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Introduction 
 

Campaign Reporting and Spending Task Force Report 
 
This report and recommendations attempt to do two things.  First, the task force recommends a campaign 
and resource development reporting system that more closely reflects how United Ways do business today.  
Secondly, the report attempts to give local United Ways direction in both projecting their campaigns and 
turning those projections into documented pledges and finally receivables that drive the organization’s 
spending commitments. 
 
The task force realized early on that it would be impossible to create standards that all United Ways 
“must” adhere to, and demanding strict adherence is arguably not part of our culture right now.  Instead, 
what we have created is a set of guidelines that we believe will be helpful for volunteer and staff leaders to 
consider and strive to achieve.  We have developed these guidelines from the best practices of local United 
Ways from across the country. 
 
While surveying local United Ways, we discovered that less than 13 percent of all United Ways have any 
written guidelines on how to make reporting and spending decisions.  Most United Ways continue to 
manage this process very well without written guidelines.  Best practices suggest that each United Way 
should document campaign reporting and spending guidelines in their community.  Documenting and 
following your organization’s reporting and spending practices will benefit your organization individually 
and the United Way system collectively, as reporting and spending issues in a single community have an 
impact on the entire system.  Our accountability to report accurately and spend within parameters are 
“table stakes” in our business.  This report gives the United Way system some basic guidelines to facilitate 
the process. 
 
The tiered, or “continuum,” reporting system we are recommending recognizes that United Ways respond 
to local circumstances differently, and therefore structure their fundraising reporting policies accordingly.  
This system will allow us to have a true comparison of local United Ways, and as importantly, report the 
total impact United Way is having within a community and throughout the nation.  We will have one 
consistent campaign production number that we report to the nation and also have a mechanism to report 
our total impact as well. 
 
This “continuum” recognizes that there are different needs for these numbers.  Similar to the 
unemployment rate, you may want a more or less conservative calculation, and therefore, should be 
flexible enough to accommodate several users. 
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The Campaign Reporting 
And Spending Survey Instrument 

 
Background 

 
In September 1999, United Way of America (now United Way Worldwide) sent out a survey to Chief 
Professional Officers (CPOs) at United Ways Metro I through VIII.  There were 272 respondents, and as 
indicated in Figure 1, Mid-America was under-represented, and the Northeast was over-represented, in the 
sample. 
 

Figure 1. The Survey Sample “Under-represented” Mid 
America and “Over-represented” the Northeast 

___________________________________________________________ 
 

 
 

 
Local UWs* 

Survey 
Respondents** 

 
Northeast 
 

 
16.4% 

 
23.7% 

Southeast 
 

20.5% 25.2% 

Mid-America 
 

34.3% 24.4% 

Western 
 

 9.6% 13.2% 

South Central 19.2% 13.5% 
  * Percent of local United Ways who are in various regions 
** Percent of survey respondents in various regions  

 
 

In terms of Metro size, the survey respondents tended to come more from the larger Metros than the 
actual United Way population (Figure 2).  The response rate for Metro I was 45.8, percent, while the 
response rate for Metro II was 48.5 percent.  However, the response rate for Metro V was 27.2 percent 
and the response rate for Metro VI was 18 percent.  Less than 2 percent of all Metro VIII responded to 
the survey. 
 

Figure 2. The Large Metros Were Over 
Represented in the Survey Sample. 

___________________________________________________________ 
Metros I-VIII 

 
 

Metro Size 
Actual 

Local UWs* 
Survey 

Respondents** 
I   7.1% 14.3% 
II   5.8% 12.5% 
III 10.5% 18.1% 
IV 14.4% 22.3% 
V   7.5%   9.1% 
VI   9.5%   7.5% 
VII 26.9% 14.7% 
VIII 18.2%   1.5% 

  * Percent of local United Ways who are in various metro sizes 
** Percent of survey respondents in various metro sizes  

 



The survey sample of Metros I-V represented a larger share of survey respondents than the actual local 
United Way population. 
 
Campaign Projection and Reporting 
 
While only a small number of local United Ways have written guidelines and procedures, the vast majority 
of local United Ways project campaign pledges for public reporting (Figure 4). Almost all Metro I United 
Ways and 72 percent of all local United Ways, do such projecting.  The rate of projecting declines with  
smaller metros.  Almost 80 percent of the metros that project base their projections on “the performance 
of companies in previous years”; over 77 percent also base it on “oral information” (i.e., forecast from a 
company); and 66 percent also base it on “written information” (a forecast from a company).  The “key 
players” involved with the decision on projections include: the CPO, Resource Development staff, the 
Resource Development Volunteer Chair, and the Chief Financial Officer. 
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Figure 4. The Majority of LUWs Project Campaign
Pledges for Public Reporting

All Local United Ways
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Figure 3. What Percentage of Local United Ways Have Written
Campaign Reporting Guidelines and Procedures?
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While a majority of local United Ways project campaign pledges for public reporting, only 34.6 percent of 
all local United Ways project designations (Figure 5).  However, a majority of Metro I, II and III United 
Ways project designations.  Local United Ways were also asked: “What is necessary to transform a 
projected pledge into a receivable?”  In the case of all metros, 94.8 percent responded that a signed pledge 
was enough to make this transformation, and 6.9 percent said a “written 
confirmation/commitment/pledge letters” was enough.  Over 70 percent of the CPOs of local United 
Ways were involved in the process of “transforming a projected pledge into a receivable.”  Meanwhile 53.2 
percent of Resource Development staff and CFO (staff) were involved in this process. 
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A New Look at the Numbers: A Continuum 
 

 
Background 
 

In the past, the United Way movement often has focused on one number  the amount raised.  It is 
recommended the United Way move beyond that one number and report dollars raised in terms of a 
continuum.  Some guiding principles should apply: 1) there should never be any double counting in UW1 
– UW6; and 2) it should be possible to add specific factors to get to different “lines” on the continuum. 
 
Each level would be listed individually and totaled at the point needed by the United Way organization and 
by United Way Worldwide for reporting purposes. 
 
Dollars raised directly in your community: 
 
UW1 Total undesignated gifts received by your United Way.  This includes service area contributions 
that are controlled by local United Ways, undesignated CFC and other combined campaigns that your 
United Way manages. 
 

UW2 Designated gifts to health and human service agencies (member and non-member including other 
local United Ways) from local campaigns, your CFC and other combined campaigns that your United Way 
manages. 
 
UW3 Designated gifts to non-health and human service agencies from local campaigns, your CFC and 
other combined campaigns that your United Way manages.  If your United Way does not segregate 
designated gifts, then include total designated gifts in this category. 
 
UW4 Bequest, endowment gifts and other grants received directly by the local United Way that are used 
to support operations or fund programs sponsored by local United Ways.  Includes valuation changes in 
endowment accounts.  Distributions from endowment accounts that are specifically restricted to support 
the campaign would be included in the appropriate UW1-UW3 category. 
 
UW5 In-kind contributions to local United Way and the value of volunteer time donated to the 
organization.  Value of volunteer time donated through a United Way Volunteer Center can be included in 
this number. (See Glossary under Value of Volunteer Time) 
 
UW6 Funds leveraged by local United Ways to support initiatives in the local community.  These funds 
do not necessarily flow through the local United Way organization. 
 
Dollars received from outside your community: 
 

UW7 Designated gifts received from campaigns outside of your community.  Include designated gifts 
from other United Way campaigns, CFC and other combined campaigns managed by other United Ways. 
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Policy for Reporting Amounts Raised 
to United Way Worldwide 

 
Purpose 
 

 Amount raised information reported to UWW will be used to provide performance comparisons 
across United Ways to aggregate an unduplicated national amount raised figure. 

 
 Amount raised information will be standardized so that reporting from the largest number of United 

Ways will be accurate and easy. 
 
 Amount raised information will be collected along a continuum to show United Ways’ campaign 

production totals as well as United Ways’ total impact in the community beyond the campaign. 
 
 Amount raised information reported to UWW will not affect local reporting to community.  The 

uniqueness of each United Way requires that amount raised reporting be handled in an individual 
manner. 

 
 
Policy  
 

 Campaign production is defined as gross pledges generated in your solicitation area through an annual 
campaign appeal by your United Way or on its behalf, regardless of how these pledges are designated 
or distributed.  Campaign production includes workplace giving, corporate giving, leadership giving 
clubs, special events, gross combined government campaign receipts (where your UW is the principal 
combined fund-raising organization (PCFO)), and collaborative campaign revenues from pledge 
processing/"agent/partner" relationships, but excludes designations to your United Way from other 
United Ways, in-kind gifts, interest income, government grants, special fund-raising drives, and 
endowment income (except when specifically restricted to the campaign.) 

 
 United Ways will report what they raise in their community. Donor designations to other United Ways 

should not be subtracted out, nor should incoming designations from other United Ways be included. 
 
 Where the United Way is the PCFO for a combined government campaign, gross receipts will be 

counted, regardless of how and where the funds are distributed. 
 

 Where a federated campaign is run by a non-United Way PCFO, United Ways should count net 
incoming designations as a part of their campaign production total. 

 
 Often, United Ways serve as pledge processors or fiscal agents for large corporate accounts.  In these 

situations, every attempt should be made to define roles of the cooperating United Ways as 
“processor,” “manager,” and “presenter.” 

 
The “processor” is the United Way that processes the pledges/designations for the account across 
a multi-United Way geographic area. 

 
The “manager” is the United Way in whose solicitation area a branch location of the company 
resides.  The manager actively runs the campaign at that location. 
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The “presenter” is the United Way that makes a corporate call on a company headquarters in their 
solicitation area.  In many cases, the “presenter” and the “processor” will be one and the same 
United Way. 
 

     The parties will count revenue from the corporate account in the following manner:   
 

The “manager” will count the campaign revenue raised at the branch location, net of the 
“processor’s” fee.   

 
The “processor” will count the fee for disbursing funds in their United Way’s total impact figure.  
However, neither the fee nor the gross revenue from this corporate account will be counted as 
campaign revenue in this United Way’s campaign production total. 

 
The “presenter” will count only the revenue raised by the headquarter office in their solicitation 
area, net of the “processor’s” fee, if applicable. 

 
 Special Provision: Where special local arrangements exist between two or more United Ways for 

dividing and reporting revenues from collaborative fund raising or combined government campaigns, 
UWW will recognize reporting based on these arrangements so long as the sum of reports by all 
participating United Ways accurately reflects total revenues. 

 
 Campaign production, as defined in this policy and as reported to UWW in a standardized fashion, will 

be UW1-UW3 along the United Way impact continuum.  UWW will collect additional figures to show 
United Ways’ total impact in the community beyond campaign, including revenue from other sources 
such as government grants, planned giving/endowments, in-kind gifts, pro bono services and FEMA 
administration. 
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Step-by-Step:  Reference Guidelines 
 

 Step Who Criteria/Best Practices (at least) 
1. Determine 

Final Campaign 
Report (Local) 

Campaign Chair, 
Campaign 
Director, CPO, 
Board Chair 

 80% of the campaign should be confirmed in writing 
 Only project accounts with giving history (do not project new accounts) 
 Detailed analysis done in campaign area; final approval to include CPO, Board Chair 

and Campaign Chair 
 Account projection analysis should include: 

 Account-by-account analysis with Campaign Director, Campaign Staff, and 
Loaned Executive  

 Verbal commitment should be based on previous giving history 
 Consider individual or company status for projections 

2. Determine 
Designation 
Total 

CFO, Finance 
Chair, Board 
Chair, CPO  

 Utilize final campaign report (updated with final campaign information) 
 Projection analysis criteria: 

 Designations from prior year not in this year’s report 
 Account-by-account debriefing with campaign team, finance and operations 

team (Regional Forecast Step) 
 Identify changes in designation policy and practice for potential impact on 

campaign 
 Process designations at the same time as general pledge processing 
 Thank donors and confirm designations on an on-going basis (i.e. once a 

week) 
 Forecast designations from regional/national processors based on designation 

as a percentage of total from previous year 
3. Convert All 

Projected 
Pledges And  
Designations 
Into 
Confirmed 
Commitment 

Campaign 
Director, CPO, 
CFO(Inform 
Board, Finance, 
Campaign Chairs 
of results) 

 Signed pledge form within 90 days after declaration of campaign total 
 All designations in database within 90 days after declaration of campaign total 
 Follow-up by campaign staff 

4. Create An 
Organizational 
Spending Plan 
(Fund 
Distribution 
Document) 

Finance 
Committee, CPO, 
CFO, Executive 
Committee, Board, 
Allocation 
Committee, Board 
Chair, Lead Staff, 
Marketing 

 Final campaign total should not fall short of campaign projection by more than ¼ 
of 1% 

 Confirm other revenue total 
 Confirm designation total 
 Set firm deadline for campaign, designation, revenue totals (firm closing date to 

determine final) 
 Establish a date for spending plan, consistent with pledge and designation 

information 
 Align pledge/designation information with other key spending considerations 

(uncollectible, interest income, administrative, fees, multi-year commitments, etc.) 
 Creation of Best Practices 

5. Monitor 
Spending 

Finance 
Committee, CFO, 
CPO 

 Monitor pledge collection account-by-account 
 Early intervention on slow/no-payment pledges 
 Establish targets for pledge collection 
 Alignment between invoicing, collection work, recognition and marketing 
 Pay out based on actual account collections 
 Monitor at least quarterly 

6. Annual 
Endowment 
Activity 

Finance and/or 
Endowment 
Committee, CPO, 
CFO, Planned 
Giving Staff 

 Donor restricted endowment gifts are reported at date of receipt market value 
 Report irrevocable remainder gifts (donor restricted to the endowment fund) 

discounted to the amount that qualifies for federal tax deductions 
 Report donor restricted endowment lead trusts <5 years at market value; >5 years 

discounted to present value of projected income stream 
 Report increase/decrease endowment principal following distributions and 

excluding market value of gift received 
 FASB standards 136 apply 
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Implementation Plan 
 

 
Action       Timeframe  Responsible 
 
1. Survey the field on best practices  August/  United Way of America 
       September 1999 
 
 
2. Reporting for input and approval 
 

A. National Professional Council  December 1999/ Gallagher/Task Force 
      February 2000  (Approval) 
 
B.  Resource Development Committee November 1999/ Gallagher (Input) 
      February 2000  Gallagher (Approval) 
 
C.  UWA Board    March 2000  Barnett/Gallagher 
         (Approval) 
 
 

3. Create Written Guidelines in Final Form April 2000  United Way of America 
 
 
4. Share at Community Leaders’ Conference April 2000  Task Force (Introduction) 
 
 
5. Send Final Guidelines and Reporting  April 2000  United Way of America 
 Format to the Field 
 
 
6. Gain Input from Regional Council on   April/   United Way of America 
 Implementation Process   December 2000 
 
 
7. Begin Revised Annual Reporting Process Fall 2000  United Way of America 
 
 
8. Begin Annual Mailing to Local Board  January 2001  United Way of America 
 Chairs and CEOs 
 (Reminder on projection and spending) 
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United Ways 
With Existing Campaign Reporting And Spending Guidelines 

 
 
 

United Way of Linn County 
Albany, Oregon 
 
United Way of Mower County, Inc. 
Austin, Minnesota 
 
Treasure Valley United Way 
Boise, Idaho 
 
United Way of Manatee County, Inc. 
Bradenton, Florida 
 
United Way of Santa Cruz County 
Capitola, California 
 
United Way of Central Carolinas 
Charlotte, North Carolina 
 
United Way of Denton County, Inc. 
Denton, Texas 
 
United Way of Bucks County 
Fairless Hills, Pennsylvania 
 
United Way of Greater Fall River, Inc, 
Fall River, Massachusetts 
 
United Way of the Capital Region 
Harrisburg, Pennsylvania 
 
Lenoir County United Way 
Kinston, North Carolina 
 
United Way of Merrimack Valley, Inc. 
Lawrence, Massachusetts 
 
Union County United Way 
Lewiston, Pennsylvania 
 
United Way of Pulaski County 
Little Rock, Arkansas  
 
 

United Way of Hocking County 
Logan, Ohio 
 
United Way of Minneapolis Area 
Minneapolis, Minnesota 
 
United Way of Muskegon County 
Muskegon, Michigan 
 
United Way of Muskogee, Inc. 
Muskogee, Oklahoma 
 
United Way of Comal County 
New Braunfels, Texas 
 
United Way of Southeastern Pennsylvania 
Philadelphia, Pennsylvania 
 
United Way of Yavapai County 
Prescott, Arizona 
 
United Way California Capital Region 
Sacramento, California 
 
United Way of the Siouxland 
Sioux City, Iowa 
 
United Way of the Ozarks 
Springfield, Missouri 
 
United Way of Greater Topeka 
Topeka, Kansas 
 
United Way of Greater Tucson 
Tucson, Arizona 
 
United Way of Marathon County 
Wausau, Wisconsin 
 
United Way of York County 
York, Pennsylvania 
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Frequently Asked Questions  
Amount Raised Policy  

 
 

Q: How does the standardized amount raised figure differ from what is announced locally? 
 
A:  The amount raised policy establishes a method for reporting a standardized and unduplicated 
amount raised figure to United Way Worldwide; this in no way affects what is reported locally to the 
community.  Locally announced figures and the method for calculating them are unique to each 
community.  
 
Q:  Does the amount raised policy ask United Ways to report what they raise or what they 
receive? 
 
A:  The amount raised policy asks United Ways to report what they raise in their solicitation area 
rather than what they ultimately receive and distribute.  This means United Ways are to count 
what they raise in their solicitation area before transfers/designations to other United Ways are 
taken out and before transfers/designations from other United Ways are added in.   
 
Q:  How are the CFC and other combined campaigns counted? 
 
A:  Where a United Way serves as the PCFO (campaign manager) for the CFC or any other 
combined campaign, that United Way should count the gross campaign receipts. 
 
Q:  What if two or more United Ways participate in the CFC or another combined 
campaign? 
 
A:  If two or more United Ways participate in the CFC or any other combined campaign, the United 
Way that is the PCFO should count the gross receipts of the campaign.  The other participating 
United Way(s) should not count receipts from the campaign unless a special arrangement is made 
between the United Ways.  In this case the PCFO United Way should count gross receipts less the 
amounts agreed to be reported by other United Ways.   
 
Q:  What if the PCFO of the CFC or any other combined campaign is not a United Way? 
 
A:  If the PCFO of the CFC or any other combined campaign is not a United Way (perhaps a 
government agency or another federation), then each participating United Way should count its 
share at gross receipts from that campaign. 
 
Q:  What if our United Way is a part of an area wide fund-raising agreement? 
 
A:  If your United Way is a part of an area wide fund-raising agreement (e.g. Tri-State, UWONE, 
etc.) and there is an already established way of reporting non-duplicative campaign results, United 
Way Worldwide will honor these reporting guidelines under the special arrangement clause in the 
policy.  
 
Q:  How is centrally processed campaign revenue counted under the amount raised policy? 
 
A:  Every attempt will be made to classify the participants of centrally processed campaign activities 
in one of the three categories: 
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Processor:  the United Way that processes the pledges/designations for the account across a multi-
United Way geographic area. 
Manager:  the United Way in whose solicitation area a branch location of the company resides.  
The “manager” actively runs the campaign at that location. 
Presenter:  the United Way that makes a corporate call on a company headquarters in their 
solicitation area, often representing the requests and interests of multiple United Ways.  In many 
cases, the “presenter” and the “processor” will be one and the same United Way. 
 
The parties will count revenue from the corporate account in the following manner: 
 
 The “manager” will count the campaign revenue raised at the branch location, net of the 

“processors” fee. 
 The “processor” will count the fee for disbursing funds in their United Way’s total revenue or 

total impact figure.  However, neither the fee nor the gross revenue from this corporate account 
will be counted as campaign revenue in this United Way’s campaign production total. 

 The “presenter” will count only the revenue raised by the headquarters office in their solicitation 
area and that portion of the corporate gift specified for their area, net of the “processors” fee, if 
applicable. 

 
Example:  If ABC Company is headquartered in the United Way of Central County’s solicitation 
area, and the United Way of Central County makes a call on that company on behalf of participating 
United Ways, they are considered the “presenter.”  If the United Way of Techny County processes 
the pledges for all ABC Company locations across the country, they are the “processor.”  If the 
United Way of Springfield County has a branch location of the ABC Company in their solicitation 
area and runs the United Way campaign at the ABC Company in Springfield County, they are the 
“manager.” 
 
In this scenario, the United Way of Central County counts the campaign results for the headquarters 
location of ABC Company, net of the processor’s fee.  The United Way of Techny County counts 
only the revenue generated from processing the pledges for ABC Company and counts this 
processors’ fee as revenue beyond the campaign.  The United Way of Springfield County counts the 
campaign results from the branch location of ABC Company in Springfield County, net of the 
processors’ fee. 
 
Q:  What about incoming designations from other United Ways? 
 
A:  Incoming designations from other United Ways should not be counted in the standardized 
amount raised figure UW1-UW6.  The standardized rule of thumb is to count designations going to 
other United Ways but exclude designations coming from other United Ways. 
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Glossary 
 
 

Administrative Fees – Revenues United Way gets from its role as fiscal agent, etc. 
 
Bequest –  In general, these are gifts made at death through a person’s will.  Bequests can also be 
made through life insurance or by naming United Way the beneficiary of a retirement plan such as 
an IRA.  These monies are not used in the allocation process. 
  
Best Practices  – Identified successful processes from other LUWs around campaign and spending 
plans. 
 
Campaign and Resource Development Reporting System – A template to give LUWs a 
framework for establishing their revenues and spending plans.  It more closely reflects the way 
LUWs do business today and allows the capturing of non-traditional revenues. 
 
Campaign Production  – Gross pledges generated in your solicitation area through an annual 
campaign appeal by LUWs.  As defined in this policy and as reported to UWW in a standardized 
fashion will be UW1 – UW3 along the impact continuum. 
 
Combined Federal Campaign (CFC) – A campaign conducted in the federal employment sector. 
 
Continuum Reporting System – A reporting system that moves beyond one number to provide a 
range of concepts concerning the activities of LUWs.  The system starts with a very conservative 
definition of a LUW’s income.  But then this conservative definition is expanded to include more 
factors that LUWs are involved with (e.g., designated dollars, in-kind contributions, leveraged funds, 
etc). While UW3 (as defined on page 7) is the standard number reported to the media, the more 
liberal and conservative definitions on the continuum can be used to meet a wide range of needs 
from audits to showing the impact of a LUW in community building. 
 
Designation – Dollars directed to a specific organization by a donor. 
 
Distribution from Endowment Accounts – Dollars that are used for LUW’s operations or 
allocations. 
 
Documented Pledge – Revenues that have signed documentation. 
 
Double Counting – A situation in which LUWs count the same dollar – or other resource—twice.  
The system outlined in this report is designed so that no two LUWs count and include the same 
dollar. 
 
Endowment – Revenue that is restricted for future use. 
 
FEMA Administration –  A system administering dollars for food and emergency services in your 
local area. 
 
Fiscal Agent – A manager of funds for another 501(c )(3) organization. 
 
Government Grants –  Revenues LUWs receive from public sources. 
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Health and Human Service Agencies – A 501(c )(3) non-profit organization with a  mission to 
impact the health and social well being of people.  
 
In-Kind Contributions – Services or goods donated to LUWs.  LUWs need to establish a dollar 
value for in-kind contributions. 
 
Interest Income – The interest received on your account other than endowment interest. 
 
Irrevocable Remainder Gifts – Gifts that are restricted by the donor to the endowment fund. 
 
Leverage – Using LUWs dollars to generate other dollars for the community. 
 
Manager – The LUWs in whose solicitation area a branch location of the company resides.  The 
manager actively runs the campaign at the location. 
 
Market Value – The value of any investments in the stock, bond, etc. markets. 
 
Multi-Year Commitments – A promise LUWs make to agencies for more than one fiscal year. 
 
Net Incoming Designations – Designations from other federated fund-raising sources coming 
into your LUW. 
 
Non-Health and Human Service Agencies – A non-profit organization that focuses on 
education, environment, or the arts. 
 
Oral Projection – A forecast of a company’s employee and/or corporate UW contributions made 
to LUWs verbally by a company. 
 
PCFO – The primary combined fund organization that is selected to administer the CFC campaign. 
 
Planned Giving – A gift expected in the future (gift from appreciated stock or real estate, bequests 
or a split-interest giftincome or remainder gift). 
 
Presenter – The LUWs that make a corporate call on a company headquarters in their solicitation 
area.  In many cases the “presenter” and the “processor” will be one and the same LUW. 
 
Previous Years’ Company’s Performance – The performance of companies in previous years 
(card value). 
 
Pro Bono Services – A volunteer service provided to LUWs that offset an expense. 
 
Processor – The LUWs that processes the pledges and designations for the account across a multi-
UW geographic area. 
 
Projection – Revenues expected to raise, without documentation to support the number. 
 
Public Reporting – The number the LUW chooses to report to the community. 
 
Receivable – Revenues expected from the documented pledge. 
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Spending Plan – The projected “how” United Way will spend the revenues generated. 
 
Table Stakes – The performance threshold for all LUWs and the basic level in various area – such 
as quality, trust, etc. – expected by donors. 
 
Uncollectibles – The amount that is not collected on a receivable due to reversal of a donor pledge. 
 
Undesignated Gifts – The community fund or dollars allocable in your community. 
 
Value of Volunteer Time – The dollar value of volunteer time is $14.83 per hour for 1999.  The 
value of volunteer time is calculated by taking the average hourly wage for nonagricultural workers 
in 1999 as published in the Economic Report of the President (1999 edition) and increasing it by 12 
percent to estimate fringe benefits. 
 
Written Projection – A signed document indicating dollars generated by a company. 
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