
 
 
 
UW Foundation Board Recognition Committee 
October 4, 2022 Meeting Notes 
 
In person: Dana Hurley (chair), Jodi Green, Michelle Kastner, Eric Larsen, Sean O’Leary, Brooks Simpson 
Zoom: Debbie Bingham, Christine Cheah, Roy Diaz, Anne Repass, Laura Selipsky 
  
Staff attending: Christine Lessard, Emily Fondaw, Annie Alldredge, Lou Hine, Susan Hayes-McQueen, 
Nicole Dierks 
 
Welcome  
Dana Hurley, Chair, welcomed attendees. Then Christine Lessard, Director of Philanthropic Recognition 
Programs, provided an update on UA and UW happenings including changes in leadership, UW priorities 
like the Welcome Center, Shell House, and Fred Hutch collaboration. She also provided a report out on 
the feedback provided my members at the three meetings last year.  
 
Gala Debrief 
Annie Alldredge, Director of University Events, led a debrief of the UW Recognition Gala. The feedback 
was overall positive with special mention of the pre-reception, the recognition moment by students at 
the tables for donors who reached new lifetime milestones, and additional pre-event communications 
from leadership.   
  
Committee Structure Discussion 
We discussed the work of the following three committees, each having a role in recognition; the 
Recognition Committee, the Gates Volunteer Service (GVSA) Committee, and the Gala Host Committee 
and ways we might best do the work. This discussion aligns with simultaneous work of the Foundation 
Board re-envisioning process.  
 
Louise Hine, Senior Director of Foundation Board Engagement gave background and history around the 
current structures.  

• Recognition Committee. Meets three times per year and serves as a sounding board to staff on 
recognition items.   

• Gala Host Committee. Gala host committee meets two times per year. and includes 24-30 
couples 

• Gates Volunteer Service Award (GVSA) Committee. Meets once per year to discuss nominations 
for the GVSA and pick the next awardee. The committee is 20-24 people primarily composed of 
previous GVSA winners. Most nominations are staff lead. 

 
The group noted crossover between committees and suggested further exploration on how to divide 
that work.   
 
Brand Renewal Conversation 
 
Nicole Dierks, Associate VP of Brand Marketing Strategy shared about the Brand Renewal work she is 
leading. Nicole was suggested by committee member Sean O’Leary to present to our group after 
hearing her presentation to the Foundation Board. Nicole presented initial research from surveys and 



the committee agreed it would be great to continue this conversation and agreed to have Nicole attend 
the February meeting to further explore this topic and explore its intersections with recognition work.  
 
Nicole’s slide deck is included on the following pages for sharing only with the Recognition Committee. 
 
Close 
Next meeting will be February 7, 10:00am – 11:30am 
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BRAND STRATEGY
BRAND DEVELOPM ENT 
OBJECTIVES

Business: Elevate global reputation
To be known as the greatest public university in 
the world as measured by our impact on 
students and the world. 

Marketing: Instill passion
To close the perception vs. reality gap and move 
from unaware or indifferent to familiar with deep 
pride by having a compelling and distinct point 
of view. 

VISION
To be the greatest public university in 
the world as measured by our IMPACT
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St r at egy  Ref inem ent s

Cr eat iv e Ex pr ession
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THE LANDSCAPE
Dir e ct io n  o f  Am e r ica ’s  Le a d in g  Re s e a r ch  Un iv e r s it ie s

Sour ce: Associat ion  of American Universit ies Research  (AAU), September 20 22
Not e: ALRU = America’s Leading Research  Universit ies



Projections for 
graduating high 
school seniors 
mostly flat to 
declining in U.S. 
regions where the 
UW receives most 
of its applications.

THE LANDSCAPE
P r o s p e ct iv e  Un d e r g r a d u a t e  S t u d e n t  De m o g r a p h ics

WEST

Sour ce: Nat ional Student  Clearinghouse Research Center, 2021



KEY FINDINGS
The UW  has a st r ong  r ep u t at ion ...and  i t 's get t ing  st r onger

 90% of alumni and general audiences have a positive or very positive opinion of the UW

 37% of the general public surveyed say their impression of the UW has improved.

 UW has a strong net promoter score across all audiences, especially among graduate school 
alumni (57)

 91% of alumni rate their overall UW experience as good or excellent.

 Only 44% of undergraduate respondents and 23% of the general public surveyed nationally 
knew the UW had 3 campuses – there is huge opportunity to better tell the story of the UW 
Bothell and UW Tacoma campuses.

 The UW's reputation in Population Health-related concepts is especially strong.

 Opportunity to build upon Seattle's rise as a global technology hub and grow our national and 
international reputation through strong brand awareness building. 

Sour ce: UW Reputat ional Survey, 2021 (Simpson Scarborough)



KEY FINDINGS
The UW  is m ost  k now n  f o r  academ ic ex cel lence
 Washington residents mention UW most as an academically excellent institution on West Coast, 

mentions drop 2-3% outside of Washington (mirrored by general public).

 Half of external audiences (and 7 in 10 alumni) rate UW’s academic quality as excellent; 73% of 
Washington UG prospects and 83% of Washington GR prospects rate academic quality as excellent.

 Peer Benchmarking: UC Berkeley and UCLA rate highest of our peers; UW frequently clusters 
alongside Michigan, UT Austin, and UNC Chapel Hill for aided awareness of external audiences.
• About 40% of UG prospects nationally also have high interest in UC Berkeley and UCLA.

 When asked about hesitations to attend the UW, respondents most commonly cited the high cost 
of living in Seattle (39% UG, 46% GR, 37% public) followed by high cost of attendance (31-34%) 
and for undergraduate prospects the difficulty of getting into their major (23%).

 While those aware of the UW have highly favorable opinions of the UW, in unaided awareness the 
UW is mentioned as “an excellent institution on the West Coast” by only 9% the general public 
nationally (52% in WA). 

Sour ce: UW Reputat ional Survey, 2021 (Simpson Scarborough)



KEY FINDINGS
Br and  At t r ibu t es, Pi l lar s St i l l  Resonat e

 Brand Attributes: Both alumni and prospects most resonate with enjoying challenges, as 
achievers and self-starters and the belief that anything is possible. Alumni also like to 
think about the greater good, create change and collaborate; prospects have less 
attachment to collaboration.

 Brand Impact Associations: Academic excellence, population health and student outcomes 
are more associated with UW's reputation than innovation or our commitment to racial equity. 
These are all strengths of the UW, so an opportunity exists to message this better.

 Brand Pillars: Proven Impact pillar increases interest and is most descriptive of the UW in 
concepts tested, including leads in public health and research for the public good.
• Areas of greatest opportunity might be in Public Promise pillar, where interest and 

substance align, include DEI commitment and community partnerships. 

Sour ce: UW Reputat ional Survey, 2021 (Simpson Scarborough)



DESCRIBING 
OUR IM PACT
Alumni see the UW as making a positive 
impact primarily through its research, public 
health and science work.

When it doesn’t lead its peer set, the UW most 
frequently falls behind UCLA and UC Berkeley.

External audiences associate students 
having successful outcomes as the UW’s 
strongest form of impact. 

 Audiences identify as greatest areas of impact:

• Leads work in public health and medicine

• Produces science & engineering breakthroughs

• Students have successful outcomes

• Leads work in climate/environmental research

Ø Audiences are less aware of impact in these areas:
• Provides access to higher education for everyone

• Improves access to the arts in local communities

• Students graduate with less debt

• Improves K-12 education in local communities

• Leads work in racial equity

Sour ce: UW Reputat ional Survey, 2021 (Simpson Scarborough)



WHAT

WHY/HOW

2014 BRAND PYRAMID
BRAND PROMISE

FUNCTIONAL BENEFITS

EMOTIONAL BENEFITS 

DIFFERENTIATORS

UW MEDICINE, CAMPUS, UNIT, 
SCHOOL/ COLLEGE, 
PROGRAM DIFFERENTIATORS

UW MEDICINE, CAMPUS, UNIT, 
SCHOOL/ COLLEGE, PROGRAM 
ALIGNED POSITIONING STATEMENT

VISION
To be the greatest public university in 
the world as measured by our IMPACT



UPDATED BRAND PYRAMID
DRAFT: 10/4/22

TOGETHER
UNDAUNTED 

FOR A WORLD
OF GOOD

AMBITION

COURAGE

COMPASSION

ENVIRONMENT OF 
OPPORTUNITY

CULTURE OF RESPECT 
& BELONGING

PASSION FOR DISCOVERY

DIVERSE PERSPECTIVES & 
EXPANSIVE THINKING

HUSKY STUDENT 
EXPERIENCE

OUR PUBLIC
PROMISE

PROVEN
IMPACT

COLLABORATIVE 
INNOVATION

ACADEMIC EXCELLENCE

SOCIAL EMPOWERMENT & 
LEADERSHIP DEVELOPMENT

BOUNDLESS OPPORTUNITY

EXTENSIVE NETWORK

SOCIAL, ECONOMIC & HEALTH 
EQUITY

COMMUNITY ENGAGEMENT 
& COLLABORATION

BELIEF IN HUMAN POTENTIAL
PATIENT & COMMUNITY-

CENTERED  CARE

RESEARCH LEADERSHIP

GLOBAL REACH AND INFLUENCE

IDEA TO IMPACT 

INTERDISCIPLINARY INITIATIVES

SHARED ETHOS

INTERNATIONAL EPICENTER

ENTREPRENEURSHIP

PACIFIC NORTHWEST MINDSET

New items for discussion  

Comments / Notes

New ways of thinking
Ability to be nimble

What is our unique style of 
innovation?

Honoring Place?

Is ambition the right word still? 
Acknowledgement of personal growth? 
• Aspiration
• Hunger 
• Drive

Welcoming Community?

VISION
To be the greatest public university in the 
world as measured by our positive IMPACT.

W HAT

W HY/ HOW

Infuse emphasis 
on IMPACT 

IMPACT DRIVEN

FOR INTERNAL UW  USE ONLY
People & Planet?
Healthy & Sustainable 
Solutions?





THANK YOU
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