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UW-C recognizes and appreciates
the significant role they have, as com-
munity organizations and as a Move-
ment, to be a catalyst for effective
community action. UW-C is committed
to bringing citizens together to identify
and realize a vision of better lives,
improved conditions and stronger com-
munities for everyone.

Achieving the vision requires input
and involvement from people across
all parts of our communities. Whether
they participate by volunteering, con-
tributing financially or providing knowl-
edge and expertise, people are seeing the
powerful results — the impact — of col-
lective action.

By providing safe, healthy environ-
ments for children and youth — opening
doors for their lifelong success. By sup-
porting people’s efforts to escape poverty,
live independently and overcome chal-
lenges — building self-reliance and
capacity to give back. By building safer,
more welcoming and economically strong
neighbourhoods — creating a vibrant
community that can better respond to
challenges now and in the future.

In 2005, Canadians invested over
$430 million in the UW-C Movement.

BRAND VALUES

Organizations that are successful in this
turbulent, complex and fast-moving
environment share common character-
istics. First, they have a clear mission
and brand position. Second, they work
differently, investing heavily in knowl-
edge and knowledge management and
redesigning their processes. Third, they
boast strong leadership and a laser-like
focus. Fourth, they deliver against their
clear mission and objectives.

UWs-Cs are doing just that. In May
2003, the UW-C Movement adopted a
Movement-wide mission: “To improve
lives and build community by engaging
individuals and mobilizing collective
action,” as well as aspirations and val-
ues to support this mission.

The goal of the UW-C Movement is
to achieve community impact through
community building. Community impact
has been described as “cumulative, last-
ing, measurable change that improves

RECENT DEVELOPMENTS
UWs-Cs are keenly aware that the environment in
which we operate is always changing. Public pol-
icy, demographic and social trends, technological
innovations, economic changes, and shifts in indi-
vidual and corporate values and expectations have
all experienced major change in recent years.
With significant changes in their local envi-
ronments, and with the issues facing their com-
munities becoming more and more complex,
communities across Canada were looking for lead-
ership. UWs-Cs challenged themselves to respond
and united behind a common mission, aspirations

and values and a commitment to “achieving com-
munity impact through community building.”

By bringing together a broad cross section of
society to identify, track and address community
issues, to raise and leverage funds and to engage
individuals through volunteering, UW-C mobi-
lizes communities into action. Integral to their
community building efforts is the belief that all
communities have assets which need to be identi-
fied and built upon and that societal issues must
be dealt with holistically and at their root.

PROMOTION

Campaign achievement is demon-
strated through the strong commit-
ment of our UWs-Cs who marshal
local, provincial and national media
channels; through corporate and
union workplace campaign sup-
port; from individuals who provide

support financially and/or through
time; and through cross promotion and sponsor-
ship partnerships — all of which support the
annual fall UW-C campaign and year-round
awareness of creating community impact through
community building efforts.

As part of the partnership between UWC-CC
and the Canadian Labour Congress, unions
encourage their members to work with and vol-
unteer for UWs-Cs and community agencies all
year long. Many unions get directly involved in
workplace campaigns, promoting member dona-
tion and volunteer activities during campaign.

The “Thanks a Million” national award of
UWC-CC recognizes the corporations and unions
that have facilitated their employees or members
raising $1 million or more for UWs-Cs across the
country. An advertisement is generally run in a
nationally distributed newspaper, which offers
further recognition to the UW-C Movement.

With the continued rapid evolution of tech-
nology, UWC-CC has updated its public Web site
at www.unitedway.ca. The Web site acts as a
portal for Canadian citizens to connect to their
community UW-C. It also serves as a valuable
marketing tool as it can be viewed and accessed
by virtually anyone.

National initiatives and partnerships such as
Action for Neighbourhood Change and 211 have
received attention from various constituents
through different local and national networks.

—b—

lives, builds resilient communities and mobilizes
collective action.”

Through Interbrand research conducted in
the United States, the calculated brand value of
$34.7 billion U.S. would place it in the top ten of
the world’s most valuable brands.
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THINGS YOU DIDN'T KNOW ABOUT

UNITED WAYS - CENTRAIDES IN CANADA

O Day of Caring® is a UW-C program that con-
nects organizations and employees to spend
a day working directly with the agencies and
programs that help people in the community.

O The number of Canadians with access to 211
grew in 2005 from 3.2 million to 4.6 million or
from 10 to 15 percent of the total population.

O UW-C—funded union counselling courses
train union members to link other members
in need with the agencies and services their
donations have supported through the
annual campaign.

O UW-C Leadership Development Services
delivers training to voluntary boards to
strengthen their governance and accountability.
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