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UNITED   WAY   LANE   COUNTY   PR   PLAN  
 

I.   Situation   Analysis  
A. Background   +   History 

 
United   Way   Worldwide   Background  
In   1887,   five   community   advocates   from   Denver,   Colorado   had   a   vision   to   restructure   their 
efforts   to   enable   more   meaningful   change.   Their   ideas   was   to   collect   funds   for   local 
charitable   organizations,   coordinate   relief   services,   refer   clients   to   helpful   agencies,   and 
make   emergency   assistance   grants   for   clients   that   could   not   be   referred.   Their   names   were 
Frances   Wisebart   Jacobs,   Rev.   Myron   W.   Reed,   Msgr.   William   J.O’Ryan,   Dean   H.   Martyn   Hart 
and   Rabbi   William   S.   Friedman.   In   the   same   year,   this   group   of   visionaries   raised   $21,700   with 
the   help   of   the   Denver   community   to   establish   the   organization   that   is   now   called   United 
Way.   By   allocating   resources   across   community   groups   with   a   common   goal   in   mind,   they 
revolutionized   the   process   of   strategic   philanthropy.  
 
Today,   United   Way   Worldwide   remains   true   to   the   vision   created   in   1887   with   a   mission   that 
states,   “We   rise   or   fall   together.   With   your   support,   we   are   reaching   for   great   new   heights.”  1

This   backbone   organization   has   spread   throughout   the   nation   and   the   world   bringing 
community   members   and   community   partners   together   as   one   to   support   the   betterment   of 
society.      Some   communities   that   lack   strong   local   government   or   leadership   look   to   United 
Way   for   resources   to   improve   education,   achieve   financial   stability   and   obtain   basic   health 
care.   There   are   over   1,800   local   organizations   across   more   than   40   countries   and   territories 
currently   supporting   the   nonprofit.  
 
United   Way   Worldwide   is   supported   by   2.8   million   volunteers,   9.8   million   donors   and   more 
than   $4.7   billion   in   donations.   It   is   the   world's   largest   privately-funded   nonprofit   and   its 
partners   include   international   and   local   businesses,   nonprofits,   government,   civic   and 
faith-based   organizations.   It   also   relies   on   the   support   of   individual   educators,   labor   leaders, 
health   providers,   senior   citizens   and   many   others.    United   Way   Worldwide   also   partners   with 2

students   at   different   high   schools   and   universities   across   the   nation   to   promulgate   its 
mission   in   day   to   day   life.  
 
Student   United   Way,   a   subset   of   the   overall   organization   specifically   seeks   empowers   the 
next   generation   of   community   leaders.   The   student   groups   focuses   on   the   building   blocks 
for   a   good   quality   life   and   touts   the   mission,   “You   can   change   your   community   and   the   world 
through   Student   United   Way.   If   you’re   a   high   school   or   college   student,   we’ll   help   you 
organize   your   peers   to   tackle   pressing   social   problems   in   your   own   backyard.”    Students 3

1   “Our   Mission.”    United   Way   Worldwide ,   United   Way   WorldWide,   www.unitedway.org/our-impact/mission.  
2   United   Way   Establishes   National   Recovery   Fund   to   Benefit   Areas   Affected   by   Hurricane   Harvey.   (2017,   August 
30).   Retrieved   October   30,   2017,   from   http://www.lexisnexis.com.libproxy.uoregon.edu/hottopics/lnacademic/ 
3Student   United   Way.   https://www.unitedway.org/get-involved/groups/student 
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figure   out   what   their   community   needs   most   and   work   together   to   meet   those   needs.   The 
groups   create   United   Way   campaigns   that   align   with   the   mission   of   the   of   the   whole 
community’s   organization..  4

 
The   core   values   of   United   Way   include   a   commitment   to   community   success,   volunteerism, 
inclusiveness,   integrity,   accountability   and   innovation.    These   values   guide   the   actions   and 5

decisions   of   the   organization   from   the   local   to   global   chapters.  
 
Lane   County   Area  
Lane   County,   Oregon   was   established   on   January   29,   1851   and 
by   1860,   the   population   was   4,780.   The   county   was   named 
after   Joseph   Lane,   its   first   governor.    Territorial   Highway,   which 
runs   across   Lane   County,   was   once   the   path   of   the   historic 
Applegate   Trail   used   by   pioneers   as   a   southern   approach   to 
the   Willamette   Valley.      The   county   originally   spanned   east   to 6

the   Rocky   Mountains   and   south   to   the   California   border.   Today, 
Lane   County   has   been   reduced   from   its   original   size   by 
several   boundaries.    Now   it   covers   from   the   coast   of   Florence 7

to   the   Cascades.   A   portion   of   the   Umpqua   National   forest   is 
also   in   Lane   County.  
 
Lane   County   is   now   made   up   of   many   cities   such   as   Coburg,   Cottage   Grove,   Creswell, 
Dunes   City,   Eugene,   Florence,   Junction   City,   Lowell,   Oakridge,   Springfield,   Veneta   and 
Westfir.   As   of   2016,   the   largest   areas   in   the   county   by   population   were   Eugene    (166,575 
residents) ,   Springfield    (61,893   residents)    and   Cottage   Grove   ( 10,109   residents)  .   The 8

population   increased   in   2009   to   347,690   which   represents   an   increase   of   7.7   percent   since 
the   year   of   2000.  9

 
The   estimated   total   population   of   Lane   County   is   369,519.   Of   this,   28,683   are   veterans. 
During   2011-2015,   there   were   146,235   households   in   the   county   and   19   percent   of   the 
population   lived   in   poverty.      In   2015,   the   median   household   income   was   around   $47,318 10

4   About   Student   United   Way.   (n.d.).   Retrieved   November   10,   2017,   from 
https://www.unitedway.org/get-involved/groups/student/about 
5    Code   of   Ethics.   (n.d.).   Retrieved   November   8,   2017,   from 
http://s3.amazonaws.com/uww.assets/site/Code_of_Ethics_Guide2013.pdf 
6   History.   (n.d.).   Retrieved   October   30,   2017,   from 
https://lanecounty.org/government/county_departments/public_works/engineering_and_construction_servic
es/transportation_planning/territorial_highway/history/ 
7   Oregon   Secretary   of   State.   (n.d.).   Retrieved   October   30,   2017,   from 
http://sos.oregon.gov/archives/records/county/Pages/lane-history.aspx 
8    “QuickFacts.”    U.S.   Census   Bureau   QuickFacts   Selected:   Eugene   City,   Oregon ,   U.S.   Government, 
www.census.gov/quickfacts/fact/map/eugenecityoregon/PST045216#viewtop. 
9    “Lane   County   History.”    Oregon   Secretary   of   State:   Lane   County   History ,   Oregon   Secretary   of   State, 
sos.oregon.gov/archives/records/county/Pages/lane-history.aspx. 
10   QuickFacts.   (n.d.).   Retrieved   November   07,   2017,   from 
https://www.census.gov/quickfacts/fact/table/lanecountyoregon/IPE120216 
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and   the   average   male   received   $11,414   more   than   the   average   female.   However,   on 
average,   salary   wages   are   distributed   more   evenly   in   Lane   County   than   they   are   in   the   U.S 
overall.   In   addition,   University   of   Oregon   graduated   the   largest   number   of   students   in   Lane 
County   with   6,709   graduates.   In   2015,   920   more   women   than   men   graduated   from   higher 
learning   institutions   in   the   Lane   County   area. 

For   a   long   time,   Lane   County's   economy   has   been   based   on   timber   and   agriculture. 
Timber   became   important   because   Lane   County   was   on   the   edge   of   Oregon's   largest 
stand   of   timber.   Furthermore,   agriculture   was   a   successful   industry   because   of   the 
Willamette   Valley’s   fertile   soil   and   moderate   climate.   In   recent   decades,   however,   there 
has   been   a   shift   in   the   components   of   Lane   County’s   economy.   In   the   next   10   to   20   years, 
some   expect   an   even   greater   decline   in   the   timber   and   agriculture   industries   and   an 
increase   in   services,   manufacturing   of   transportation   equipment,   printing,   publishing   and 
trade.   University   of   Oregon   also   continues   to   generate   wealth   for   Lane   County   through 
constant   influxes   of   students   and   visitors.   In   addition,   Lane   County   has   access   to   the 
mountains   and   the   coast,   which   adds   tourism   to   the   county's   economy.   All   these   factors 
together   present   a   unique   cultural   and   economic   backdrop   for   United   Way   Lane   County   to 
engage   and   make   and   impact. 
 
United   Way   of   Lane   County   Background  
UWLC   has   been   working   to   improve   lives   in   Lane   County   since   1946.   The   nonprofit   once 
focused   on   being   a   central   channel   for   gathering   and   directing   funding    on   behalf   of   various 
organizations.   However,   today,   UWLC   has   implemented   a   narrower,   clearer   focus   around 
strategic   investment   and   collaboration   across   the   region   to   ensure   education,   financial 
stability,   and   health   services   to   Lane   County   residents,   particularly   young   children. 
 
UWLC   aims   to   bring   together   passion,   expertise   and   resources   for   people   in   need.   During 
2016,   United   Way   of   Lane   County   supported   56   vital   programs,   assembled   and   distributed 
30,000   dental   kits   and   gave   around   3,000   books   to   kids   through   the   UWLC   initiative, 
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Summer   Reading   Spots.   Furthermore,   the   work   of   UWLC   centers   around   developing 
strategies   that   will   generate   sustainable   change   and   address   social   issues   throughout 
Lane   County.   Aligned   with   the   mission   of   the   umbrella   organization,   UWLC   strongly 
believes   that   it   is   important   to   unite   as   a   community   to   fight   for   the   needs   of   the 
community.    11

 
To   address   education,   UWLC   implemented   the   evidence-based   Kids   in   Transition   to 
School   (KITS)   program   in   2010.    KITS   was   created   to   improve   the   early   literacy,   social   and 12

self-regulation   skills   of   Lane   County   children   entering   kindergarten.   UWLC’s   goal   for   this 
program   is   to   increase   the   number   of   children   who   enter   kindergarten   with   the   skills 
necessary   to   succeed   in   higher   education   by   2020.   Bringing   this   education   program   in 
Lane   County   will   develop   tools   and   structure   in   order   to   further   improve   the   same   program 
across   rural   and   urban   communities   not   only   in   Oregon,   but   across   the   nation.  13

 
UWLC   works   to   ensure   that   the   community   is   a   place   of   opportunity   -   not   hardship.   To 
achieve   this   standard,   the   ALICE   reports   were   created,   which   highlight   the   struggles   and 
specific   financial   needs   of   of   people   within   the   community.   ALICE   stands   for   Asset   Limited, 
Income   Constrained   and   Employed.   This   reporting   protocol   has   assisted   various   United 
Way   chapters,   Lane   County’s   included,   to   better   understand   and   reach   individuals   in   need. 
This   call-to-action   was   sent   out   for   the   first   time   by   UWLC   in   2016.   ALICE   households   are   a 
combination   of   people   that   earn   more   than   the   federal   poverty   level   but   less   than   the 
basic   cost   of   living   for   the   county.   It   reinforces   that   the   community   must   come   together   in 
new   and   different   ways   to   increase   generational   prosperity,   while   working   together   to 
ensure   that   every   community   member   is   equipped   with   resources   needed   to   create   a 
bright   future.  14

 
The   third   focus   of   UWLC   is   county-wide   healthcare.   In   2004,   UWLC   found   through   a 
Community   Needs   Assessment   that   healthcare,   affordable   medication   and   health 
insurance   were   the   top   three   needs   in   Lane   County.    This   research   was   the   first   step   to 15

creating   the   100%   Health   Community   Coalition.   The   coalition   connects   residents   to   existing 
healthcare   resources   by   working   with   Lane   County’s   leading   health   partners.   UWLC   is   also 
involved   in   an   ongoing   collaboration   with   Lane   County   Public   Health,   PeaceHealth   and 
Trillium   Community   Health   Plan   to   improve   mental,   physical,   social   and   economic   health. 
The   mission   behind   this   ongoing   collaboration   is   “Together   we   can   do   more   than   each   of 
us   can   do   alone.”  16

 

11    United   Way   of   Lane   County.   (n.d.).   Retrieved   October   30,   2017,   from   http://unitedwaylane.org/about-us/ 
12    Christenson,   Kara.   “Lane   County   KITS   Helps   Kids   Get   Ready   for   Kindergarten.”    Children's   Institute ,   Children's 
Institution,   19   Aug.   2015, 
www.childinst.org/ci-updates/the-early-link-blog/679-lane-county-kits-helps-kids-get-ready-for-kindergarten 
13   United   Way   of   Lane   County.   (n.d.).   Retrieved   October   30,   2017,   from 
https://www.nationalservice.gov/programs/social-innovation-fund/previous-competitions/2015/united-way-l
ane-county 
14   United   Way   of   Lane   County.   (n.d.).   Retrieved   November   10,   2017,   from 
http://unitedwaylane.org/what-we-do/annual-reports/alice/ 
15   “United   Way   of   Lane   County.”    Health   |   What   We   Do   |   United   Way   of   Lane   County ,   United   Way   of   Lane   County, 
unitedwaylane.org/what-we-do/health/. 
16   “Community   Health   Improvement   Plan.”    Live   Healthy   Lane ,   LiveHealthyLane, 
www.livehealthylane.org/chip.html. 
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Reputation   and   Attitudes 
United   Way   of   Lane   County   has   built   a   reputation   of   a   credible   and   established   nonprofit 
among   long-term   stakeholders.   The   problem   is   that   its   brand   and   credible   reputation   is 
only   recognizable   by   those   who   are   current   volunteers   and   donors   involved   with   the 
organization.   In   summary,   the   hard   work   that   UWLC   does   in   the   community   lacks 
awareness.   UWLC   does   benefit   from   focusing   on   donor   relationships,   but   the   years   that 
these   donors   will   be   able   to   donate   reliably   are   limited.   Continuing   to   establish   donor 
relationships   is   equally   as   important   as   maintaining   donor   relationships.   Direct   mail 
donations   from   those   65   years   or   older   is   UWLC’s   largest   source   of   donations.   In   the 
2016-2017   campaign   season   55   percent   of   donations   from   donors   aged   65   years   or   older 
was   gifted   via   direct   mail .   These   gifts   averaged   $3,455.  17

 
Furthermore,   building   relationships   with   the   younger   generation   will   not   only   prompt 
UWLC   to   improve   transparency   through   evolved   messaging,   it   will   also   establish   new 
volunteers,   new   advocates   and   emerging   donors.    Awareness   about   the   work   UWLC   does 18

and   volunteers   efforts   in   the   community   will   be   known   as   soon   as   UWLC   showcases   this 
work,   particularly   through   strategic   messaging   channels   discussed   later   in   the   plan.  
 
In   regards   to   addressing   younger   UWLC   audiences,   it   is   important   to   note   that   the 
organization   does   not   have   a   Student   United   Way   group   at   any   of   the   high   schools   or 
universities   within   Lane   County.   Creating   a   community   of   students   will   help   address 
pressing   social   problems   in   the   community.   The   credible   reputation   deserves   to   be   spread 
throughout   the   county   in   order   for   attitudes   about   UWLC   to   become   apparent   and 
widespread.   UWLC   recognizes   that   it   is   time   for   them   to   evolve   and   strategically   align   their 
work   to   emphasis   the   work   its   volunteers   do,   as   well   as   the   process   of   how   UWLC   donates 
to   various   charities.  
 
 
 
 
 
 
 
 
 
 
 
 
 

 

17   United   Way   of   Lane   County.   November   9,   2017. 
18    Lecture   on   United   Way   of   Lane   County   Background,   Oct.   20,   2017  
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B.   PEST  
 

Political 
National/International   trends 

● Transatlantic   shift   toward   far   right   voting: 
Trump   and   Brexit 

● 61%   of   Republicans   want   to   increase 
military   defense   spending   19

● Edelman   Trust   barometer   2017:   41%   trust 
in   government;   government   leaders   29% 
trust;   trust   for   NGO   dropped   10   percent 
(28   countries   surveyed)   to   53%  20

● In   2016,   71%   of   Lane   County   voted   to 
fund   measure   98   to   prevent   high   school 
dropouts  

● The   Senate   and   House   tax   plans   would 
mean   taxes   on   endowments   to 
universities 

 
Local   trends 

● Special   elections   for   Lane   County   on 
November   7,   2017   granted   Lowell   School 
district   $4   million   and   Oakridge   $6.2 
million    21

● January   23,   2018   special   elections   for 
Lane   County  

● May   15,   2018   Primary   elections   for   Lane 
County 

● Measure   101   results   determines   if 
350,000   Oregonians   will   have   health 

Economic 
National   trends 

● Nationally,   unemployment   rates   for 
high   school   and   young   college 
graduates   have   returned   to   within   one 
percentage   point   of   pre-recession 
levels   and   wages   are   continuing   to 
slowly   recover  23

● 3.4%   annual   growth   rate   in   disposable 
income   for   United   States.  24

● Proposed   GOP   tax   plan   could   cut 
charitable   tax    incentive. 

 
Local   trends 

● 59.3%   of   the   civilian   labor   force   over   16 
employed   in   Lane   County   (2011-2015)    25

● $44,103:   median   household   income   for 
Lane   County   in   2015 

● 4.6%   unemployment   rate   in   Lane 
County   during   September   2017  26

● United   States   has   a   4.9% 
unemployment   rate  27

19    Public   Uncertain,   Divided   Over   America’s   Place   in   the   World.   (may   5,   2016).    Pew   Research   Center    . 
doi:10.7554/elife.24578.022 
20    2017   Edelman   TRUST   BAROMETER   Reveals   Global   Implosion   of   Trust.   (n.d.).   Retrieved   November 
30,   2017,   from 
https://www.edelman.com/news/2017-edelman-trust-barometer-reveals-global-implosion/ 
21    November   7,   2017   Special   Election   -   Lane   County ,   Lane   County, 
lanecounty.org/cms/One.aspx?portalId=3585881&pageId=8668549. 
23   Kroeger,   T.   &   Gould,   E.   “The   Class   of   2017.”    Economic   Policy   Institute.  
24    “United   States   Demographic   Information.”    Https://Data.oecd.org/United-States.htm ,   Organization   for   Economic 
Co-Operation   and   Development,   data.oecd.org/united-states.htm.     
25      “QuickFacts.”    U.S.   Census   Bureau   QuickFacts   Selected:   Lane   County,   Oregon ,   U.S.   Census   Bureau,   2016, 
www.census.gov/quickfacts/geo/chart/lanecountyoregon/LFE041215#viewtop 
26      “Unemployment   Rate   in   Lane   County,   OR.”    FRED ,   Federal   Reserve   Bank   of   St.   Louis,   1   Nov.   2017, 
fred.stlouisfed.org/series/ORLANE9URN.   
27   “United   States   Demographic   Information.”    Https://Data.oecd.org/United-States.htm ,   Organization   for   Economic 
Co-Operation   and   Development,   data.oecd.org/united-states.htm.     
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care    22

 

Sociocultural 
National   trends 

● Emergence   of   Gen   Z   /   Millennial 
consumer   generation   +   trend   toward 
responsible   consumerism:   

○ 63   percent   of   Americans   hope 
businesses   will   drive   social 
change   in   the   absence   of 
government   regulation  28

● Need   for   organizational   transparency 
across   generations: 

○ According   to   Edelman   Global 
Trust   Barometer,   “Trust   in 
business   (52   percent)   dropped   in 
18   countries,   while   NGOs   (53 
percent)   saw   drop-offs   as   high   as 
10   points   across   21   countries”  29

● General   decline   in   trust   around 
government,   media   and   corporations  30

● Skepticism   around   nonprofit   funding: 
○ Fifty-one   percent   believe 

nonprofit   spending   should   be   10 
to   29   cents   on   the   dollar  31

● Social   trends   of   older   adults: 
○ According   to   the   National   Council 

on   Aging,   59   percent   of   older 
adults   say   young   people   are   less 
supportive   of   seniors   than   their 
generation 

○ Forty   percent   of   older   adults 
consider   attending   social   events 
as   a   top   way   to   stay   active   in   the 
community    32

○ 65   percent   of   18-   to   29-year-olds 
said   they   had   at   least   a   fair 

Technological 
National   trends 

● The   rise   of   mobile   platforms:  
○ 96   percent   of   Gen   Z   owns   a 

smartphone  36

● Social   media   amongst   Gen   Z   : 
○ 82   percent   use   social   media   to 

talk   about   issues   they   care 
about  37

● Consumers   across   ages   use   charity 
databases   and   crowdfunding   sites   to 
learn   about   nonprofits   

● According   to   the   2016   Microsoft   State 
of   Global   Customer   Service   Report,   “72 
percent   of   customers   now   expect 
agents   to   know   their   contact 
information,   product   details,   and 
service   history   as   soon   as   they   engage 
with   a   brand.”  38

● Twenty-five   percent   of   donors   follow 
nonprofits   through   email   newsletters, 
16   percent   follow   through   social   media

 39

● Rise   of   quickpay,   or   “real   time”   donation 
channels:  

○ According   to   the   Pew   Research 
Center,   20   percent   of   US   adults 
have   donated   online   and   nine 
percent   have   donated   via   texting

 40

● Approximately      31   percent   of   people   65 
and   older   in   Oregon   consider 
themselves   novices   when   it   comes   to 
adopting   new   technologies  41

● Social   media   platform   breakdown   (of 
the   86   percent   of   adults   who   actively 

22    “Yes   on   101   Eugene   Kickoff.”    Yes   on   101   Eugene   Kickoff   |   Democratic   Party   of   Lane   County,   Oregon ,   Democratic 
Party   of   Lane   County,   1   Jan.   1970,   www.dplc.org/calendar/yes-101-eugene-kickoff. 
28   Cone   Communications   .   “2017   Cone   Communications   CSR   Study.” 
29Edelman   Trust   Barometer   2017.   Edelman  
30   ibid. 
31   “ Where’d   My   Money   Go?   Americans’   Perceptions   of   the   Financial   Efficiency   of   Non-profit   Organizations.”       Grey 
Matter   Research   &   Consulting . 
32   2015   United   States   of   Aging   National   Fact   Sheet   PDF.   National   Council   on   Aging. 
https://www.ncoa.org/resources/usa15-national-fact-sheet-pdf/ 
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amount   of   confidence   in   charities 
–   54   percent   of   people   ages   65 
and   older   said   the   same   33

Local   trends 
● Lane   County   general   demographics  34

○ $47,318   median   household 
income,   median   age   39 

● Charitable   giving   trends:  
○ In   2o14   Lane   County   produced 

$293,837,220   in   donations   across 
1,172   organizations,   a   54% 
increase   since   the   previous   year  35

 

use   the   internet):  42

○ 79   percent   use   Facebook 
○ 32   percent   use   Instagram 
○ 29   percent   use   LinkedIn 
○ 24   percent   use   Twitter 

 

 
 
Political 
Results   from   the   special   election   in   November   2017   suggest   people   in   Lane   County   care 
about   funding   for   schools.   However,   many   schools   in   Lane   County   remain   out   of   date   and 
inadequate   for   conducive   learning.   Both   Lowell   and   Oakridge   secured   funding   in   the 
November   7   special   election.      On   the   national   stage,   the   republican   tax   plan,   which   may 
pass   this   month   would   tax   major   endowments   to   universities.   In   January,   voters   will   decide   if 
want   to   cut   healthcare   funding   for   low   income   Oregonians   on   Measure   101.  
 
Furthermore,   millennials   and   members   of   Gen   Z   want   be   involved   and   make   a   difference 
through   elections.   In   the   last   election,   it   is   clear   the   millennials   voted   in   favor   a   democratic 
choice   but   in   a   declining   rate.   They   often   favor   more   liberal   policies   that   support   social 
equality,   lower   taxes   and   free   education.   This   new   generation   does   not   have   much   trust   for 
government,   which   leads   to   an   increased   interest   and   support   for   nonpartisan   organizations 
such   as   companies   and   a   non-governmental   organization   (NGO). 
 

36    Medikix   
37    Cone   Communications,   “2017   Cone   Gen   Z   CSR   Study:   How   to   Speak   Z.”   2017  
http://www.conecomm.com/research-blog/2017-genz-csr-study 
38    “ Top   10   Customer   Service   Trends   for   2017.”   Customer   Think. 
http://customerthink.com/top-10-customer-service-trends-for-2017/ 
39   “Donor   Loyalty   Study:   A   Deep   Dive   into   Donor   Behaviors      and   Attitudes.”   Finn   Partners,   2016.   
40   “Real   Time   Charitable   Giving.”    Pew   Reseach   Center   -   Internet   and   Technology ,   Pew   Reseach   Center,   12   Jan.   2012, 
www.pewinternet.org/2012/01/12/real-time-charitable-giving/. 
41Simmons   OneView.   Technology   Use   of   Adults   in   Oregon.   2014 
33   “1   in   3   Americans   Lacks   Faith   in   Charities,   Chronicle   Poll   Finds.”   Chronicle   of   Philanthropy   and   Princeton   Survey 
Research   Associates   International.   2015. 
https://www.philanthropy.com/article/1-in-3-Americans-Lacks-Faith/233613 
34   Data   USA:   Lane   County   2017.   https://datausa.io/profile/geo/lane-county-or/  
35   Giving   In   Oregon   Report   2016.    The   Oregon   Community   Foundation. 
http://www.oregoncf.org/Templates/media/files/gio2016.pdf 
42Social   Media   Update   2016:   Pew   Research   Center. 
http://www.pewinternet.org/2016/11/11/social-media-update-2016/ 
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Economic  
People   in   the   United   States   have   more   disposable   income   than   they   have   since   the 
recession,   and   it   is   primarily   used   for   consumer   goods.   Gen   Z   wants   to   spend   their   money 
on   experiences   rather   than   items.   Lane   County   compared   to   the   United   States   has   a   lower 
unemployment   rate   and   UWLC   must   find   the   causes   that   younger   people   care   about. 
Rather   than   just   writing   a   check,   Gen   Z   wants   to   see   the   work   being   done   with   their   time   and 
money.   Disposable   income   in   the   United   States   has   grown   3.4   percent      in   recent   years   and 
UWLC   needs   to   continue   to   prove   why   people   should   give   money   to   its   organizations   rather 
than   personal   experiences.    43

 
Sociocultural  
Understanding   the   sociocultural   landscape   of   both   Lane   County   and   broader   U.S.   society 
will   help   UWLC   effectively   engage   with   each   segment   of   its   key   audiences.   One   primary 
social   group   targeted   in   this   plan   includes   those   on   the   cusp   of   Millennials   and   Gen   Z 
consumer   groups.   Although   this   group   will   be   broken   out   into   college   and   high   school 
students,   the   social   trends   surrounding   these   groups   can   be   discussed   to   encompass   them 
both.  
 
This   demographic   has   developed   a   reputation   for   having   an   addiction   to   screens   and   social 
media,   meaning   they   require   targeted   information   that   aligns   with   their   personal   values.   This 
group   can   also   be   described   by   their   need   for   instant   gratification,   which   translates   to   a 
need   to   see   direct   action   as   a   result   of   consumer   choices.   This   demographic   also 
demonstrates   a   demand   for   organizational   transparency;   they   expect   organizations   to 
regularly   report   on   issues   such   as   sustainability   and   community   impacts.  
 
This   emerging   generation   feels   skepticism   not   only   toward      corporations,   but   government 
establishments   and   media   at   large.   This   translates   to   a   need   for   organic   communication 
through   channels   such   as   social   media   and   clear   articulation   of   business   goals   and 
operations.   The   two   primary   channels   most   important   to   this   group   (specifically   18   to 
29-year-olds)   are   Instagram   (59   percent)   and   Facebook   (88   percent).    Beyond   social   media, 44

these   social   trends   indicate   the   importance   of   peer   thought   leaders   and   relatable   social 
influencers   to   inspire   organizational   reputation   management.   
 
The   second   target   audience   for   this   plan   encompasses   retired   adults   and   senior   citizens 
likely   to   become   involved   with   the   organization   by   donating.   This   group   may   have   less 
optimism   than   students   and   recent   college   graduates   about   the   possibility   of   change,   but 
they   see   philanthropy   and   charitable   involvement   as   an   important   aspect   of   staying 
engaged   with   the   community.   Furthermore,   while   the   focus   of   UWLC   may   lie   in   the 

43   “United   States   Disposable   Personal   Income      1959-2017.”   Trading   Economics. 
https://tradingeconomics.com/united-states/disposable-personal-income 
44Ibid.   
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development   of   vulnerable   children,   it   must   consider   the   importance   of   thanking   the   older 
members   of   the   community   that   make   that   work   possible.   
 
Both   younger   and   older   groups   in   UWLC’s   target   publics   have   an   embedded   bias   against 
measures   of   high   overhead.   This   in   conjunction   with   a   societal   expectation   for   increased 
organizational   transparency   emphasizes   the   importance   of   clear   and   consistent 
communication   about   both   internal   operations   and   resource   allocation.   
 
Technological 
Emerging   technology   remains   an   important   consideration   for   any   kind   of   organization, 
particularly   those   seeking   to   connect   with   a   younger   consumer   base.   For   example,   given 
the   ubiquity   of   smartphones   throughout   Millennials   and   Gen   Z,   mobile   platform 
optimizations   continues   to   be   a   key   factor   in   building   a   successful   online   presence   and 
distributing   information   effectively.   Furthermore,   emerging   consumers   are   growing 
accustomed   to   constant   access   to   information   and   tailored   organizational   messaging   via 
social   channels   in   particular.  45

 
Although   UWLC   must   understand   the   technological   landscape   of   this   upcoming   supporter 
generation,   it   is   still   necessary   to   take   into   account   the   behaviors   of   the   existing   donor 
demographic.   For   example,   more   Americans   across   all   age   groups   have   come   to   rely   on 
online   databases   (such   as   Charity   Navigator,   GuideStar   and   others)   to   find   information   about 
nonprofit   organizations. 
 
However,   traditional   communication   styles   such   as   newsletters   are   still   valuable,   especially 
for   adults   who   have   previously   donated.   This   is   demonstrated   by   the   fact   that   25   percent   of 
donors   follow   organizations   through   the   newsletter   channel.   However,   social   media 
continues   to   catch   up   at   just   nine   percentage   points   behind   in   the   same   study.   
  
 
 
 
 
 
 
 
 
 

45      “Top   10   Customer   Service   Trends   for   2017.”   Customer   Think. 
http://customerthink.com/top-10-customer-service-trends-for-2017/ 
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C.      SWOT  
 

Strengths 
● Experience   and   history   of   United 

Way   brings   unique   perspective   to 
community   support   strategies  

● Broad   mobilization   of   resources   for 
donors   and   volunteers 

● Strong   community   reputation   with 
existing   stakeholders  

● Staff   and   board   hold   diverse 
professional   expertise 

● Kids   in   Transition   to   School   (KITS)  
● Multiple   channels   of   giving, 

including   sponsorship,   grants, 
donations   and   planned   giving 

● New   social   media   hire 
● Current   community   healthcare 

collaborations 
● Recently   enhanced   focus   on   early 

child   education 

Weaknesses 
● Alienating   partners   and   donors  
● Historical   reputation   of   overly   broad 

focus 
● Outdated   outreach   for   volunteers   – 

dependence   on   employees   of   large 
businesses   is   no   longer   working 

● Competitive   market   for   disposable 
income 

● Outdated   organizational   technology; 
website   not   optimized   for   mobile 
devices   

● Stakeholders   uncertain   of   where   the 
donations   go  

● Company   message   is   unclear   to 
potential   stakeholders  

● Showcasing   the   work   done 
throughout   the   community 

● Connecting   the   efforts   of   donors, 
volunteers   and   advocates   and   their 
unique   roles 

Opportunities 
● Further   integration   of   efforts   across 

silos   and   sectors 
● Strengthen   existing   community 

relationships   and   develop   new 
partnerships   

● Continue   to   build   upon   the 
organization’s   longevity 

● Follow   through   with   the   more 
focused   goals   for   impact   in   Lane 
County  

● Use   social   media   outreach   to   show 
donors   the   impact   their   donations 
are   making   in   their   own 
neighborhoods 

● Engage   youth   advocates   on   social 
media   platforms   such   as   Instagram 

Threats 
● New   leadership   in   Mid-Willamette 

Valley,   recently   struggles   to   give 
promised   funding 

● Lack   of   understanding   the   United 
Way   mission  

● Potential   loss   of   government   funding 
that   supports   KITS  

● Board   of   Directors   who   are   not/ 
have   never   been   associated   with 
services   UWLC   offers  

● Gen   Z’s   hesitance   with   government 
initiatives   and   perceived   “indirect” 
action 
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● Website   redesign   to   improve 
audience   education   

 

 
SWOT   Overview 
United   Way   of   Lane   County   has   traditionally   found   success   in   targeting   older   generations 
and   corporate   partners   to   gather   donations   to   increase   the   wellbeing   of   Lane   County.   Since 
then,   a   large   umbrella   focus   on   well-being   has   become   a   weakness   for   UWLC.   Moving 
forward   with   a   more   narrow   focus   opens   up   opportunities   for   UWLC   to   make   a   greater 
impact   on   the   younger   generation   and   build   a   stronger   foundation   within   its   future   and 
current   network   of   donors.   With   the   growing   threat   that   education   could   not   receive   priority 
funding   with   the   current   presidential   administration,   it   will   be   even   more   important   that 
strong   relationships   are   built   between   donors,   volunteers   and   UWLC   to   maintain   a   strong 
donation   network   that   the   county   can   depend   on.  
 
Through   this   analysis   there   is   also   a   clear   opportunity   to   engage   with   students,   who   value 
their   social   networks   and   believe   in   their   ability   to   incite   change   that   starts   on   a   local   scale. 
UWLC   can   leverage   its   talented   internal   staff   to   tell   individualized   stories   about   the 
organization   that   ultimately   foster,   transparency,   trust   and   a   stronger   social   network.  
  

D.   Communication   Audit   Overview 
 
United   Way   of   Lane   County   demonstrates   a   developed   communications   presence   across 
multiple   social   media   platforms,   its   official   website   and   various   other   channels.   The 
organization   posts   and   updates   fairly   often   so   its   audience   is   constantly   receiving   new 
information   without   being   too   overwhelmed.  
 
There   is   a   large   overlap   in   the   content   posted   to   its   social   media   accounts,   which   is   to   be 
expected   due   to   its   range   of   target   audiences.   All   platforms   have   a   mix   of   pictures,   videos 
and   text.   Youtube   appears   to   be   a   source   that   features   videos   used   on   other   social   media 
platforms.   The   social   media   account   with   the   most   followers,   likes   and   the   largest   amount   of 
engagement   is   Facebook.   Though   the   posts   on   Facebook   are   spread   out   with   about   14   posts 
in   the   month   of   October,   the   community’s   engagement   is   more   present   with   likes   and 
shares.  
 
Twitter   is   the   organization’s   most   active   platform   with   63   posts   in   October.   Though   the 
Twitter   page   has   almost   a   thousand   followers,   the   engagement   is   very   low   -   some   posts   not 
having   any   likes   or   shares.  
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Instagram   appears   to   be   the   platform   that   is   growing   the   most   for   UWLC.   The   account 
began   with   very   few   posts   and   likes,   but   recently   the   posts   have   received   more   likes   and 
comments   even   though   the   follower   base   is   low   in   comparison   to   its   other   platforms.   
 
The   website   is   the   most   prominent   form   of   communication   and   source   of   information   for 
UWLC.   There   are   multiple   tabs   that   lead   to   various   pages   that   have   information   about   who 
the   organization   is,   how   to   donate,   how   to   volunteer,   and   general   news   about   the 
organization.   Even   though   the   site   is   very   informational,   it   appears   outdated   with   a   highly 
“bureaucratic”   format   that   is   not   easy   to   engage   with   or   navigate.   Compared   to   other   United 
Way   chapter   websites,   the   format   is   complicated   and   visually   unappealing.   The   multiple 
tabs   on   the   sidebar   are   too   informative   and   complicates   navigating   the   overall   content   on 
the   website.   Some   content   seems   to   be   unrelated   and   oddly   placed   on   the   website   (i.e. 
“Corporate   Social   Responsibility”   alongside   “Give,”   “Advocate”   and   “Volunteer”).  
 
Another   source   of   communication   for   UWLC   includes   news   media   coverage.   Although 
UWLC   does   not   have   a   very   prominent   presence   in   the   press,   it   is   important   to   consider   the 
way   the   organization   is   generally   framed.   Based   on   coverage   from   the   past   six   months, 
UWLC   has   primarily   received   mentions   as   part   of   list   of   other   nonprofit   organizations   and 
has   not   been   called   out   for   its   unique   accomplishments.   The   ALICE   report   for   Lane   County 
comes   up   a   few   times   in   the   news,   reinforcing   the   value   of   data-backed   organizational 
information.   
 
One   of   UWLC’s   largest   donation   pools   comes   through   the   organization’s   Annual   Workplace 
Campaign   that   links   employees   of   various   companies   in   Lane   County   with   UWLC. 
Employees   can   donate   part   of   their   paycheck   to   the   organization   every   month.   In   order   to 
communicate   the   opportunity   to   donate,   UWLC   has   posters   that   companies   can   put   up 
around   the   office   to   encourage   people   to   give   back. 
 
UWLC   also   has   10   different   newsletters   that   are   emailed   out   to   those   that   sign   up   for   them 
via   its   website.   September’s   newsletter   included   information   about   what   occurred   that 
month   in   a   long   document   that   required   the   user   to   zoom   in   and   scroll   through.   Overall,   the 
newsletter   appeared   very   informational   without   overwhelming   the   reader   with   too   much 
text.   The   visuals   included   for   each   update   broke   apart   the   text   and   made   the   article   easier   to 
read   and   navigate.   However,   the   structure   of   the   document   is   still   not   optimally   user   friendly 
which   could   cause   the   reader   to   stop   before   reaching   the   end   of   the   document.   A   wider 
layout   with   distinctive   headers   and   visuals   could   potentially   work   better   in   getting 
information   across   to   the   audiences   that   UWLC   is   trying   to   reach   with   the   email   newsletter.  
 
UWLC   also   sends   direct   mail   to   donors   and   lapsed   donors   (people   that   have   given   in   the 
past,   but   have   stopped   giving)   to   solicit   donations.   UWLC   has   recently   redone   its   direct 
mailers   to   be   more   visually   appealing.   The   past   direct   mail   pieces   were   very   simple   with   a 
main   letter   explaining   the   need   for   donations   and   then   a   detachable   piece   to   include   in   the 
donation   submission.   The   new   mail   piece   is   visually   dynamic   with   more   photos   and   some 
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updates   about   current   events   for   UWLC,   while   still   getting   the   message   across   about   the 
importance   of   donations.  

 
Social   Media 
 
Twitter 

● Frequent   engagement   with   other 
community   organizations 

● Effective   use   of   visual   content 
such   as   personalized   videos  

● Employs   a   few   consistent 
hashtags   such   as   #WhyWeExpo 
and   #LiveUnited,   which   connects 
the   platform   to   the   global   brand  

● Uses   links   to   connect   other 
platforms,   news   articles,   and   website   information  

 
 
 
 
Facebook  

● The   posts   feature   many   photos   and   videos   of   showcasing 
events   and   individuals   involved   in   the   community 

● Shares   content   that   comes   from   the   global   brand’s   platform  
● Allows   for   communication   with   followers   through   comment 

options 
● Six   reviews,   4.8   star   average 

 
Instagram 

● Frequently   uses   #LaneCountyCares 
● Beginning   to   strike   a   better   balance   between 

informative   posts   and   implicit   brand-building 
● Because   Instagram   is   very   visually   driven,   the 

pictures   have   to   be   engaging   and   have   short 
descriptions   that   will   hopefully   direct 
the   viewer   to   more   content   on   other 
platforms 

● The   photo   at   the   right   has   the   most 
likes   of   any   photo   on   the   account   to 
date 

● This   platform   has   recently   moved 
toward   more   human-centric   content,   a 
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shift   that   has   inspired   more   engagement  
 
YouTube 

● First   Video   was   published   on   Sep   10,   2008 
● Most   recent   video   was   published   on 

Sep   14,   2017 
● Mix   between   campaign   videos   and 

general   project-focused   videos 
● This   platform   is   less   known   as   a   “go   to 

to   get   information”   platform,   but   more 
as   the   place   that   holds   all   the   videos 
that   the   organization   uses   in   different 
posts  

 
LinkedIn 

● The   main   profile   information   “About 
Us”      is   informative   and   to   the   point  

● The   main   visual   is   the   organization’s 
logo   which   presents   the   company’s 
branding   image   front   and   foremost 

● The   last   post   was   a   couple   months   ago   and   before   that   there   appears   to   have   been 
more   frequent   posts  

● The   profile   is   linked   to   current   and   past   employees   as   well   as   links   to   job 
openings/postings  

 
 

Platform  Number   of 
Followers/Likes 

Number   of   posts   in 
the   month   of 

October 

Average   post   rate 

Twitter  46 918   Followers 
630   Likes 

63   original   Tweets 
and   Retweets 

Approximately   once   a   day 

Facebook  47 1,143   Followers 
1,193   Likes 

14   original   posts  Every   few   days   (between   1-4 
day   gaps) 

Instagram  48 156   Followers  3   original   posts  Very   infrequent 

Youtube  49 8   Subscribers  No   posts   in   the 
month   of   October  

Very   sporadic  

46   United   Way   of   Lane   County.   Twitter   home.    https://twitter.com/UnitedWayLane  
47   United   Way   of   Lane   County.   Facebook   home.    https://www.facebook.com/UnitedWayLane/  
48United   Way   of   Lane   County.   Instagram   home.       https://www.instagram.com/unitedwaylane/?hl=en  
49United   Way   of   Lane   County.   Youtube   home.    https://www.youtube.com/channel/UCv1uviUIaqAx7kNXMvaYMiQ  

 

https://twitter.com/UnitedWayLane
https://www.facebook.com/UnitedWayLane/
https://www.instagram.com/unitedwaylane/?hl=en
https://www.youtube.com/channel/UCv1uviUIaqAx7kNXMvaYMiQ
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LinkedIn  50 201   Followers  No   posts   in   the 
month   of   October 
(Last   post   was   4 
months   before) 

Rarely 

 
Website 
Some   observations   and   suggestions   we   have   for   the   redesign   of   the   UWLC   website 
include   the   following:  
● The   website,   although   very   informative,   is   plain   and   features   outdated   design   and 

font.   This   may   make   it   difficult   to   draw   in   and   retain   attention   of   student   audiences.   
● The   tone   is   highly   “bureaucratic,”   and   features   a   format   that   is   not   easy   to   engage   or 

navigate. 
● Main   tabs:   About   Us,   What   We   Do,   Get   Involved,   News   &   Events,   Find   Help 

○ Within   these   tabs   there   are   more   tabs   which   makes   the   side-bars   very 
information   heavy   and   hard   to   navigate. 

 
Press   Coverage 
In   the   past   six   months,   Lane   County   has   received      generally   neutral   to   positive   mentions   in   the 
news   media.      In   two   primary   articles,   UWLC   is   mentioned   briefly   for   its   presence   as   a 
community   support   resource,   but   they   do   not   explain   in   depth   the   organization’s   specific   role.   

● Register   Guard,   Nov.   4,   2017:   “Cultivating   a   tech-savvy   workforce 
Lane   County’s   tech   companies   collaborate   with   schools   to   give   students   digital   job 
skills” 

Connected   Lane   County...includes   Lane   County’s   16   school   districts,   Lane 
Educational   Service   District,   Lane   Community   College,   University   of   Oregon, 
Technology   Association   of   Oregon,   Lane   Workforce   Partnership,    United   Way 
and   others. 
 

● Register   Guard,   Oct.   29,   2017:   “Secure   housing   for   working   poor 
Cornerstone   quietly   adds   to   local   stock   of   affordable   apartments” 

Little   wonder   that,   according   to    United   Way   of   Lane   County ’s   2013   ALICE 
report,   43   percent   of   local   households   struggle   to   meet   their   expenses.” 

 
Although   not   explicated   in   this   plan,   increased   media   relations   centered   around   the   updated 
in   the   organization   (narrowed   impact   focus,   new   social   media   hire,   or   donor   profiles),   may   be 
be   a   helpful   avenue   to   increase   general   organization   transparency.  

 
 
 
 

50   United   Way   of   Lane   County.   LinkedIn   home.    https://www.linkedin.com/company/109575/   

 

https://www.linkedin.com/company/109575/
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Newsletter 

 
The   general   newsletter   that   is   sent   out   on   a   monthly   basis   has   general   information   about   the 
highlights   of   what   happened   with   UWLC   that   month.   It   also   compiles   “Save   the   Date” 
information   about   upcoming   events.  

● Overall,   the   newsletter   appears   to   be   very   informational   without   being   too 
overwhelming   with   text 

● The   structure   is   a   single   long   document   that   requires   zooming   in   and   scrolling  
● There   are   visuals   included   with   each   element   of   news   which   breaks   apart   the   text  

 
Direct   Mail   Pieces 
United   Way   of   Lane   County   sends   out   traditional   mailing   pieces   to   donors   and   lapsed   donors 
to   elicit   donations.  

● The   direct   mail   piece   has   recently   been   re-done   to   be   more   visually   appealing   and 
interactive 

● The   document   has   a   detachable   piece   that   is   removed   to   be   put   in   with   the   donation 
sent   via   the   mail 

● The   letter   is   persuasive   in   nature,   but   still   friendly   and   interactive 
● The   pieces   are   mailed   out   yearly  

 
Workplace   Campaign 
United   Way   of   Lane   County’s   workplace   campaign   really   emphasizes   the   importance   of 
giving   back   to   the   community   in   a   meaningful   and   comfortable   way. 
Organizations   can   get   involved   in   a   couple   ways. 

● Corporate   Pledge 
○ The   company   as   a   whole 

pledges   an   amount   on   behalf   of 
the   whole   company. 

● Employee   Campaign 
○ Get   donations   directly   from 

employees   whether   that   be   one 
drive   or   a   portion   of   each 
paycheck   donated.  

● Committee   Volunteering 
○ Getting   involved   with   the 

committees   that   help   direct 
UWLC   in   decision   making   tasks.  
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United   Way   provides   various   posters   for   organizations   to   put   up   to   encourage   giving   to 
UWLC. 
 
 

Events  
Day   of   Caring  

● The   Day   of   Caring   event   is   always   a   great   way   to   get   new   volunteers   and   grow   the 
United   Way   volunteer   and   donor   base.  

● In   2017,   the   volunteer   based   event   had   44   participating   companies,   43   nonprofits 
assisted,   6   cities   served,   959   volunteers,   3,387   total   hours,   with   the   total   monetary 
value   of   $81,762. 

Community   Leaders   Breakfast 
● Held   in   September   to   kick-off   to   the   campaign   season  
● Typically   at   the   Valley   River   Inn  
● 300   attendees 
● Purpose   is   to   chat   about   community   needs,   what   UWLC   is   doing   and   how   their 

supporting   the   campaign   is   crucial. 
Community   Celebration 

● Held   in   March   to   wrap   up   the   end   of   the   campaign 
● Awards   are   presented   (i.e.   workplace   campaign   awards,   Alton   F.   Baker   Award) 

 
Recap   of   Communication   Suggestions 
Taking   into   account   the   observations   above,   we   have   compiled   some   general   takeaways 
regarding   existing   UWLC   channels:  

● Increase   frequency   of   posting   across   all   channels,   specifically   Facebook,   Instagram 
and   LinkedIn   and   continue   with   individual   narrative   style   posts  

● Redesign   website   with   streamlined   navigation   tabs   and   optimize   for   mobile   platforms 
--   this   platform   should   clearly   emphasize   the   calls   to   action   for   stakeholders 

● Restructure   newsletters   to   be   more   interactive,   simple   and   visually   appealing 
● Workshop   brand   voice   to   foster   dialogue   and   engagement   with   followers   and 

increase   digital   interaction   with   other   community   nonprofits  
● Consider   pitching   media   with   stories   that   highlight   stories   and   efforts   unique   to   the 

current   work   of   UWLC 
 

II.   Opportunity   Statement 
 
United   Way   of   Lane   County   lacks   clear   communication   regarding   the   organization’s   mission 
and   vision   with   the   county’s   high   school   students,   college   students   and   senior   citizens. 
Through   this   plan,   UWLC   will   be   able   to   articulate   its   efforts,   needs   and   opportunities   to 
support   the   wellbeing   of   Lane   County   via   the   channels   that   resonate   with   key   stakeholders.  
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III.   Profile   of   Key   Publics 
 
UO   College   students 
The   University   of   Oregon,   founded   in   1876,   is   295   acres   located   in   South   Eugene.    During 51

the   fall   term   of   2016   there   were   23,634   students   enrolled   at   the   UO.    Each   September,   a 52

group   of   eager   freshmen   come   to   the   university   searching   for   new   opportunities   and   a   way 
to   get   involved   in   their   new   community.   As   the   year   progresses,   these   eager   students 
continue   to   seek   opportunities   to   become   leaders,   explore   budding   professional   interests 
and   build   experiences   for   their   résumés.   The   opportunity   to   find   volunteers   on   just   these   295 
acres   should   not   be   overlooked.   Even   students   who   are   living   on   campus   or   do   not   have 
access   to   a   car   in   Eugene   have   free   access   to   all   the   Eugene   public   transportation   through 
the   university,   so   they   may   attend   volunteer   opportunities   throughout   the   county. 
 
The   University   of   Oregon   attracts   students   from   all   over   the   globe,   many   of   who   go   on   to 
major   in   areas   of   study   that   require   service-learning   or   internship   experiences.   UWLC   has   a 
unique   opportunity   with   the   University   of   Oregon   located   in   the   largest   city   of   Lane   County 
to   attract   a   wide-range   of   college   students   with   diverse   interests   and   skillsets.   College 
students   may   not   be   able   to   provide   significant   monetary   donations   right   away,   but   the 
relationship   that   the   organization   builds   with   these   students   is   one   that   will   stay   with   them 
for   a   lifetime.   In   turn,   once   these   students   who   volunteered   with   UWLC   become   established 
in   their   careers,   their   donation   to   the   nonprofit   is   more   likely.   University   of   Oregon   students 
can   be   the   volunteer   portion   of   United   Way’s   slogan   -   “Give.   Advocate.   Volunteer.”  
 
Persona:  
Josh   is   a   sophomore   at   the   University   of   Oregon   who   is 
involved   in   greek   life.   He   is   in   the   process   of   obtaining   a 
Bachelor   of   Science   degree   with   a   double   major   in 
business   and   sports   business.   Josh   lives   off-campus   in 
an   apartment   that   he   shares   with   three   other   students. 
Josh   uses   Instagram,   Snapchat   and   Twitter   all   the   time 
and   considers   himself   tech   savvy.   Josh   loves   attending 
University   of   Oregon   athletic   events.   During   his   free   time, 
Josh   enjoys   hanging   out   with   his   friends   and   playing 
basketball   at   the   student   recreation   center.   Currently, 
Josh   works   part-time   at   the   UO   housing   department   and   makes   less   than   $1,000   a   month. 
Josh   is   a   dedicated   member   of   greek   life   and   participates   in   panhellenic   events   as   much   as 
he   can.   During   each   term   of   college,   as   a   member   of   greek   life,   Josh   is   required   to   complete 
five   hours   of   community   service;   however,   he   never   knows   what   to   do   and   looks   to   what   his 
fraternity   brothers   are   doing   for   inspiration.   Even   though   Josh   is   not   able   to   make   a   large   or 

51   “The   UO   and   Oregon-Together   Forever.”    University   of   Oregon ,   15   Mar.   2017,   uoregon.edu/our-history. 
52“Facts-At-A-Glance.”    The   Office   of   the   Registrar ,   University   of   Oregon, 
registrar.uoregon.edu/sites/registrar1.uoregon.edu/files/uo-facts-at-a-glance-201601-fall-2016_0.pdfs. 
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even   small   donation   right   away   he   sees   the   value   in   making   friends   and   connections   with   an 
organization   that   will   stay   with   him   even   after   graduating.  
 
Eugene   area   high   school   students 
With   16   school   districts   in   Lane   County,    United   Way   of   Lane   County   should   reach   out   to 53

high   schools   as   a   way   to   gain   more   volunteers,   as   well   as   to   teach   high-school-aged 
students   how   they   can   be   advocates   for   their   classmates   and   their   community.   The   Bethel 
School   District,   the   Eugene   School   District   4J,   and   the   Springfield   School   District   are   the 
largest   districts   in   the   county.   In   the   Eugene   school   district   alone   there   are   four   high   schools 
and   a   couple   alternative   programs.    Each   year   there   is   an   average   of   1,625   high   school 54

students   enrolled   in   the   Bethel   School   District,    5,264   high   school   students   enrolled   in   the 55

Eugene   School   District   4J,    and   2,854   high   school   students   enrolled   in   the   Springfield 56

School   District.  57

 
These   districts   also   have   the   infrastructure   to   support   a   community   nonprofit   partnership. 
The   students   in   these   districts   are   among   those   that   not   only   receive   support   from   UWLC, 
but   are   friends   of   those   who   receive   support   from   UWLC   as   well.   If   offered   the   opportunity, 
they   would   also   be   likely   to   volunteer   given   these   important   existing   connections. 
Furthermore,   students   who   plan   on   receiving   an   honors   diploma   in   the   Bethel   School 
District   (Willamette   High   School   specifically)   are   required   to   complete   150   community 
service   hours   over   a   four-year   period. .   With   these   kinds   of   graduation   requirements   in 58

place,   these   high   school   students   may   start   volunteering   because   it   is   a   “requirement,”   but 
that   is   UWLC’s   chance   to   demonstrate   the   importance   and   the   rewards   of   community 
involvement   Refining   UWLC’s   partnerships   and   outreach   with   the   county’s   emerging   young 
adults   through   their   high   schools   has   the   potential   to   yield   lasting   organizational   support. 
UWLC   has   gone   through   a   clarification   of   its   mission   and   the   work   it   does   in   the   community, 
and   now   it   is   time   to   establish   this   new   focus   with   new   community   partners. 
 
Also,   growing   up   in   a   generation   where   social   media   is   the   main   form   of   communication, 
high   school   students   are   already   actively   participating   on   platforms   where   all   their   content 
can   be   viewed   by   friends   and   classmates.   The   Center   for   Generational   Kinetics   reports   that 
in   2015,   42   percent   of   Generation   Z   (students   currently   in   high   school)   say   social   media   has   a 
direct   impact   on   how   they   feel   about   themselves.    An   audience   who   will   post   their 59

experiences   on   social   media   is   a   valuable   advertisement   tool   to   get   the   word   out   about   an 
organization.   Positive   experiences   as   a   volunteer   and   advocate   will   encourage   these   young 

53Lane   County   School   Districts ,   lesd.k12.or.us/about/districts.html.  
54   “About   Our   District.”    Eugene   School   District ,   www.4j.lane.edu/communications/about/.  
55    “About   Us.”    District   Office ,   www.bethel.k12.or.us/district/aboutus-2/. 
56    “Our   Schools.”    Eugene   School   District ,   www.4j.lane.edu/schools/ 
57    High   Schools   /   Overview ,   www.springfield.k12.or.us/Page/104. 
58   “Willamette   High   School   Handbook.”    Willamette   High   School   Handbook ,   pp.   15–17., 
www.bethel.k12.or.us/willamette/files/2012/10/Handbook-2012-2013-Draft-8-29.pdf. 
59    “Gen   Z   Social   Media   Usage   and   Trends   Infographic.”    The   Center   of   Generational   Kinetics ,   The   Center 
for   Generational   Kinetics,   Oct.   2015,   www.GenHQ.com.  
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adults   to   become   future   donors.   Lastly,   UWLC   needs   these   new   volunteers   to   feel   needed, 
important,   and   supported   in   order   to   make   a   good,   lasting   impression.  60

 
Persona:  
Meet   Bethany.   She   is   a   17-year-old      junior   at   Willamette   High 
School   in   the   Bethel   School   District,   where   she   will   graduate   with 
an   honors   diploma.   She   loves   sharing   her   adventures   on   social 
media   and   engaging   her   peers   in   activities   through   her   position 
as   treasurer   in   student   government.  
 
Bethany   lives   in   the   Santa   Clara   district   of   Eugene   and   can   see 
the   work   that   UWLC   is   doing   in   her   community.   Bethany   finds   a 
lot   of   support   from   her   peers   and   other   leaders   within   her   high 
school,   as   the   adults   in   her   life   are   often   busy   with   work   and 
taking   care   of   her   younger   siblings.   Hardworking,   committed,   and 
dedicated   to   making   a   difference   in   the   lives   of   others   is   how 
friends   would   describe   Bethany.   She   loves   helping   others,   but 
sometimes   needs   help   figuring   out   how   to   balance   her 
extracurriculars   and   engage   in   meaningful   work   that   doesn’t   lead 
to   emotional   burn-out.   She   knows   that   building   relationships   and   getting   hands-on 
experience   now   will   also   help   her   potentially   find   scholarships   to   attend   college   in   the   next 
few   years.  
 
Senior   Citizens   in   Lane   County 
During   the   rebranding   process   United   Way   of   Lane   County   is   undergoing,   the   organization 
cannot   forget   about   the   people   who   are   able   to   donate   right   now.   Senior   citizens   in   the 
community   are   already   contributing   to   a   large   portion   of   UWLC’s   profits.   The   people   who 
attend   SilverSneaker   events   at   their   local   gym,   can’t   turn   down   Girl   Scout   Cookies   in   front   of 
Safeway,   and   are   looking   for   charities   to   donate   their   savings   too   are   the   people   UWLC 
should   be   targeting.   This   group   may   not   have   disposable   income   like   they   once   had   at   the 
peak   of   their   career,   but   they   do   have   a   savings   account   and   a   desire   to   make   an   impact 
with   the   assets   they   have   worked   hard   to   earn.   The   residents   of   Lane   County   who   are   retired 
and   over   the   age   of   65   should   be   sent   brochures   in   the   mail   and   an   appeal   letter   that   shows 
them   the   impact   their   donations   make.  
 
Although   Lane   County   is   not   thought   of   as   a   retirement   community,   it   is   a   place   that   many 
people   find   themselves   never   leaving.   For   example,   the   zip   code   97408   is   made   up   of   24 
percent   people   65   years   or   older.    This   zip   code   is   considered   the   Coburg   area   of   Eugene. 61

60   Gidron,   B.   “Volunteering   and   Its   Rewards.”   Journal   of   Social   Security,1977,   14–15,   51–63. 
 
61   “Zip   Code   97408.”    Claritas   MyBestSegments , 
segmentationsolutions.nielsen.com/mybestsegments/Default.jsp?ID=20&pageName=ZIP%2BCode%2BLookup&
menuOption=ziplookup. 
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The   top   three   common   segments,   as   determined   by   the   Nielsen’s   Segmentation   Solutions 
are:   Cruisin’   to   Retirement,   Empty   Nesters,   and   Middleburg   Managers   (upscale   middle   age 
family   mix).    Because   of   this,   UWLC   should   target   this   area   for   donors   in   the   immediate 62

future.   According   t0   Edge   Research,   36   percent   of   baby   boomers   who   donated   to 
non-profits,   donated   to   local   social   services .   Also,   22   percent   of   baby   boomers   who 63

donated   gave   their   money   to   causes   that   supported   children.    This   is   not   unfamiliar   territory 64

for   UWLC   as   the   nonprofit   has   worked   with   this   age 
demographic   in   the   past   and   has   a   handful   of 
significant   donors   within   this   demographic,   but   there   is 
room   for   continued   outreach   to   ensure   current 
financial   security. 
 
Persona:  
Ethel   is   a   70-year-old   widowed   woman   living   in   a   two 
bedroom,   two   bath   house   that   she   owns   in   northern 
Eugene   (Coburg   area).   She   is   a   retired   professor   that 
taught   English   at   the   University   of   Oregon   for   25   years. 
She   believes   in   getting   children   the   education   they 
need   to   succeed   in   life.   She   also   highly   values   the 
connection   between   the   generations   because   it’s   what 
she   believes   will   make   the   nation   stronger.  
 
Ethel’s   husband   passed   away   three   years   ago   so   she   spends   majority   of   her   time   alone 
reading   and   crocheting,   except   when   she   is   volunteering   or   hanging   out   with   her   friends. 
Ethel   has   two   daughters   and   three   grandchildren.   Ethel   enjoys   spending   time   with   her   family 
and   especially   her   grandchildren.   She   has   taught   them   many   things   about   reading   and 
writing.  
 
She   plans   to   use   her   late   husband’s   retirement   money   for   her   grandchildren’s   college   funds 
which   is   currently   in   an   account   building   interest.   Ethel   spends   most   of   her   other   free   time 
volunteering   at   the   local   library   where   she   reads   to   children   and   attending   some   senior 
events   at   the   Coburg   Community   Centre;   her   favorite   activity   is   Tai   Chi.   She   also   takes   an 
annual   cruise   to   Alaska   with   two   friends   in   the   June   or   July.   Ethel’s   connection   with   United 
Way   of   Lane   County   started   when   she   was   a   PhD   student   at   the   University   of   Oregon   and 
began   volunteering.   She   has   consistently   given   fifty   dollars   to   UWLC   every   year   around   tax 
return   season   since   1985.   She   would   be   interested   in   attending   and   even   helping   to   organize 
more   community   events   and   has   a   strong   network   of   friend   who   could   help   her   do   so.  

62   “Zip   Code   97408.”    Claritas   MyBestSegments , 
segmentationsolutions.nielsen.com/mybestsegments/Default.jsp?ID=20&pageName=ZIP%2BCode%2BLookup&
menuOption=ziplookup. 
63O'Neil,   Julie.   “The   Link   between   Strong   Public   Relations   and   Donor   Support.”    Public   Relations   Review ,   vol.   33,   no. 
1,   30   Jan.   2007,   pp.   99–102.,   http://www.sciencedirect.com/science/article/pii/S0363811106001639. 
64    O'Neil,   Julie.   “The   Link   between   Strong   Public   Relations   and   Donor   Support.”    Public   Relations   Review ,   vol.   33,   no. 
1,   30   Jan.   2007,   pp.   99–102.,   http://www.sciencedirect.com/science/article/pii/S0363811106001639. 
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IV.   Goal   Statement  
 
For   United   Way   of   Lane   county   to   have     established   a   flexible   donor   and   volunteer   base   to 
effect   sustainable,   intergenerational   change   across   Lane   County.   
 
 

V.   Objectives   Overview 
 
Objective   for   UO   College   Students:       To   have   an   effect   on   the   volunteer   action   of   UO 
college   students,   specifically   to   generate   25   volunteers   at   the   University   of   Oregon   that 
contribute   three   or   more   hours   per   term.  
 

● Strategy   1:    In   order   to   achieve   this   objective,   we   recommend   creating   a   Student 
United   Way   chapter   at   University   of   Oregon   to   serve   UWLC. 

  
○ Tactic   1:       Create   a   UWLC   student   ambassador   role   on   the   University   of 

Oregon   campus   to   increase   awareness.   Recruit   2-3   student   leaders   to   help 
launch   the   Student   United   Way   chapter.   Have   the   student   ambassador   go   to 
each   fraternity   and   sorority   house   to   announce   specific   volunteer 
opportunities.   Greek   members   need   a   certain   amount   of   community   service 
hours   each   school   term,   so   this   is   an   effective   method   for   reaching   this 
specific   audience.  

○ Tactic   2:    Tabling   events   near   the   Erb   Memorial   Union   and   Lillis   Business 
Complex.   This   exposure   on   campus   will   allow   students   to   ask   what   UWLC   is, 
what   they   do   and   how   they   can   get   involved. 

■ Sub-Tactic   1:    If   students   are   interested   in   getting   involved,   they   can 
sign-up   to   become   a   club   member   and   participate   in   one   of   the 
student   events   to   earn   a   LIVE   UNITED   shirt.   

○ Tactic   3:    Have   speakers   from   the   UWLC   local   chapter   and   from   funded 
programs   come   in   and   talk   to   the   club   about   how   students   can   make   a 
difference   in   the   community.   Speakers   could   also   discuss   possible   jobs   after 
college   in   different   non-profit   sectors.  

 
Objective   1   for   Eugene   High   School   Students:    To   establish   and   communicate   the   mission 
of   UWLC   as   it   relates   to   high   school   students;   specifically   to   increase   awareness   of 
advocacy   opportunities   by   250   students   by   June   2019.  
 

● Strategy   1:    Elevate   brand   awareness   and   brand   affinity   by   connecting   issues   of   high 
schoolers   to   the   available   services   of   UWLC. 

○ Tactic   1:    Have   UWLC   college   volunteers   attend   high   school   assemblies   at   the 
start   of   the   2018-2019   school   year   across   Lane   County   to   establish   a   high 
school   ambassador   program.   Ambassador   programs   should   specifically   be 
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targeted   in   South   Eugene,   Willamette   and   Sheldon   High   School   because 
these   are   the   largest   schools   in   the   county.   The   visiting   ambassadors   will 
provide   a   brief   overview   of   the   services   UWLC   offers,   showcase   the   work   the 
volunteers   do   around   the   county   through   a   brief   video,   and   display   the   effects 
of   its   work   in   both   statistics   of   youth   empowerment   and   personal   testimonies 
of   community   members.   At   the   assemblies,   college   student   volunteers 
should   share   positive   personal   stories   that   they   have   experienced   through 
volunteering   with   UWLC   and   begin   to   build   partnerships   with   emerging   high 
school   leaders. 
 
Efforts   to   support   an   ambassador   program   should   be   continued   throughout 
the   school   year.   The   program   should   make   another   appearance   in   an 
all-school   assembly   aligning   the   presentation   with   a   prominent   holiday   such 
as   Thanksgiving   2018.   This   timing   prompts   discussion   around   giving   back   to 
the   community.   Currently,   most   high   schools   do   participate   in   food   boxes 
through   local   food   banks,   so   the   UWLC   ambassador   program   should   put 
together   a   volunteer   day   where   high   school   students   have   the   chance   to 
either   help   deliver   the   completed   food   boxes   or   rake   leaves   for   the   elderly   in 
the   neighborhoods   surrounding   the   high   school. 

 
● Strategy   2:    Position   UWLC   as   a   friendly,   accessible   resource   for   extracurricular 

activities   necessary   to   achieve   graduation   requirements   and   build   résumé 
experience.  

○ Tactic   1:    Develop   a   social   media   campaign   on   Instagram   featuring   high   school 
students   engaged   in   community   activism.   Participants   will   be   encouraged   to 
tag   their   photos   with   #LiveUnited   and   #TeamLaneCounty.   Ask   college 
ambassadors   and   the   high   school   leaders   they   have   partnered   with   to   begin 
posting   and   feature   posts   in   school   materials   such   as   email   newsletters.  

 
Furthermore,   position   the   campaign,   and   the   process   of   developing   a 
personal   brand   within   the   digital   landscape,   as   analogous   to   workshopping 
résumés.   This   messaging   could   appear   in   after   school   college-prep 
presentations   such   as   South   Eugene’s      “Evening   Presentations   about   College 
and   Career   Planning,”   which   occur   throughout   the   school   year. 

 
○ Tactic   2:    Set   up   a   fundraising   competition   between   existing   school   clubs   and 

sports   teams   to   generate   engagement   and   friendly   competition.   During   this 
competition,   school   clubs   and   sports   teams   will   compete   within   the   high 
school   in   a   Penny   Drive.   This   idea   will   be   announced   in   a   school-wide 
assembly,   but   UWLC   volunteers   will   also   approach   student   group   leaders 
directly   to   educate   them   on   the   activity.   Each   club   and   sports   team   involved 
will   have   a   designated   change   jar   placed   in   the   school’s   office   or   on   a   hallway 
display   where   members   can   actively   contribute   any   spare   change   for   a 
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month.   The   club   or   sports   team   with   the   most   change   collected   in   the   jar   at 
the   end   of   the   month   wins.   The   winning   group   will   have   the   chance   to   tour   an 
area   of   the   University   relevant   to   their   interests,   such   as   the   sports   facilities   or 
specialized   colleges.  

 
Objective   for   Senior   Citizens   in   Lane   County:    To   have   an   effect   on   awareness   and   retention 
to   maintain   and   reinforce   the   interest   in   donating   to   United   Way   of   Lane   County;   specifically 
to   increase   consecutive   giving   from   donors   age   65   and   above   from   2   percent   to   5   percent   of 
the   total   donor   base. 

● Strategy   1:    To   accomplish   this   objective,   we   recommend   an   event   based   strategy 
that   focuses   on   appreciating   consecutive   donors   that   are   65   and   above.   This   strategy 
will   show   the   older   donor   base   that   they   are   still   valued   by   UWLC   and   encourage 
them   to   continue   giving. 

○ Tactic   1:    A   bi-annual   event   focused   on   appreciation   of   donors   65   and   above 
that   have   consistently   given   for   five   or   more   years.   Those   invited   would 
include   any   donor   that   is   aged   65   and   above   regardless   of   the   amount   that 
they   have   given.   The   event   would   be   similar   to   the   Leadership   Reception   but 
focused   on   older   donors   that   might   not   be   able   to   be   as   involved   with   UWLC 
any   more.   The   most   effective   way   for   UWLC   to   invite   these   donors   would   be 
by   mail.  

■ Sub-Tactic   1 :   Pitch   the   event   to   local   news   organizations   like   The 
Register   Guard   and   KVAL.   Highlight   testimonies   of   donors   to   spread 
the   word   about   what   UWLC   does   and   how   it   impacts   the   community.  

■ Sub-Tactic   2:    The   first   meeting   of   the   affinity   group   mentioned   below 
in   Strategy   2   would   occur   during   the   first   appreciation   event. 

 
● Strategy   2:    To   accomplish   this   objective,   we   recommend   an   affinity   based   strategy, 

specifically   for   donors   65   and   above   to   meet   and   discuss   how   to   further   support 
United   Way   of   Lane   County.   This   strategy   will   ensure   that   older   donors   remain 
actively   involved   with   UWLC.  

○ Tactic   1:    An   affinity   group   would   be   created   at   the   event   mentioned   above   in 
Strategy   1.   The   group   would   consist   of   any   donor   aged   65   and   above   that   has 
consistently   given   to   UWLC   for   five   or   more   years.   The   group   would   meet 
monthly   and   discuss   how   to   further   aid   UWLC   either   with   donations   or 
volunteer   activities   that   are   senior   citizen   friendly.  

■ Sub-tactic   1:    The   group   would   also   become   mentors   and   volunteer 
speakers   for   the   younger   generation   of   donors   and   volunteers   of 
UWLC.   This   could   be   in   conjunction   with   the   UWLC   chapter   at   the 
University   of   Oregon.  
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XI.   EVALUATION 
 
Objective   for   UO   College   Students:       To   have   an   effect   on   the   volunteer   action   of   UO 
college   students,   specifically   to   generate   25   volunteers   at   the   University   of   Oregon   that 
contribute   three   or   more   hours   per   term.  

 
Criteria:    This   objective   will   be   achieved   when   a   UWLC   chapter   is   created   on  
the   University   of   Oregon   Campus   and   25   volunteers   sign   up   and   contribute   three   or 
more   hours   per   school   term. 
Tools:    Students   will   log   their   hours   through   the   OrgSync   website,   which   will   keep  
track   of   how   many   UO   college   students   attend   UWLC   events   and   how   many   hours 
they   contribute.  

 
Objective   for   Eugene   High   School   Students:    To   establish   and   communicate   the   mission   of 
UWLC   as   it   relates   to   high   school   students;   specifically   to   increase   awareness   of   volunteer 
opportunities   by   250   students   by   June   2019.  
 

Criteria:    This   objective   will   be   achieved   when   two   hundred   and   fifty   high   school  
students   are   registered   on   a   email   list   for   a   newsletter   with   volunteer   opportunities.  
Tools:       Have   a   UWLC   staff   member   count   how   many   high   school   students   show  
up   to   each   event   and   compare   it   to   the   year   before   for   general   data.   Then   count   how 
many   students   sign   up   on   an   email   list   to   receive   information   about   volunteer  
opportunities.   

 
Objective   for   Senior   Citizens   in   Lane   County:    To   have   an   effect   on   awareness   and   retention 
to   maintain   and   reinforce   the   interest   in   donating   to   United   Way   of   Lane   County;   specifically 
to   increase   consecutive   giving   from   donors   age   65   and   above   from   2%   to   5%   of   the   total 
donor   base. 
 

Criteria:    The   percent   of   donors   age   65   and   above   increased   from   2%   to   5%. 
Tools:    Calculate   the   percent   of   donors   that   are   65   and   above   from   the  

consecutive   giving   donor   pool.  
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XII.   BUDGET 
 

 
 
 
XIII.   TIMELINE 
Please   find   timeline   as   an   attached   document.  
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