed scholarships.

1 Total Commitments: $106,116,2{821,536,987 irA Time to Leadampaign)

1 173 major gifts received ($50,000 or more)

(0]
(0]
(0]
(0]

25 gifts of $1 million or more
16 gifts of $500,0066999,999
75 gifts 0f$100,000$499,999
57 gifts of $50,006699,999

1 Many new Scholarships:

(0]
(0]
(0]

Lyle Scholars Program established
18 new endowed scholarships established
92 multiyear annual scholarships secured

1 11 new endowed Faculty Positions:

(0]

O O0OO0OO0OO0O0Oo

o

Addy Family Centennial Chair in Enggering

Cruse C. and Marjorie F. Calahan Centennial Chair in Engineering

Bobby B. Lyle Centennial Chair in Engineering Entrepreneurship

Bobby B. Lyle Centennial Distinguished Chair in Cyber Security

Bobby B. Lyle Endowed Professor of Engineering Innovation

Bobby B. Lyle Endowed Professor of Leadership and Global Entrepreneurship
James H. McIntosh Endowed Chair in Engineering

The William T. and Gay F. Solomon Endowed Professor in Engineering and
Global Development

Mary and Richard Templeton Centennial CludiElectrical Engineering

Texas Instruments Foundation Distinguished Chair in Engineering Education and
Director of the Caruth Institute for Engineering
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The Robert C. Womack Endowed Chair in Engineering

1 New Centers, Institutes, Academic Programs:

(0]
(0]
(0]
(0]
(0]

School naned for Bobby B. Lyle

W. W. Caruth, Jr. Institute for Engineering Education

Darwin Deason Institute for Cyber Security

Hart Center for Engineering Leadership

Hunter and Stephanie Hunt Institute for Engineering and Humanity

1 Capital Projects/Enhancemen@aruth Hall funded and constructed

Meadows School of the Arts

During The Second Century Campaign, the Meadows School raised more than $149 million in
gifts and pledges, more than doubling the amount committed diririgne to Lead The
Meadows Foundatigrinc. committed more than $80 million, including a $45 million grant that
was the largest sirgtommitment in SMUGs history. Campaign achievements include: eight
new endowed faculty positions; a new Ph.D. program in Art History; the creation of tlke meri
based Meadows Scholars Program; the launch of the National Center for Arts Research; the
yearly percentage of Meadows School alumni who made gifts to SMU increased to a record high
of 20% in FY15.

1 Total commitments: $149,568,0387(1,119,024 irA Time toLeadcampaign)

1 230 major gifts received ($50,000 or more)

(0]
(0]
(0]
(0]

31 gifts of $1 million or more
16 gifts of $500,00€6999,999
108 gifts of $100,008499,999
75 gifts of $50,00699,999

1 New Scholarships:

(0]
(0]

Meadows Scholars Program established
More than 40 endoweghdergraduate scholarships and graduate fellowships
established

1 Eight new endowed Faculty and Academic Leadership Positions:

(0]
(0]

(0]
(0]
(0]

0]
(0]

o

The Endowed Distinguished Research Chair in Art History

Linda P. and William A. Custard Director of the Meadows Museum and
Centenral Chair in the Meadows School

Leah Young Fullinwider Centennial Chair in Music Performance

Karl Kilinski, Il Endowed Chair in Hellenic Visual Culture

Kleinheinz Family Endowment for the Arts and Education Endowed Chair in Art
History

Marriott Family Endoved Professor

Martha Raley Peak Centennial Chair and Director of the Meadows Symphony
Orchestra

Emily Rich Summers Endowed Professor in Art History

1 New Centers, Institutes, Academic Programs

0
(0]
0

Art History Ph.D. Program
National Center for Arts Research
Ignite Arts Dallas

91 Capital Projects/Enhancements

(0]

Meadows Museum Plaza
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o Journalism Digital Studio
0 Music Department Practice Rooms

Perkins School of Theology
During The Second Century Campaign, the Perkins School secured more than $64 million in
support of key irtiatives, 35% more than the total in the last Campaign. Four key faculty
positions were endowed and significant funding was received for graduate student education,
primarily from the UMC General Board of Higher Education & Ministry. Significant
enhancemets were made to the academic facilities of the Perkins School of Theology, including
construction of Elizabeth Perkins Prothro Hall, renovations to Kirby and Selecman Halls, and
construction of the Habito Labyrinth.
1 Total Commitments: $64,666,88%47,9.8,182 inA Time to Leadampaign)
1 212 major gifts received ($50,000 or more)
8 gifts of $1 million or more
17 gifts of $500,008999,999
99 gifts of $100,0066499,999
88 gifts of $50,00899,999
153 gifts received from UMC General Board of Higher Edace& Ministry
(30% of gifts $10K+)
1 New Scholarships:
o More than $13 million received for the Schoolds Ministerial Education Fund
o More than $1 million secured for the Lloyd Graduate Fellowship Fund
o Many new endowed and annual scholarships were contributed
1 Four new endowed Faculty Positions:
o WendlandCook Professor of Constructive Theology
0 Susanna Wesley Centennial Chair in Practical Theology
0 Leighton K. Farrell Centennial Chair of New Testament
o0 Umphrey Lee Professor of Methodist History
9 CapitalProjects/Enhancements:
o Elizabeth Perkins Prothro Hall constructed
o Kirby and Selecman Halls renovated
0 Habito Labyrinth constructed
o Commitment to support renovations to Bridwell Library
1 Centers, Institutes, Academic Programs:
o Center for the Study dfatino/a Christianity and Religions
o Center for Preaching Excellence

O O O0OO0O0

Simmons School of Education and Human Development

The School of Education and Human Development was created by SMU in 2005 and named for
Annette Caldwell Simmons in 2007 iecognition ofalandmark $20 million giffrom Harold

and Annette Simmons to establish an endowment for the School and a lead gift for a new
building to house the School. An additional $25 million gift froe3mmonsé funded a second
building and new endowed faculty positions, bringing their giving total to $45 million. During

the Campaign, almost $60 million in commitments was received. Key programs established
includeThe Budd Centerdnvolving Communitis and Education and the Leadership Impact
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Institute. A new annual Luminary Award and -@ampus Sampling Simmons events broadened
engagement of volunteers and supporters locally, regionally and nationally.

1 Total Commitments: $59,754,922
1 New Scholarships:
o Fairess Simmons Graduate Fellowship endowed
o Simmons Scholars Program established for graduate students
o0 2new endowed scholarships
0 15 new multiyear annual
1 Four new endowed Faculty Positions
0 The Leon Simmons Deanship endowed
0 Annette and Harold Simmons Cemteéal Chair
o Patsy and Ray Caldwell Centennial Chair
o Glenn Simmons Endowed Professor
1 New Centers, Institutes, Academic Programs
0 School established and named
0 Budd Center: Involving Communities in Education
o The Nancy Ann and Ray Hunt ResidennyTeachingMaster of Education
o Institute for Leadership Impact operational support
0 Research in Mathematics Education
9 Capital Projects/Enhancements:
0 Annette Caldwell Simmons Hall constructed
o Harold Clark Simmons Hall constructed

Athletics
During the Second Century @@aign, SMU Athletics secured more than $191 million in
commitments, more than double the total received in the last Campaign. Record yearly giving
for operational priorities of the athletics program, studgthletes and coaches was received
consistentlyduring the Campaignos public phase, due to strong Mustang Club and Circle of
Champions support, with $13.3 million received in revenue in FY15. Several key facility
projects were completed, including the renovation and expansion of Moody Coliseum and
corstruction of new facilities for basketball, tennis and golf. In addition, lead funding was
received at the end of the Campaign for a new aquatics center. Strong support established during
the Campaign is anticipated to continue positive momentum faiefofperational and capital
initiatives.
1 Total Commitments: $191,098,86831,649,589 irA Time to Leadampaign)
1 Capital Projects/Enhancements
o Crum Basketball Center constructed
o Ford Stadium renovated
o0 Golf Facilities: DAC short course and training roond dminity Forest course
constructed
0 Moody Coliseum renovated and Miller Events Center constructed
0 SMU Tennis Center constructed
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Central University Libraries
During the Second Century Campaign, almost $17 million was raised in support of special
collection acquisitions, library programs, an archivist position and significant renovations to
Fondren Library that will provide a facility that serves the students, faculty and the community
well into the future. The large gifts received were from THendren Foundation, Hillcrest
Foundation and Hoblitzelle Foundation, all organizations who continued their generous long
time support of SMU priorities. Additionally, annual gifts during the Campaign were steady,
expanding the base of donors and advodatdgorary initiatives.
1 Total Commitments: $16,917,749
9 Archivist Position:
o Archives of Women of the Southwest endowment reached $1 million funding
goal
1 Academic Program#\cquisitionsand Endowments
o 49 gifts of new collectios andacquisitionsvalued from $10,000 to $1.5 million
o Three new endowments established with values of $1 million or more
9 Capital Projects/Enhancements:
o Fondren Library Center renovations

Campus and Student Life
During the Second Century Campaign, more than $73 milli@oenmmitments was raised in
support of leadership positions and new facilities that enhance the SMU campus experience.
Gifts supported study abroad and internship experiences, programs and facilities for student
activities, campus beautification enhanceragand facilities that provide a campus residency
available to more SMU students.

1 Total Commitments: $73,432,54812,240,345 for Student Affairs i Time to Leayl

1 New endowed Leadership Position

o William P. Clements, Jr. Executive Director of SNiJTaos
1 Capital Projects
o Five new Residential Commons buildings and one Dining Commons
New Mustang Band Hall constructed
Crum Lacrosse and Sports Field constructed
Dr. Bob Smith Memorial Health Center constructed
Faculty and student casitas on SMiJTaos campusanstructed
o Carolyn and David Miller Campus Center on SMidTaos campus constructed
1 Campus Enhancement Initiatives
o0 Martha ProctoMack Grand Ballroom renovated

Val Late Fountain constructed
Cooper Centennial Fountain constructed
R. Gerald Turner Centenni@uadrangle constructed
Crain Centennial Promenade constructed

© O 0O

© O 0O

Summary
The Second Century Campaign generated tremendous enthusiasm and financial support for SMU

students, faculty, academic excellence and the campus experience. Continued collaboration
throughout all areas of Development and External Affairs with other afélas Oniversity is
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C. Alumni and Constituent Giving and Alumni Relations

As the SMU Board of Trustees and campaign leadership reviewed the accomplishments of
Time to Lead: The Campaign for Sivibey concluded that a key to SMUGs long-term

fundraising success lay in expanding tiase of financial support. In order to focus on this need,
leadership established two campaign goals centered on giving by alumni. In addition to a goal of
50% of all alumni making a gift to the campaign at some point during the campangpaign
leaderkip also established a goal to increase SMU0Gs annual giving participation rate from 12%,

where it was before the campaign, to 25%. Reaching such a goal required a paradigm shift
among alumni in their view of yearly support for the university.

The SMU Alumni Board took a leadership role in building a level of cultural awarengasdf
beliefin, a new message: an expanded alumni donor base will generate consistent support from
alumnidonors at all leveldeading to anncreasean the value of theigiving and building more
support at the midevels and upper levels of annual giving. While all alumni giving is important

to theUniversityds mission, giving by undergraduate alumni is reported tanking authorities

and has an impact on SMUGs reputationinforming decisions by prospective students and faculty

to join the SMU community.

Building a culture of giving would require a highly coordinated program of frequenijiglity
events; rewarding, hands volunteer opportunities; sophisticated andststent direct

marketing activity; engaging reunion programming, and active volunteer leadership boards and
committees.

Events

Alumni Chapters were identified as the best avenue for increasing the frequency of events.

While chapters had existed feome time, a more formal set of expectations were implemented
requiring a minimum number of events each year. 18 alumni chapters prior to the campaign were
increased to 52 chapters across the country and around the globe by the conclusion of the
campaignChapters were charged with spreading the new message of annual,shpport

embraced this charge with a level of commitment never before seen. Chapters became the
clearinghouse for localolunteers who woultielp recruit future students, serve as merdarcs

host externships, and celebrate class milestones through their reunion committees. Over the
course of the campaign from 2008 to 2016, alumni chapter volunteers hosted thousands of
alumni, parents, students and friends at more than 750 events.

Atlanta, Chicago, Denver, Fort Worth, Houston, Los Angeles, New York, San Francisco, Saint
Louis, and Washington, D.C. were identified as target areas based on alumni population,
concentratiorof wealth, and residenf current and prospective students. Cagp&teering
Committees in each of these cities led major giving efforts and SMU hosted annual events in
each city bringing a campaign update from university leadership and highlighting faculty
members and academic programs. These events were opendtuameia current parents,

friends, as well as prospective students and their parents. Alumni chapters in each of these cities
hosted events throughout the year to connect alumni with one another and to provide leadership
encouraging annual giving in theggions.
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Concurrent with the focus on chapters came a focus on young alumni. Graduates of the last
decade had been identified as an anchor weight contributing to the low levels of giving
participation. In the early stages of th@a@paign 75% of the yogest alumni lived in Dallas so
SMU established the Dallas Young Alumni (DYA) committee, working closely with the Young
Alumni Board to engagthe youngesalumni through a coordinated program of events and
volunteer activities that would build relationsti@gmong these atni and with the Wiversity,
leading to a consistent level péarly support.

In moving from a campaigenvironmentit will be essential for SMU to maintain and build on
the momentum that has been generated in these campaigrasities] as in otlreareas

identified through the @mpaign where alumni chapter activity is strong and supported by
growing base of alumni and parent support. Working satmool/unit Drectors ofDevelopment

to extend these efforts will allow SMU to deepisrelationships across the country and around
the world, identifying and cultivating leadership for the next campaign.

Volunteerism and Engagement

Handson volunteer opportunities became the next focus of strategy as SMU observed higher
giving rates mong its most engaged alumni. Reunion committees, Local Alumni Student
Recruiters (LASR), and the Hispanic (HA) and Black Alumni (BA) Boards were four programs
that leveragedlumni volunteers prior to theatpaign. These existing programs were
rebrandedaind introducedo attract and absorb greater numbers of volunteers. In addition to
planning reunion activities and parties, Reunion Committees were charged with giving
participation g@als. During the course of the@f@paign, the culture around reunion celebrations
shifted from one focused on planning Homecoming reunion parties to one in which giving during
reunion years was viewed as a natural part of the reunion experience.

Student Recruitment Volunteers (SeRVepuaunched to egage our alumni and parents in
close partnership with the Office of Admissions to build a volunteer corps assisting staff
members in recruiting the best and brightest prospective studdistganic and Black Alumni
fundedscholarships toaward and retain members of the Hispanic and Black student
organizations, respectively, while also volunteering thrdsgRVe to recruiminority students.

SMU Connection was created as a means for connecting students with the power of the SMU
Alumni Network. Duringthe GampaignSMU Connectiotbuilt opportunities for alumepio-

alumni mentorships; alumito-student mentorships; alumni hosting atey externships; alumni
serving as resume counselors at Resumania events; alumni serving as career a®psert in
Networking events; and alumni serving as ongoing sources of career advice through an online
program called fiAsk an Alum.o

The Office of Alumni Relations and Engagement continues to identify alumni volunteer
opportunites across campus that aid theiversity in accomplishing its objectives while
providing alumni with meaningful experiences that will ensure their ongoing financial support.
Over the course dhe Campaign 10,500 alumni have volunteered in 25 programs supporting
students, alumni angfrospective students. The success of this strategy is demonstrated by the
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annual giving participation among these involved alumni as 76% of these alumni volunteers
made gifts to SMU during the final yeartble Gampaign nearly doubling the rate of pre

camnpaign giving.
Giving

As a key strategy to develop a culture of giving among the broadest base of SMU alumni, the
University invested resources into a consistent program of focused solicitations utilizing mail,
phone, email and social media channelss Tivestment was urgently needed at the beginning

of the Gampaignand became critical to the ultimate success of the annual participation goal.

The value proposition was carried out through letter three letter campaigns in the fall and three in
the sprig. Fall mailings typically focused on solicitations the SMU Fund and the SMU
Scholarship Fund. Spring mailings from deans focused on fund raising for specific schools.

Each of these campaigns included a series of email reminders following each deijpés. Sed

by SMU student callers would reference the same priorities as the letters and email, as well. The
long term effects of this integrated strategy became apparent as the messages leveraged existing
events and welknown volunteers as ambassadorsgiving to SMU.

The shortterm value of the merger became apparent through giving challenges. fiFry the Frogs,0
perhaps the mosbiable giving challenge dhe Gampaign was a brief, twaweek period of
intensely frequent solicitations among young atumin addition to various events to focus on

the Gampaign the Young Alumni Board recruited Class Ambassadors who reached out to their
classmates with personal solicitatioriamail and social media were the primary means of
solicitations and were sentlaast daily and sometimes twice dailgften using Class
Ambassadors as the signers and senderglementing this annual challenge initiated and
continued a shift in the giving behavior among SMUbs young alumni, as they took pride in being

a leading érce in increasing the participation rate among all SMU alumni.

This strategy of setting a participation goal, leveraging exciting events, and utilizing volunteers
for personalized solicitations has set a model for giving challenges that appeal tdea broa
audience. In addition to Fry the Frogs, SMU executed four challenges, or fimini-campaignso in

the final year othe Gampaign Join the Stampede, Presidentds Challenge, Homecoming

Challenge and the final, campaign concluding Horsepower Challenge.résaled in

incremental increases in the giving activity throughout the year which led to the highest annual
participation on record.

In conjunction with its direct marketing efforts, the focus on a participation goal dilimg

Second Century Campaigiso caused a change in the way alumni reunions were orchestrated.
As referenced above, giving to SMU became an expected component of the reunion experience
and less resistance to this notion was se¢neaGampaigncontinued. Serving on reunion
committeesvas embraced by volunteers at every level, so that members of Campaign Steering
Committees, Alumni and Young Alumni Board and the SMU Board of Trustees assumed
leadership of their reunion committees and class giving goals. Two reunion giving cycles
occured during the course tiie Gampaign In every instance, giving in the second reunion

exceed that of the reunion held 5 years previously. Reunions continue to offer undergraduate
alumni the opportunity to reconnect with SMU and with classmates. Movin@ifdyt is
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critical that we see the reunion gift as the first in a series, structured to continue through the next
reunion cycle. Continued coordination among staff members and appropriate stewardship will
allow personalized cultivation and solicitationretinion alumni identified as major gift

prospects to increase their giving between reunions. This will lead to a more consistent level of
giving each year and wilhcrease revenue supporting thegrsityds operational needs, as

well.

Building a strog, sustainable giving program among all members of the SMU community was
seen as important to building a base of alumni suppofthénSecond Century Campai@Mu
launched a giving campaign among its faculty & staff, which had not been danEnme to

Lead The Campaign Steering Committee for Faculty & Staff included faculty and administrative
volunteers from every school and unit across campus who, knowing and understanding of each
unitos culture and needs, led the giving effort in each of their areas. The results were impressive

as giving by faculty & staff increased from 20.4% at the beginninigeo€ampaignto 67.9% in

the final year. While giving by this constituency is not regularly reported by universities, a
review of SMUGs cohort and aspirational schools yields none with such a high level of giving

over a period of years.

As we continue to build a culture of giving among the SMU family, it was important to educate
our students about the role of giving in a university setting. Dih@gampaig, the message of
giving was shared with students at Mustang Corral and during Homecoming Challenges among
student organizations. In the latter parthed Gampaign student leaders and the Campaign

Steering Committee for Faculty & Staff initiated ASTOP Dayo (Starting Today Others Pay)

during the spring as a way to educate students about how much of their educational experience is
made possible by gifts from supporters. Students sign fithank youo cards addressed to scholarship

donors and hear about the inapaf giving on their SMU experience. Seniors are eragen to

make their gift to the biversity and all graduating seniors who are donors are honored by the
president at a brunch before graduation. This event has become very popular and has increased
giving among those who are about to become our youngest alumni.

Parents were included as a significant donor constitueritlygrSecond Century Campaidgine
Parent Leadership Council was established to recognize those parents giving at a minimum level
of $2500. In addition to giving, these parents also assist in recruiting prospective students and
hosting new student fisend offo parties in their hometowns. Membership in the PLC increased

from 55 members to 289 members in the final yedh®iCGampaign Additionally, parents

served on Campaign Steering Committees across the country and made major contributions to
the campaign. Giving among parents increased from $1,040,000 trefdzempaignto

$6,510,000 in the final year tie GCampaign The impresse support provided by parents
duringThe Second Century Campaigemonstrates the potential for giving by this constituency
that must be cultivated more fully in the future. As we prepare for the next campaign, dedicating
greater effort to the identifit@n of these prospects along with a cohesive stewardship plan to
recognize their generosity will be important to expanding the base of support among parents.

Providing its supporters with every opportunity to participathénCampaign SMUbs Office of

Planned and Endowment Giving provides counsel in using assets other than cash to make
contributions to SMU. This includes gifts that have immediate impact as well as those that will
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D. Development Services

Development Servicest mission is to support the efficiency and effectiveness of our fundraising

teams and to provide an excellent giving experience to our generous déherSecond

Century Campaigdemanded a significant step up in systems and prozcasgpport a larger
fundraising team, dramatic growth in number of donors, and an equivalent expansion in events
and donor recognition services. This exciting potential made it clear that SMU needed to take
advantage of next generation constituent relaignmanagement technology to improve
Services, and maximize the impact of our entire fundraising operation. SMU was the first
university in North America to implement Blackbaudos constituent relationship management

solution (CRM) which now has become gystem of choice for many of the leading universities
in America, Canada, and the UK. This dynamic system sugipercontinued growth and
coordination of fundraising activities across SMU while providing a central information view
which allows us to benore donoicentric in all of our outreach. This strong base also prewdde
platform to more easily integrate other dof@ing services as we continue to expand donor
stewardship and donor engagement opportunities in preparation for future fundreiisitiges.

The Services teams consist of four units: Records and Gifts Administration, Donor Relations,
Research and Prospect Management, and Systems. Each of these units is intensely involved in
testing and implementing regular updates to our BlaokliZRM as well as working with our
fundraising colleagues to define system and process changes that will support future growth. In
addition to their role with our CRM they bring a high level of expertise to the unique aspects of
their profession.

Recordsand Gifts Administration

This team accomplished the etedend gift processing (including the intake, deposit,

designation, booking, documentation imaging) of approximately 311,900 campaign
commitments. They work closely with university Finance in tfteagcounting process and

support monthly, quarterly, and annual reporting; ensuring IRS, CASE, & PCI compliance.
They manage the record creation and maintenance of approximately our 1.3 million entity
constituent database, the student/parent/alumniddiéecycle, and myriad defined record

groups which support fundraising efforts. They manage a continuous pipeline of university and
external data updates from contracted sources.

This unit will continue to explore opportunities for systematic autmmatf processes in support
of ever larger throughput, faster turnaround, and increase@ftestiveness.

Donor Relations

Core to the mission of Donor Relations is ensuring that SMUGs generous donors are

appropriately acknowledged for their contribatso that donors receive an accurate and timely

tax receipt for each gift, and that ongoing stewardship highlights the impact of our donorso

generosity. Additionally, this unit handles all permanent donor recognition, including plaques
and portraits relateto capital projects and they have managed the Centennial Promenade paver
project. The SMU communityds enthusiastic response resulted in one of the largest university
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paver projects in the United States with almost 11,000 engraved pavers being inktalled.
support of our participation goal, this unit rolled out a special package for first time donors to
help communicate the importance of regular annual gifts. Two of the most visible projects
involved new giving societies: Hilltop Society recognizihgde who make consecutive annual
gifts, and Presidentds Associates recognizing those giving annually at a higher level. Special

coupon books highlighted some of each yeards special campaign opportunities across the

University. This unit also worked cldgewith other DEA colleagues to ensure the quality of
donor recognition lists in SMUGs Annual Report as well as a variety of other special publications.

Donor Relationsupported theecognition ofSMUbs largest campaign commitments with
keepsake remirats of the university celebration events associated with those $tslis
largest lifetime donors were also celebrated during the Campaign thvtusgang Award
recognition events, overseen by the Office of Leadership.Gifts

Going forward DonoRelations will continue its emphasis on sharing information about the
ongoing impact of donorsb gifts to the university. The SMU board resolution centralizing the
leadership of Donor Relations initiatives guides this unit in collaborating with a racgenptis
partners. System tools will help us customize relevant messages for all donors while other
initiatives will enable unique programming appropriate to those donors giving at the highest
levels. The unit will also explore the creation of a new gigogety as an opportunity to more
fully recognize the lifetime giving impact of our most generous donors.

Development Research and Prospect Management

Using new Blackbaud CRM capabilities, this team worked closely with fundraising colleagues
and their nanagers to implement SMUG6s first comprehensive prospect management system.

Such a system helps ensure strong coordination of our fundraising relationships even as the
organization continues to expand in scope and number. Blackbaud offers a systemeg& pro
for the planning, recording, and reporting of significant moments in the relationship between
prospective donors and the organization which lead to a new gift commitment. Using the
resulting data, this unit partnered with thesistantVP of Universty Development to track
fundraising performance and progress. Research includes daily news alerts about prominent
SMU constituents, and an annual review of every first year student family in support of the
Parents Leadership Council invitation processilding a library of research resources, training
materials, and documentation with digital resources available on the SMU intranet also led to
increased support of Corporate and Foundation research.

Important next steps will be to further capitalize dadRbaud CRM capabilities including an
emphasis mobile technology for prospect management and donor information fion the go.o
Additionally, new technology and information services will improve our ability to support
appropriate, timely, relevant, and cestective approaches to our many involved donors.

Development Management Systems

This unit is focused on our continuing realization of the potential of Blackbaud CRM as well as a
range of systems that interact with the CRM in the service of our staffaamis. This team of
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development systems specialists handles our CRM upgrades and staffs our campus user help
desk. They partner with Development colleagues to design, build, test, and implement
enhancements to extend the capabilities of our fundraisarg. This team also handles a wide
range of custom data requests including a large number of segmented mailing lists.

The unit is focused on a number of hgbtential initiatives to increase the efficiency and
effectiveness of our fundraising procegnd-user reporting will expand information access to
our fundraising team and reduce overhead. Tools that integrate database information with
marketing and communications messaging in ddacng online tools hold substantial promise
for leveraging exgting resources. Increasing our alumni engagement with improved event
capabilities as well as functionality for peer to peer referrals are also in the teamds short-term
aspirations. Analytical tools including buitiit of our data warehouse and initigswvith big
data will refine our ability to align resources where opportunities are greatest.

In summary, as SMU aspires to larger goals we will see commensurate growth within the
fundraising infrastructure and increasing complexity throughoubrigge@nization. Dynamic
information systems, integrated tools, and higgHilled staff will continue to be critical for
achieving excellence in coordinating increasingly ambitious univensdg activities and

initiatives. Datadriven decision making wihighlight timely opportunities and inform the

strategic allocation and management of these resources. Services is excited to play our part in
helping realize SMU6s incredible potential in the years to come.
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Toward this end, Public Affairs was active in clarifying issues and telling SMUGs story when
controversies erupted that could cause donors to question the worthiness of the University.
Examplesncluded sexual assaults and related policies, Title IX investigations, public
misbehavior on the part of two deans, the impact of Ebola on campus, NCAA sanctions, staff
cutbacks vidDE2C, racial tensions and other issues covered aggressively by loczHtemd
national media. Public Affairs aimed to protect SMUGs reputation so that donors & andprospective
students who might invest their futures with@svould want to be associated with SMU.

Likewise, the campaign itself bolstered SMUGs reputation. The regularity of campaign stories
provideda muchneeded counterpoint to some of the negative issues outlined above. Gift
announcements were guaranteed positive stories and helped to provide balance.

Campaign Visibility

During the public phase tfie Gampaign SMU News and Communications helped earn more
than 3 million media mentions of SMU (including social media), many of those in direct or
indirect support ofthe Gampaign

In addition to traditional media, the News and Communications staff us8i/fdevebsite and
social media channels to amplify campaign news to thousands of Twitter, Facebook,
YouTubeand Instagram use® many of them SMU alumni.

As noted, the foundational piece of the departmentés campaign support came in the form of gift
annourcements as well as related feature stories. SMU news staff wrote and distributed nearly
200 giftand related campaign announcements and features. And approximately 300 videos
were createth support othe Gampaign® highlighting impact through student afatulty
accomplishmentand the campus experience, made possible by campaign fuimdaaiglition,

News and Communications reached out to media in key campaign cities/regions to yield media
placementbeyond Dallas.

A key message regarding campaign ist@and reputatiouilding was that additional faculty
endowments would attract and retain professors who would be outstanding teachers and prolific
researchers, joining an already strong corps of scholars. News and Communications grosnoted
message bgggressively offering faculty experts to the external media to comment on societal
developments, drawing from their research expertise. In a typical year dueii@mpaign

News and Communications scored 148,232 traditional print placements in such vehhes as
New York Times, ForbemdNational GeographicThe Public Affairs team also earned 739,011
social media mentions eachaydor SMU and placed stories wittaditiond non-print media

such as CNN, BB®Vorld Radio and ABC News. Subjects ranged from Cox business expertise
on the Federal Reservertesearch on earthquakes in Texas to Guild Hall evolutions in cyber
space.

In addition, as new campaignnded initiatives cane online, Public Affairdbecame active in

promoting the benefits and impact of these SMU advancements. Exanghlee an entire new
school® The Annette Caldwell Simmons School of Education and Hubeselopmen® as
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well as programs such as the EmbiHayman Rights Program and otlsgrecialized centers.

News and Communications also supported media outreach for the Meadows Museumds 50"
anniversary and the Meadows Foundationds major gift commitment. The staff produced an
eightpage insert iThe Dallas Mrning Newson the Meadows 30and another in spring 2015
on overall campaign impact. A third is planned for Founderst Day in April 2016.

A major development drawing international attention was the 2013 opening of The George W.
Bush Presidential Centeklthough the opening was organized by staff and contract employees
of theCenter, SMU played a major role in preparing for and welcoming more than 10,000 visitors
andmore than 700 media from around the world. This event had SMU campgulications
becaise the University and the Center share many of the same donors. In years preceding the
opening, whilecoinciding with SMUGs campaign, Public Affairs alsmavigatel ongoing national
visibility based on objections to tipeoject by some faculty andemberof The United

Methodist Church. Thevay SMU managed this controversy could have danajor negative
impact on itgeputation anaredibility amongconstituents® with campaign fallout. Literally,

the world was watchin§MU during those years.

Marketing Support

After working with The Richards Group on a suggested campaign title, Integrated Marketing in
Public Affairs designed the Unbridled logotype, communicating momentum, energy and a
forward focus. Public Affairs also designed an elegant and consistent template for all
campaign communications, as well as consistent and compelling messaging.

Integrated Marketing in Public Affairs provided an overarching brand framework for campaign
maerials and centennial communicatiadsrequiring coordination becaubeth efforts were
occurring simultaneously in the latter years (2@5). These communications were executed
consistently to support efforéeross Development and External Affairs.hdiigh a
retrospective survey would be too troensuming to undertake at this time, the Integrated
Marketing staff estimates that over the courstmefCampaignand centennial, more than 3,000
projects were completed in support of both. As examples,rattjMarketing:

1 Created a campaign braddllogo, visual vocabulary and messaging used in presentations,
videos,website pages and postings, and campaign materials such as stationery,
invitations, proposals and programs, used for numerous events.
Launchel first brand guidelines in more than a decade.
Conceptualized and produced messaging and content for Centennial Hall, working with
DEA colleagues anBreeman Associates on technical and design support.
1 Conceived and produced several books:

o Unbridled Visia, the first SMU picture book in 25 years

o Campus at 10000k

0 Libraries at 100book
Developed merchandise such as Peruna bobblehead, puzzle, campus tour and map.
Coordinated development of SMUGs first master brand, iWWorld Changers Shaped Here,0
which highlights the transformation and impact achieved throhugitampaign

= =4
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Launched brand ads across print, television and website.

Incorporated fiWorld Changers Shaped Hered messages and visuals into materials

ranging fromadmission outreach and athletics events tdvihstang Express shuttle.
Aligned school and area marketing efforts with master brand through development of
printedmaterials and websites.

Coordinated ads on SMbwned billboard along Central Expresswaydife DEA
marketingundergraduate admission and other units such as Meadows Museum.
Created new 38econd television ad that extended iWorld Changers Shaped Hereo
message and highlighted campaign impact.

Provided marketing support for 8@nniversary bthe Meadows Museum, with close
involvement of the highedével donors.

Alumni and Donor Outreach

Integrated Marketing created new communications vehicles for audiences consisting of high
priority prospects and donors:

1
1
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LaunchedVisionnewsletter to support campaign quiet phase and produesterly
Campaign Updateewsletter.
Created comprehensive annual reports and endowment reports, highlighting
campaigrenabled achievements.
Produced several higgnd multimedia and hundreds ofrgrproposals on such projects
asResidential Commons, Ford Research Center, Moody Coliseum renovations and
gifts to every schoolSupported relaunch of campaign when $1 billion goal was
announced, includingew/revised articulation, branding, video and siteh
Developed advertising celebrating the $1 billion announcement that appeared in print ads
with a total circulation of more than 4 million, in airport ads that were shown to as many
as 6 million passengers and on the Shikhed billboard along CentrakBressway.
Created content and materials to support Founderso Days, including Inside SMU, the
Presidentds Briefing and the Presidentis Associates.
Drove attendance to campaign and centennial events that created positive
experiences for visitors witnessipgogress in person.
Created template for fired envelopeo projects and events.
Executed communications, photography and staging for dozens of gift
announcements, dedicaticmsd groundbreakings, as well as larger eyents
including
o Dedications included tls@ for Annette Simmons and Harold Clark Simmons Hall
(forthcoming); Residential Commons; Mustang Band Hall; tennis complex;
Moody Coliseum enhancements; and Miller Center at SMUaos;
0 Luncheons celebrating the 100th anniversary of the campus plastenonoring
donors of endowed faculty positions and student support;
0 Meadows Foundation gift announcement and Museum anniversary celebration;
0 Centennial Commemorations and Homecoming weekends.
Partnered with George W. Bush Presidential Center to suppdHail to the Chiefo
exhibit and produced materials for all SMU events related to the Centerfs opening.
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