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University Advancement 
Mission & Goals

Mission
We create the conditions for opportunity — human, financial 
& experiential — by garnering and stewarding the resources 
that advance William & Mary.

FY25 Goals
• Build radical connections

• Fuel operational excellence of the Advancement enterprise

• Inspire investment to propel university strategic priorities



Homecoming



Batten School

Batten School



Gates Hall



Bray School



Brand Strategy
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Prospects

In-state

Out-of-state

(Prospects) What is your FAMILIARITY with each of the following schools?
Scale: Never heard of it, Only know the name, Somewhat familiar, Very familiar

Positioning Study 2019 — Familiarity with W&M

Never heard of it Only know the name Somewhat familiar Very familiarLevel of Familiarity With W&M  | 
Secondary by In/Out-of-state
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Academic rigor

Active social life

Affordable

Wellness resources

Beautiful campus

Student diversity

D1 athletics

Established/traditions

Global

Earn high incomes

High job placement

Inclusive

Historic location

Prep for grad/prof school
Prep for job market

Prestigious reputation

Residential campus

Safe campus

Small classes

Alumni connections/network

Strong LAS

Community

Strong STEM

Community service

Personal interaction

Study abroad
UG research

Clubs/orgs.

Walkable campus

Variety of majors

Funded internships

Modern dorms
Quality dining 
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Axes cross at average 
values for each audience.

Prospects: Importance When Looking at Schools
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Less 
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Perceptions of W&M / Strengths vs. Importance — 2019 vs. 2023

SURVEY QUESTION: 
Which FIVE of the following are the MOST 
IMPORTANT (PS) attributes you look for in 
schools? (select up to 5) / (CS) Which of the 
following are strengths of William & Mary? 
(select all that apply). 
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Net Promoter Score 2019 vs. 2023:

1 2 3 4 5 6 7 8 9 10 11

Detractors PromotersPassives Don’t 
Know

NPS = Promoters - Detractors

Detractors Passives Promoters Don’t Know NPS

2019 14% 28% 57% <1% 43

2023 18% 41% 41% <1% 23

Likelihood of recommending W&M to prospective undergraduate student

SURVEY QUESTION: 
Was William & Mary your first-choice school? / If you had to pick a school for your education again, would you choose 
William & Mary? / Rate your likelihood to recommend William & Mary to a prospective undergraduate student. 
Scale: 1=Not at all likely, 10=Extremely likely, 11=Don’t know

Current Students
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Out-of-State Application Trends 2020-2024
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Alumni Sentiment

Decline in W&M’s ranking 
and reputation is the top 

concern among our most highly 
engaged alumni and donors.

Many find the 
decline undeserved, 
based on the quality of 
students and faculty. 

Attracting a larger group of out-
of-state students is viewed 

as essential to increase 
William & Mary’s reputation. 

In 2016, 71% of alumni surveyed had an 
“Excellent” overall opinion of W&M. 

Only 32% of respondents promote W&M “All 
the Time,” while 37% do so “Regularly.”

68% of respondents said 
“Value/Respect for Degree” 

“Critically” impacts their overall 
opinion of W&M, while 35% said 

that “Rankings” do so.
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Brand Platform

• Brand Personality 

• Brand Promise

• Brand Manifesto

• Brand Differentiators

• Style Guide

• Message Maps
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Key Audiences

• Prospective students – Applications, Yield

• Current students – Graduation Rates, Retention, 
Employability

• Alumni – Private Support, Internships, Mentorship, 
Hiring 

• Employers – Hiring, Internships, Research, 
Corporate Partnerships
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Enrollment Marketing – Paid Digital Strategy
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Enrollment Marketing – Paid Digital Strategy
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Enrollment Marketing

• Redesigning high visibility web sites
o Homepage

o Undergraduate Admission

o Financial Aid

o Student Life

o W&M At-a-Glance

• Expanded "Affordability" mailing to OOS students

• Overhauled information session, refreshed 
Admission building
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Enrollment Marketing – Metrics

YOY (Sep-Nov) comparisons on the undergraduate 
admission website:

• 10.6% increase in admission form submissions 
(RFIs, tours, senior interviews)

• 15.4% increase in active users to the admission 
website

• 6.9% increase in web sessions



Simple Strategy Mapping

A strategy map shows “the processes by which 
intangible assets become tangible outcomes.” 

– Robert S. Kaplan and David P. Norton.



BOV   •   NOVEMBER 2024 20

Example: Vision 2026

Assumption 
W&M’s principal assets 

as an organization derive 
from undergraduate 

education

W&M’s “customer 
value” proposition

High quality, customer 
intimacy, a long-term 

investment that 
compounds over time

Vision 2026 Approach 
Set near term goals

Vision 2026 Goals
Exit pandemic strong, 

improving student 
experiences and 

outcomes

2021 Snapshot in Time
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Vision 2026 Basic Logic
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Aligned with 

Strengths

Problems 
to Solve

Weaknesses 
to Redress

Strategic
Actions

Stronger Position 
Relative to Goals 

by 2026
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W&M 
Position 
2021

Strengths
• Academic excellence
• Applied learning
• Data  & Marine Sciences
• 12/1 student/faculty ratio
• Strong alumni engagement
• Culture of wellness and care
• Alma Mater of the Nation
• Pandemic adaptations
• Talented faculty and staff
• Strong and stable leadership

Weaknesses
• Declining brand awareness
• Failing systems
• Underused assets
• Limited marketing
• Sticker price
• Tuition and hiring freezes
• Non-urban location
• Change-averse culture

Opportunities
• Evolve curriculum
• Maximize capacity
• Grow enrollment
• Grow endowment
• Shrink costs
• 2026 Centennial
• Modernize systems
• National need for civics
• Invest in talent

Threats
• Pandemic weariness
• VA is a low allocation state
• Cost ceiling
• Declining confidence in HE
• Utilitarian ROI for college: 
“I want a job,” “I want STEM,” 
“History = old”

• Declining LAS market value
• Demographic cliff
• Disrupted rankings

Positives

Externals

Negatives

Internals
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Freezing Tuition

Strengthen UG 
Market Position

“I want STEM”

“I want a job”

“History = Old”+600 UG Enrollment

Grow Endowment

Improve Productivity

Evolve Curriculum Change-Averse Culture

Maximize Capacity Underused Assets 

Modernize Business 
Processes Failing Systems

Shrink Costs High Fixed Costs

Vision 2026 Build Out
Data Water Democracy Careers

CDS School Batten School

+ STEM 
Enrollment

$130M ISC4

+ STEM 
Enrollment

$100M Gift 2026 National 
Stage

Top College for 
Internships

Strong Job 
Placement

Close For the Bold $1.1B and All In $56M 

CDS School

Provost Data 
Initiative Batten School

Civics 
Education

Bray School

Career Services 
Platform Play

Workday

Restructure 
Debt

Campus Plan

Geothermal

Housing & 
Dining Plan

One Network
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Strengthen UG 
Market Position

“I want STEM”

“I want a job”

“History = Old”+600 UG Enrollment

Grow Endowment

Improve Productivity

Evolve Curriculum Change-Averse Culture

Maximize Capacity Underused Assets 

Modernize Business 
Processes Failing Systems

Shrink Costs High Fixed Costs

m

Vision 2026 Today
Data Water Democracy Careers

CDS School Batten School

+ STEM 
Enrollment

$130M ISC4

+ STEM 
Enrollment

$100M Gift 2026 National 
Stage

Top College for 
Internships

Strong Job 
Placement

Close For the Bold $1.1B and All In $56M 

CDS School

Provost Data 
Initiative Batten School

Civics 
Education

Bray School

Career Services 
Platform Play

Workday

Restructure 
Debt

Campus Plan

Geothermal

Housing & 
Dining Plan

One Network
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What a 2025 Strategy Map Could Look Like 

Future 
Actions

Future 
Outcomes
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LIST 
Goals 

LIST 
Opportunities 
that Align with 

Strengths

LIST Problems 
to Solve

LIST Weaknesses 
to Redress



Committee Tasks
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Committee Task 1

W&M Mission
A preeminent, public research university, grounded in the liberal arts and 

sciences since 1693, William & Mary is a vibrant and inclusive community. 

Through close mentoring and collaboration, we inspire lifelong learning, 

generate new knowledge, and expand understanding. We cultivate creative 

thinkers, principled leaders, and compassionate global citizens equipped 

for lives of meaning and distinction. William & Mary convenes great minds 

and hearts to meet the most pressing needs of our time.

What do you think of when you think of 
“National Preeminence?

Please reflect in advance and come to the BOV meeting prepared to share.
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Committee Questions — 
Institutional Advancement

1. How might we undertake an objective reputational assessment 
with peer institutions?

2. How might we influence perceptions of W&M inside and outside 
the university community?

3. What strategies should we undertake for each of the primary 
audiences identified?

4. How might we better engage with employers to enhance awareness 
of the value of a W&M degree?
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List W&M
Strengths

List W&M
Weaknesses

List Future 
Opportunities

List Future
Threats

Positives

Externals

Negatives

InternalsCommittee Task 2
Please fill out this simple SWOT analysis 
in advance of the Board meeting and come 
prepared to share.
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