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ABOUT THIS TOOLKIT

Companies are critical partners in United Way’s mission. Since our founding, employees across roles,
businesses, and industries have given back to their communities through United Way campaigns,
volunteer activities, board engagement, and more. We are proud to steward this legacy. At the same
time, we understand that communities and companies are changing, and, as a result, so are workplace
campaigns.

This year's toolkit acknowledges evolving trends and opportunities - like the rise of offsite work and
shifting generational attitudes toward giving - and provides more practical tips and strategies for
building campaigns and communications that resonate. Also, this year, select materials are designed to
be shared with corporate partners responsible for designing internal campaigns. We hope these
changes will invite new conversations between United Ways and corporate partners, and help all users
play an active role in co-creating the workplace campaigns of tomorrow and beyond.

» Visual assets continue to leverage the United is the Way™ theme of our overarching brand
campaign amplified across United Way Worldwide’s paid, earned, donated, and owned media
throughout 2026 and beyond. Visual assets include new colorways and new options for
customization, including space to add a company logo next to a United Way logo and space for
a caption (such as campaign dates). We have also added new, text-only social assets. These
changes and additions are in response to corporate partner and United Way staff suggestions.

* Prior years toolkits have included sample campaign emails; this messaging asset is not included
this year based on local United Way feedback. Instead, we have included more guidance and
exercises to help companies and United Ways write their case for support through impact data
and stories, employee Q&A, and tips for voice, tone, and content.

* Manyitems in this year’s toolkit are flexible for both corporate partner and United Way users,
including expanded best practices for operations, social media, email, and engaging employees
beyond campaign season.

We will continue to refine items in future years’ toolkits based on industry trends - and your feedback.
Please participate in our follow-up survey and let us know what’s working, what's missing, and how we
can best support you and your corporate partners.

Looking for more? Explore additional resources on Revenue Diversification on UWO, Diversified
Revenue Streams courses on UW Learn, and join the conversation on UW Connect.
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https://online.unitedway.org/thriving-united-way-revenue-diversification
https://uww-unitedway.talentlms.com/plus/catalog
https://online.unitedway.org/UWConnect

TOOLKIT GONTENTS

This toolkit contains one-page reference sheets to help United Ways and companies design and
deliver engaging and successful workplace giving campaigns. The toolkit is divided into three
sections based on audience and content. We encourage you to mix and match materials to suit
your needs and your campaign channels (e.g, print, email, web).

Items in the first section - Customizable Resources for United Way Staff - link to internal,
network platforms, such as United Way Online (UWO) and Brandfolder. These resources should
be downloaded and saved locally before sharing with corporate partners.

Opportunities to customize messaging are indicated in [Green] throughout this toolkit. Please
adapt examples to your United Way before sharing resources with corporate partners.
Some customization prompts encourage United Ways and corporate partners to work together
for higher-impact communications.

Customizable Resources for United Way Staff
* How to Use Digital Assets
* Digital Assets Directory
*  Workplace Campaign 2026 Assets
*  Core Brand Assets
* Related Resources
* Donation Page and Thank You Message Text
* Sample Impact Framing, Plus Fillable Version
* Sample Email Calendar and Strategy, Plus Fillable Version
* Sample FAQ Responses

Campaign Communications: Messaging Guidance for Companies and United Ways
* Must Haves for All Communications
* Collaborative Storytelling
* Navigating a Changing Landscape
*  Work Environment
*  Nonprofit Choice
*  Generational Shift

Best Practices: Tips for Companies and United Ways
* The United Way Campaign Cycle
* Features of Strong Workplace Campaigns
* General Tips
*  Email Communications
* Social Media
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HOW TO USE DIGITAL ASSETS

Access and Delivery Instructions
All graphic assets are in available for download through Brandfolder. Each graphic asset
on Brandfolder includes a Canva link for customization and options to download in your
preferred file format. Each asset has been optimally sized for its designated use.

As of July 31,2025, support for the United Way legacy brand has been discontinued. Assets in
the legacy brand will no longer be provided by United Way Worldwide. Please
contact brand@unitedway.org with any questions.

Localization and Customization
Within all toolkit files, customizable fields are identified for your reference. The universal
United Way logo should be replaced with your localized United Way logo.

Unless otherwise indicated, all fields should remain fixed to ensure the consistency of our
collective brand image and messaging across the United Way network.

Usage Guidelines
United Way Worldwide member organizations, local member organizations that are licensed
by a United Way Worldwide member organization to use the United Way name and logo or
the authorized co-branded mark, corporate donor partners, and media outlets are authorized
to use photos included in the Digital Marketing Toolkit page on United Way Online.

Use, including reproduction and distribution in all media, is not permitted by any other
organization. Photos included in the Digital Marketing Toolkit, asset (template) files and/or
photos accessible in the Digital Marketing Toolkit are only to be used for the sole purpose of
promoting United Way charitable fundraising.

Co-branded materials must adhere to the Partnership and Co-Sponsorship (co-branding)
parameters, as outlined in the United Way Brand Standards & Guidelines. By downloading
any of these assets or templates, you agree to comply with these terms and conditions.

WORKPLACE CAMPAIGN TOOLKIT | CUSTOMIZABLE RESOURCES Y)) NTED

I/,

®


https://brandfolder.com/organizations/unitedwayworldwide
mailto:brand@unitedway.org
https://online.unitedway.org/DigitalMarketingAssets

DIGITAL ASSETS DIRECTORY:

WORKPLACE CAMPAIGN 2026

Email Headers
Brandfolder Link (Canva File in Description): Email Headers
New this year
* Updated color options
* Option to add a company logo with a United Way logo
« Option to add text below United is the Way™ for campaign dates

Social Media Cards

Brandfolder Link (Canva File in Description): Static Social Graphics
Brandfolder Link (Canva File in Description): Animated Social Graphic
New this year

* Updated color options

* Option to add a company logo with a United Way logo

« Option to add text below United is the Way™ for campaign dates

» Text-based version for quotes, impact statistics, and more

Printable Flyers
Brandfolder Link (Canva File in Description): Printable Flyers
New this year
» Updated color options
* Option to add a company logo with a United Way logo

Website Header
Brandfolder Link (Canva File in Description): Website Header
New this year
* Updated color option
* Option to add a company logo with a United Way logo
+ Option to add text below United is the Way™ for campaign dates

Video Call Background
Brandfolder Link (Canva File in Description): Video Call Background
New this year
» Updated color option
* Option to add a company logo with a United Way logo
+ Option to add text below United is the Way™ for campaign dates

You can find the whole collection of Workplace Campaign assets here.

These assets continue to leverage the United is the Way™ theme of our overarching brand campaign amplified
across United Way Worldwide’s paid, earned, donated, and owned media throughout 2026 and beyond. United Ways
creating custom campaign themes may reach out to brand@unitedway.org for guidance on brand compliance.
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https://brandfolder.com/s/sxfnw7ghfwgtwnfrfjtnbv
https://brandfolder.com/s/8qjhfwmwmzw8vkfb73q6fnf
https://brandfolder.com/s/fvjxnxn4nks7mp74cc6z8fq
https://brandfolder.com/s/gfcsrcqx4fk6wb6xbsjsv27
https://brandfolder.com/s/whmpqg7chx7gvjhrpzmqhbxm
https://brandfolder.com/s/c9b7fh7s75tb2k9z8qtbg7g
https://brandfolder.com/s/qsmqstrz495rq3g35zq5h7p
mailto:brand@unitedway.org

DIGITAL ASSETS DIRECTORY:

CORE BRAND ASSETS

Presentations
Brandfolder Link (Workplace Campaign): Presentation Template
United Way Worldwide Sample Presentation: Here

Use the template and sample above to create a 10-15 slide introduction to your United Way's mission,
programs, impact, and community leadership.

* Many United Ways create presentations to share with companies for their use at internal kick-off
events and other employee engagement opportunities.

* Some United Ways also preview their presentations and accompanying talking points with
campaign coordinators during training sessions.

* TIP: Remember to leave room on key slides for companies to add their name, logo, and campaign
details (such as dates and employee resources).

One-Pagers
Brandfolder Link (Global Brand Refresh): One Pager Template
United Way Worldwide Sample One-Pager: Here

Use the template and sample above to create a one- or two-page overview of your United Way's
mission, programs, impact, and community leadership.

* Include key statistics such as # of individuals/families served and $ invested annually
* Include relevant local references such as funded community partners

Video
Brandfolder Link (Global Brand Refresh): Video Assets (Intros, Outros, Animations)

Video can be an efficient and effective storytelling tool, with 90 seconds taking the place of a dozen or
more presentation slides. Longer videos, such as personal or program success stories, are even more
compelling.

* TIP: Repurpose video created for other events or campaigns. While it may seem “old” to you, it is
most likely new to companies and their employees.

Image Galleries
Brandfolder Link (Authentic Images): Photojournalism Collection
Brandfolder Link (Getty Images): Stock Photography

Authentic United Way images - even informal snaps or cell-phone photos - are best. Use the galleries
above to supplement your United Way’s imagery as needed.
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https://brandfolder.com/s/ctj9nh7nb5hzb8qbxf5mxzwm
https://brandfolder.com/s/7zwwkhjkxgf8r2jxm5qrq7j
https://brandfolder.com/s/bfsrgv232qp9sj3xxv2jrc2k
https://brandfolder.com/s/bfsrgv232qp9sj3xxv2jrc2k
https://brandfolder.com/s/bshf65fbbrrxfbr9n64jjkb
https://brandfolder.com/portals/unitedway
https://brandfolder.com/portals/unitedway
https://brandfolder.com/unitedwayworldwide/united-way-photojournalism
https://brandfolder.com/unitedwayworldwide/photos-video

RELATED RESOURGES

Workplace Campaign Resources on UWO
Select Highlights

The Cycle & Five Pillars of a United Way Campaign

Workplace Campaign Tools: Prepare for a Successful Campaign

Workplace Campaign Tools: Implement & Evaluate Campaign Plans & Campaign Tactics
Standard Operating Procedures for Workplace Campaigns

Global Brand Refresh Resources on UWO
Link: Global Brand Refresh Resources

* Findings and insights from United Way Worldwide’s latest brand health and audience
segmentation study

» Clear, practical action steps to strengthen your marketing, communications, and outreach efforts
for target groups

United By Data Resources on UWO
Link: United By Data Resources

United by Data is the network’s global results reporting platform forimpact, revenue, and other data. It
includes data from the United Way Impact Survey, Database 2 (U.S. network revenue results), UWWIG
(international network revenue results), United Way programs, and more.

Volunteer Engagement Resources on UWO
Link: Volunteer Engagement Resources

Volunteer engagement is an essential part of the United Way brand and key to strengthening
community trust, supporting organizational functions, and achieving impact goals. These resources are
designed for United Ways that are just starting on a volunteer engagement planning process or
seeking to enhance existing activities and align them with organizational priorities and investments.

Select Courses on UW Learn

Building a Case for Support: Through a short, interactive learning journey, you'll gain the tools and
templates needed to craft a clear message, engage key stakeholders, and align your case with bold
community goals. Link: Building a Case for Support on UW Learn

Beyond Workplace Giving:In this longer session, you'll learn how to use mid-level strategies to
transform workplace givers into mission donors. Link: Beyond Workplace Giving on UW Learn

UW Connect

Join the Learning & Leadership Development UW Connect community to receive notification of new
resources and learning modules for workplace campaigns. Link: UW Connect Community
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https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/groups/resource-development/united-way-campaign-framework-and-playbook
https://online.unitedway.org/global-brand-refresh
https://online.unitedway.org/unitedbydata
https://online.unitedway.org/volunteer-engagement
https://uww-unitedway.talentlms.com/plus/catalog/courses/241
https://uww-unitedway.talentlms.com/plus/catalog/courses/287
https://uwconnect.unitedway.org/spaces/20672255?utm_source=manual

DONATION PAGE &

THANK'YOU MESSAGE TEXT

Donation Page
For United Way Website, Donation Form, or Third-Party Gift Processing Platform

Today, so many of our neighbors are working hard to overcome barriers - rising household costs,
impacts of disasters, and decreasing safety-net supports - and get ahead. Tackling these challenges
requires caring, visionary partners who are ready to invest in our communities and the United Ways
that serve them.

Together with community partners and supporters like you, United Way connects people to the
opportunities they need to reach their full potential, giving children the chance to learn, families the
chance to dream, and communities the chance to build back stronger than ever before.

[Insert local example]

United Way [Name] has always been about neighbors helping neighbors: a legacy of generosity and
impact spanning almost [#] years. Will you join us and help us reach our shared goal of [%] of
employees participating and [$] raised for our community? [Insert company match details, if
applicable.]

If you have any questions about how to make your best gift to support United Way [Name], please
contact [Resourcel. Our campaign runs from [Start Date] to [End Datel.

[Include Donation Button, Link, or Form Here]

Thank You Message
For United Way Confirmation Email, Webpage, or Third-Party Gift Processing Platform

Thank you for your commitment [insert gift details, if applicable] to United Way [Name]!

With your gift, you're helping make every day better for people who live, work, and play right herein
[Community].

[Use examples below or insert local example]

* A working parent doesn't have to choose between medical care and utility bills

* A middle-schooler gets a nutritious breakfast and is now able to pay attention in class
» Arecent graduate finds a way to turn his diploma into a good-paying job

* A community creates opportunities to for volunteerism and civic engagement

We look forward to sharing updates on the impact of year gift in the year ahead.

[Include Signature Block Here]
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SAMPLE IMPACT FRAMING

By supporting United Way
Youth Opportunity

initiatives, you are
equipping young people
with tools to succeed in
school and beyond.

By supporting United
Way Healthy Community

initiatives, you are
ensuring access to
nutritious food, medical
care, and support.

By supporting United
Way Financial Security

initiatives, you are
helping families make
ends meet and also
create a sustainable
financial future.

By supporting United
Way Community
Resiliency

initiatives, you are
addressing urgent needs
today for a better
tomorrow.

Through programs in

* Childcare and early
childhood education
In-school, after-school,
and summer learning
Literacy development
Family engagement
College and career
readiness

you provide # young
people out-of-school
time enrichment
opportunities

and make a lasting
impact, with % of young
people served
graduating from school
on time.

Through programs in

» Maternal and child
health

Nutrition and food
security

Mental health support
Substance misuse
recovery and prevention
Health care

and insurance access
Healthy spaces and
physical activity

you provide # people
increased access to
health care services

and make a lasting
impact, with % of
individuals served eating
healthier and increasing
physical activity.

Through programs in

* Adult education, job
training, and career
pathways

Financial education and
coaching
Homelessness
prevention, affordable
housing, and
homeownership

Small business support
Public benefits access

you provide # adults with
financial services
products and education

and make a lasting
impact, with % of
individuals served increa
sing their disposable
income.

Through programs in

* Disaster relief and
recovery

* Emergency
preparedness

* Crisis hotline and
support

* Environmental
stewardship and
sustainability

you provide #

people impacted by
crisis, disaster, or conflict
with emergency
assistance

and make a lasting
impact, with % of

individuals served
regaining stability.

W

Use this opportunity to introduce personal testimonials and local examples: Describe programs or partnerships in
your impact areas using success stories, quotes from community members, photos, videos, and more.

l

Join us, because

when young people get
the support they

need, there’s no limit to
what they can achieve.

Join us, because

in a healthy community
everyone has the care
they need to thrive, at
every stage of life.

Join us, because

our community is
stronger when

everyone has a safe
home, a living wage, and
a path to financial
security.

Join us, because

in moments of crisis, a
resilient community
helps neighbors, rises
back up together, and
stays ready for whatever
comes next.

Access and filter impact data by country, region, state, city, or individual United Way through United By Data tools.

WORKPLACE CAMPAIGN TOOLKIT | CUSTOMIZABLE RESOURGES
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FILL-IN IMPAGT STATEMENTS

By supporting United Way [Name] [Impact
Pillar] initiatives, you are [big-picture goall.

Through programs like [list a few examples], you
provide [relevant program statistic indicating

reach] and make a lasting impact, with [relevant
program statistic indicating progress over timel.

Access and filter impact data by country, region,
State, city, or individual United Way through
United By Data tools.

Choose statistics that are relevant to daily life in
your community and easy to comprehend,

Describe programs or partnerships in this impact
area using success stories, quotes from
community members, photos, videos,and more.

Emotional, human-centered examples provide
important balance to statistics.

l

If possible, highlight leadership support for this work in recent years: Name specific companies or refer to
their collective impact across workplace giving, community investments, and volunteerism programs

l

Join us, because [mission statement or shared
belief in impact area’s role in supporting a
thriving communityl.
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SAMPLE EMAIL GALENDAR &

STRATEGY

Define campaign
phases and the
number of emails
per phase

Kick Off

Education

Reminder

Appreciation

2 emails

3 emails

3 emails

2 emails

Determine key
campaign voices
and match them

from Corporate
and/or Campaign
Leader

from Campaign
Ambassadors and/or
United Way Leaders

from Campaign
Administrators

from Corporate
and/or Campaign
Leader

who demonstrates

who are committed

who can assist

whose special note

. executive to the programs and employees in of thanks is
with key roles commitment to partnerships that making pledges and meaningful to
United Way’s campaign giving answer commonly employees of all
mission makes possible asked questions levels
Positive Informative Clear Celebratory
Energetic Resonant Compelling Engaging

Develop the tone
for each phase and
key contents for
each message

# of years Company
and United Way
have partnered

Origin of Company
and United
Way relationship

# of Company
volunteers, events,
or hoursin
partnership with
United Way last year

Quotes, photos, or
videos from recent
volunteer events,
partnerships and
programs, or service
recipients

United Way local
impact and reach
statistics, plus
personal stories (if
available)

Campaign end date

Instructions

for pledging and ple
dging support
resources

Mid-campaign
progress updates (if
available)

Participation and tot
al giving results

Additional opportuni
ties to stayinvolved
with United Way
year round

Upcoming volunteer
events (if available)

Schedule rolling
emails for your
campaign, with

some variation in
message type and
timing

WORKPLACE CAMPAIGN TOOLKIT | CUSTOMIZABLE RESOURGES

Sample Cadence: Two Week Campaign

Campaign Start Kick-Off #1
+1 or 2 days Kick-Off #2
+about 3 days Education #1
+about 2 days Education #2

+1day Reminder #1
+about 3 days Education #3

+1day Reminder #2

+2 days Appreciation #1

CampaignEnd

Reminder #3

+about 2 days

Appreciation #2

Y
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FILL-IN EMAIL CALENDAR & STRATEGY

Define campaign
phases and the
number of emails
per phase

Determine key
campaign voices
and match them

with key roles

Develop the tone
for each phase and
key contents for
each message

Remember to Color Code

Campaign Start (Email Type #)
(mm/dd) (Email Type #)
(mm/dd) (Email Type #)

Schedule rolling
emails for your (mm/dd) (Email Type #)

campaign, with

hA (mm/dd) (Email Type #)
some variation in

message type and (mm/dd) (Email Type #)
timing

(mm/dd) (Email Type #)

(mm/dd) (Email Type #)

(mm/dd) (Email Type #)

CampaignEnd (Email Type #)
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SAMPLE FAQ RESPONSES

Brand research reveals that while awareness of United Way remains high, there is a gap in public

understanding of our mission and impact. Even within companies that have executed United Way
workplace campaigns for many years, there is room to improve knowledge of our core values and
what we do.

Below are some frequently asked questions from corporate partners. Where indicated, tailor the
response for your community and United Way. Remember to keep answers positive and inclusive.

Use your answers to craft campaign communications or provide the full list as a resource for
corporate partners.

What does United Way do?

United Way is a global non-profit with a mission toimprove lives by mobilizing the caring power of
communities to advance the common good. United Way does this by bringing together people and
resources to address community challenges and deliver local solutions across four impact areas: Youth
Opportunity, Healthy Community, Financial Security, and Community Resiliency.

There are more than 1,000 local United Ways, reaching 95% of U.S. communities and present in more
than 30 countries and territories. Each United Way is as unique as the communities it serves,
developing priorities and programs to match local needs.

TAILOR FOR YOUR COMMUNITY AND UNITED WAY: That means in a community like [Community],
where [local statistic, such as “50% of the population is age 65 or older”], United Way [Name]
focuses on [corresponding program, such as “financial education programs for adults on fixed
incomes and wellness programs that support aging in place”].

Who does United Way serve?

TAILOR FOR YOUR COMMUNITY AND UNITED WAY: Your United Way serves you, your neighbors,
and everyone who lives, works, plays, and learns in [Communityl. United Way [Name] programs and
partnerships cover [describe geographic reach, such as “a four-county region in the center of the
state”].

TAILOR FOR YOUR COMMUNITY AND UNITED WAY: Many United Way programs connect existing
resources, such as those provided through local governments and schools. Some programs, like
[describe targeted program, such as “early literacy tutors”], are designed to support smaller groups
of individuals in need and others uplift local services available to the entire community, like [describe
broad program, such as “coordination of volunteers for annual town events”].
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SAMPLE FAQ RESPONSES

Why support United Way?

TAILOR FOR YOUR COMMUNITY AND UNITED WAY: United Way [Name], founded in [Year], has
deep roots in [Community]. Our team knows what daily life is like here. We know how to leverage
local talent, volunteer commitment, public and private partnerships, and resources to tackle big

challenges. We are also part of a connected, global network that provides support to scale our locally
grown solutions for faster, deeper, and wider impact

TAILOR FOR YOUR COMMUNITY AND UNITED WAY: Your support of United Way [Name] fuels
programs and services provided directly or in collaboration with local partners in [Community]. The
power of our global United Way network helps a single gift to United Way [Name] provide many more

people with even greater gifts: the gift of job skills and mentoring, healthy food and access to health
resources, financial education, or relief following a disaster.

Does my donation make a difference?

TAILOR FOR YOUR COMMUNITY AND UNITED WAY: United Way [Name] takes a collaborative
approach to problem-solving — and fundraising! Your gift teams up with gifts from other supporters to
drive greater impact. When we say that gifts of any size matter, we mean it. [Insert example gift

amount and impact, such as “For the cost of a cup of coffee, you can provide 10 school readiness
kits for preschoolers.”]

Can | trust my gift to United Way?

United Way’s commitment to measurable impact has earned recognition from the most respected
charity evaluators including Charity Navigator, Candid, and the Better Business Bureau. These
accreditations demonstrate our dedication to upholding the highest standards as we steward your
generosity and work to build stronger communities worldwide-together.
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MUST HAVES FOR ALL

COMMUNICATIONS

Campaign communications should be consistent across emails, donation pages,
websites, gift processing platforms, social media, event signage, and more. A cohesive
look, feel,and message is more likely to resonate with employees.

Include these items in all campaign communications

* (Campaign Start and End Dates

+ Campaign Goals for Participation (%) and/or Giving ($)

* Name of United Way(s) near company and/or employee locations
* Names of Campaign Leaders and/or Key Contacts

* Company Match Details, if applicable

Brand Standards and Guidelines
Telling a unified story shows the difference we’'re making together. These tools help
align the look and feel of your communications with the United Way brand, protecting

and promoting the reputations of both United Way and our corporate partners.

* Brand Standards and Guidelines on unitedway.orqg
* United Way Logo Files on unitedway.org
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https://www.unitedway.org/sites/default/files/2024-10/UnitedWay_PartnerBrandGuide.pdf
https://www.unitedway.org/sites/default/files/2024-10/UnitedWay_PartnerBrandGuide.pdf
https://brandfolder.com/s/rngkkv4jn5rqzkbvh6m9tp
https://brandfolder.com/s/rngkkv4jn5rqzkbvh6m9tp

COLLABORATIVE STORYTELLING:

GOMPANIES AND UNITED WAYS

Lead with Participation: Center Your Campaign on People, Not Dollars

When announcing your campaign, list participation goals before revenue goals.
(Follow the same pattern when reporting on campaign progress and final results.) If
possible, acknowledge participation across business units, geographic markets,
company tenures, seniority levels, or other groupings of employees.

TIP FOR COMPANIES: Ask your United Way for examples of services or resources
that common gift amounts could support. Use these examples to reinforce the
importance of participation through gifts of any size.

Educate Along the Way: Provide Multiple Ways to Engage

Choosing a charitable cause is a personal decision and some employees may need
more time before they are ready to make their gifts. If possible, highlight other ways
to learn about and experience United Way, such as upcoming volunteer events.

TIP FOR COMPANIES: Ask your United Way for links to their social media accounts
or newsletter sign-up form. Offer these resources as ways that employees can stay
informed throughout the year.

Connect to Causes: Build Investment in Impact

Consider natural connections between your company, industry, or CSR goals and
United Way impact areas, for example banking and financial education programs or
agriculture and hunger relief initiatives. Or use pre-existing surveys or feedback
groups to determine what is most important to your employees, such as disaster
preparedness or out-of-school time programming.

TIP FOR COMPANIES: Ask your United Way for descriptions of their ongoing
programs and partnerships in these overlapping areas. Highlight these similar
interests - and shared commitment to impact - in your campaign messages.

<\ UNITED
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NAVIGATING A GHANGING LANDSCAPE:

WORK ENVIRONMENT

“No one works in offices anymore. It’s difficult to reach employees.”

According to the US. Census Bureau, in January 2025, the share of the workforce
working from home remains almost double what it was before COVID-19. While this
is @a common news narrative, there are many industries or roles that remain highly
placed based and others that have a mix of onsite and remote employees. It's
important to develop campaign messaging and engagement activities with all types
of employees in mind.

TIPS FOR COMPANIES:

If your company offers individual donor recognition or group campaign celebrations,
consider what is most meaningful to your employees.
* Perks like casual dress day, preferred parking, or a catered lunch are an opportunity for
companies to show their appreciation for employee participation.
* Increasingly, donors prefer experiences to tangible benefits. Consider working with your
United Way to provide a behind-the-scenes look at local programs and partnerships
through tours, visits, or informal photo and video updates for donors.

Volunteering is a great way to increase employee engagement and can be done
individually or in groups, in the office, in local settings, or remotely in employees’ home
communities. Volunteering has been shown to increase giving.

* Volunteers of a nonprofit are 14.5% more likely to donate to its mission 2

* 70% of corporate volunteers feel that volunteering boosted employee morale 3

TIP FOR UNITED WAYS:

Match the delivery of your campaign materials to company and workplace types, and
leverage the opportunity as a stewardship and relationship-building touch.

* ForOnsite and Local Workplaces: Consider hand delivering materials such as campaign
posters, promotion items, or thank-you gifts. Connect with new and returning campaign
ambassadors during your visit, if possible.

* forRemote and Non-Local Workplaces Send personal follow-up emails to encourage
corporate partners to view and download campaign materials. Offer assistance
customizing for their needs, if possible.

Y
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NAVIGATING A GHANGING LANDSCAPE:

NONPROFIT GHOIGE

“Workplaces and giving have just changed too much. We should move on.”

United Way is a proud and trusted philanthropic partner in the workplace. Workplace
campaigns remain strong sources of revenue for many United Ways, contributing
about half of current year support to the network, and strong drivers of employee
engagement for companies.

While workplace campaign counts and revenue have been decreasing over many
years, the rate of decline is slowing. Non-workplace-campaign sources of revenue,
such as corporate impact investments, continue to increase in importance.

TIPS FOR COMPANIES:

Promoting your partnership with United Way as a cornerstone of your commitment to

corporate citizenship can strengthen relationships.

»  With Employees: 55% of Gen Z respondents say it's important work for companies that
align with their social and political beliefs 4

»  With Customers: 77% of consumers prefer buying from companies with CSR initiatives >

Promoting donor choice within your campaign, such as allowing employees to support

United Way programs in education, youth, food security, health, or other interest areas

can increase campaign participation.

* This model provides employees the opportunity to support causes they care about while
also ensuring that all contributions are part of a coordinated, high-impact giving strategy.

* Higher participation rates strengthen company culture and demonstrate shared
commitment to giving back.

TIP FOR UNITED WAYS
Emphasize how United Way makes a single gift into a strategic, local investment

* Streamlined, transparent giving and reporting

* Proven, measurable impact in your community

* Equitable distribution across needs

* Programs and partners in many impact and interest areas
* Guidance on effective giving choices
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NAVIGATING A GHANGING LANDSCAPE:

GENERATIONAL SHIFT

“We're having a hard time reaching younger employees through our campaign.”

Industry research on younger donors is promising: 74% of millennials (individuals
born between 1981 and 1996) consider themselves philanthropists compared with
just 35% of baby boomers ¢ and 33% of Gen Zers (individuals born between 1997 and
2012) plan to increase their giving in the coming year.”

Younger donors value clear communication: 66% of millennials track results for most
or all nonprofits they support compared to just 32% of baby boomers & and 18% of
Gen Z said they stopped giving to charity because of trust issues.®

TIP FOR COMPANIES: Emphasize leadership trust in United Way

* Highlight key partner relationships and the number of years of partnership
» Describe additional facets of partnership, such as volunteerism or board service
* Promote United Way as a hyper-local, highly effective corporate and employee gift option

TIP FOR UNITED WAYS: Use the advice in the Campaign Communications section to

* Deepen and expand campaign messaging that connects mission to lived experience and
donor gifts to real impact

* (reate engaging, year-round communications plans that promotes transparency and
responsible stewardship

Research

US. Census Bureau

University of Maryland School of Public Policy Do Good Institute

VolunteerHub

United Way of the National Capital Area

Double the Donation

Fidelity Charitable

The Blackbaud Institute

Merrill Private Wealth Management, via Boston College Center for Corporate Citizenship
Wise Giving Alliance
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THE UNITED WAY WORKPLAGE

CAMPAIGN GYGLE

A workplace campaign is an organized effort within a company to encourage employees to
support a shared cause, most often through charitable giving, volunteering, or other forms of
engagement.

Workplace campaigns are a powerful way to:
* Unite employees around a meaningful cause
* Support your communities through collective impact
* Boost company morale and team spirit
* Build company reputation for social responsibility

* Review and

+Engage key + Conduct campaign

analyze data stakeholders launches

- Set campaign goals - Develop campaign + Support campaign

plans logistics
y, y, y,
Thank & Engage
- Steward donors, volunteers, advocates, and other key stakeholders
- Provide ongoing engagement communications and opportunities
Use Events Wisely
Employee engagement events should enhance - not distract from - campaigns.
* Ifyou host events, set participation and awareness goals, not revenue targets.
*  Use existing signature events to also support workplace campaign education.
*  Some companies partner with United Ways to host employee volunteer activities for
campaign kick-offs instead of traditional events like breakfasts or meetings.
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FEATURES OF STRONG

WORKPLACE GAMPAIGNS

People

U Strong Corporate Partner Campaign Leadership
Complement executive commitment with ambassadors at all staff levels.

U Strong Relationship Between Corporate and United Way Executives
Leverage trusted reputations and local knowledge to develop a more robust campaign.

U Centralized Campaign Operations
Make it simple and easy for employees to participate.

Process

U Strategic and Achievable Campaign Goals
Use data to set participation and revenue goals, and other engagement milestones.

U Defined Campaign Period
Most campaigns run 2-4 weeks, with advanced notice helping build interest.

U Year-Round Stewardship and Engagement

Create a full-year plan for updating employees on the impact of their gifts to United Way.
Start small by including photos and stories from United Way programs and volunteer events
in existing employee communications like quarterly newsletters or by sending a special
appreciation message around the holidays.

Leverage Matching Gifts

Many companies match their employees’ giving to United Way. This is an effective
strategy for increasing both participation rates and gift amounts. Research from Double

the Donation shows:

* Oneinthree donors would make a larger gift if they knew it would be matched
* Matching gifts can increase overall donations by over 50%
* Matching gifts can increase response rates by over 70%
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GENERALTIPS FOR

EMAIL COMMUNIGATIONS

Sent From a Person, Not an Institution: When you send an email “from” a person it
increases recipient trust, confidence, and engagement. Include the sender’s role and the
name of your company or United Way to improve recognition, such as "Mary Sample,
Company President” or "John Blank, United Way CEO.”

Compelling: Subject lines are your first impression! Keep them short (under 50
characters), intriguing, and relevant. Consider a question or a local reference.

Personalized: If possible, address recipients by their preferred names. Tools in your
email or gift-processing platform can help your tailor your messages as appropriate.

Segmented: If possible, create and send different versions of each email to key groups,
such as past supporters, new employees participating in their first campaign, and not-
yet-donated employees.

Timely: Try to avoid recycling emails from prior years. Consider emerging priorities in
your company or changes in your community since last year’s campaign and connect
them to United Way programs and impact.

Clear: Emphasize your call to action and make it easy for employees to complete that
action (e.g,, include a donation button or a link to gift-processing platform).

Frequent: Sustain your campaign momentum by sending reminder emails,
recommended once per week for campaigns that are four to six weeks long.

Responsive: Ensure your email messages display well on the device that most
recipients will use to read them. If possible, test messages on desktop and mobile
devices and different operating systems.

Inspiring: Tangible community impact and emotional connection drive giving. Use the
power of creative storytelling to enrich your messaging and help it stand out.

o) UNITED
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GENERALTIPS FOR

SOCIAL MEDIA

Incorporate Relevant Hashtags: Join the conversation and help inspire others by using your
campaign hashtag or #UnitedlsTheWay, our core hashtag for the refreshed brand. Research and
include relevant issue-based hashtags to expand your reach and connect with new audiences.
Aim for three to seven hashtags per post.

Share Content More Than Once: It often takes two or three posts for your audience to notice
and engage with your content. Don'’t hesitate to share the same information multiple times
across different channels, at various times of day. This increases the likelihood of engagement.

Post at Optimal Social Media Times: Timing matters. To maximize engagement, post when you
audienceis online. Review your account’s analytics to see when your top-performing content
was posted in the past and try posting at similar times.

Not Every Post Needs a Link: Sometimes simplicity works best. Test posts that feature only
text and visuals. If you do include a link, make sure it's short and trackable by using URL
shorteners like Bitly.

Simplify Your Content: Keep your content clear and concise. Use simple language and avoid
jargon to make your message accessible to everyone.

Tag Partners and Established Brand Ambassadors: Extend your reach by tagging United Way
accounts, partners, and local ambassadors. This not only amplifies your message but also fosters
collaboration and community support.

Include a Call to Action (CTA): Drive engagement by incorporating a clear and compelling call
to action, such as asking people to watch a video, share a post, or donate.

Utilize Trends and Challenges: On platforms like TikTok on Instagram, leverage trends,
challenges, or viral sounds that align with your message. This can help expand your reach and
make your content feel more relatable.

Keep it Local and Authentic: The more personal your content is, the more it will resonate with
your community. Share stories, quotes, and data that reflect your local impact and highlight the
real lives your campaign supports.

Engage with Your Audience: Social media is a two-way street. Respond to comments, like
posts, and engage with your followers to build a sense of community and deepen engagement
with your mission.
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SHARE YOUR FEEDBACK

We will continue to refine items in future years’ toolkits based on
industry trends - and your feedback. Participate in a short survey
to let us know what’s working, what's missing, and how we can
best support you and your corporate partners.

Click here to access the survey.



https://app.smartsheet.com/b/form/019eb76192a576d5921a7f4d88e1d15c
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