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Challenging Assumptions
Sometimes conventional wisdom is wrong. For example: 
“Few people participate in workplace giving campaigns anymore. Those 
who do just fill out their payroll deduction form and forget about it until 
next year.”  “Across the board, men always give more than women.”  
“Generally speaking, in wealthy couples the person who makes the money 

makes the philanthropic decisions.”

Thanks for opening our newest issue of  Philanthropy Matters. It has a slightly new 
look and feel, and more important, offers compelling challenges to 
conventional wisdom about how and why people give.

As philanthropy continues to change and becomes more complex, the  
Center on Philanthropy’s approach remains simple: we will produce rigorous 
research you can use to confirm, challenge, or change the assumptions 
influencing your organization’s strategy. And we will put those findings in your 
hands how and when you need them.

Sincerely,

Patrick M. Rooney
Executive Director, The Center on Philanthropy at Indiana University
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In Wealthy Households, 
Who Decides?
New research offers rare 
insights into the philanthropy 
of high net-worth donors. 

How do wealthy households decide where and how to give?  
The answers may surprise you.

The 2010 Bank of America Merrill Lynch Study of High Net-Worth 
Philanthropy included questions rarely if  ever asked of  high 
net-worth donors: questions about how they invest their 
philanthropic dollars, who they trust to address societal and 
global problems, and how couples make decisions.

Conducted for Bank of  America Merrill Lynch by the Center 
on Philanthropy at Indiana University, this landmark biennial 
study began in 2005 and has proved to be a leading resource on 
the giving amounts, behaviors, and motivations of  people with a 
household income greater than $200,000 and/or net worth of   
at least $1 million, excluding their primary residence. 

This year’s extensive findings are available online at  
www.philanthropy.iupui.edu/2010HighNetWorthStudy/.  
These results will aid donors and their advisors as they consider 
their giving, and will help nonprofits better understand this 
group that plays such a significant role in U.S. philanthropy.

“This is the first time we’ve looked this deeply into high net-
worth households to try to better understand how philanthropic 
decisions are made,” says Una Osili, the Center’s director of  
research. “Understanding the environment in which donors are 
making decisions helps nonprofit professionals develop better 
strategies for working and communicating with them.”

Many Decision-Making Models
Consultation and collaboration drive philanthropic decision 
making by high net-worth donor couples. More than two-thirds 
of  the couples surveyed confer with each other before giving 
money to charities. Two out of  five (41.0 percent) made their 
decisions together and a quarter (25.9 percent) discussed their 
decisions before one person made the final choice. 

“This research gives us unprecedented insights into how high net-
worth couples decide where their philanthropic dollars go,” Osili 
says, noting that some nonprofits may assume men are the primary 
philanthropic decision makers, rather than women deciding or the 
couple choosing together. This research, coupled with Women Give 
2010 (see page 5), demonstrates women’s influence in giving. 

More than 30 percent of  respondents made decisions separately 
—16.4 percent made their household’s charitable contributions 
without conferring with their partner, and 15.2 percent of  
couples reported they each made independent decisions about 
the couple’s giving.

In Wealthy Households, 
Who Decides?
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“There’s not one model that rules charitable decision making,” 
cautions Osili, who notes that nonprofit professionals should 
tailor their solicitations to individual couples’ philanthropic 
priorities, life experiences, and decision-making process. 

Balancing Risks and Returns
When it comes to investing their philanthropic dollars, high  
net-worth donors are less willing to take risks than they are with 
their personal investment portfolio.

“Donors seem to appreciate that their philanthropic assets—
whether in a donor-advised fund, private foundation, or another 
giving vehicle—are not their own, but are to be used for the 
common good,” says Claire Costello, national foundation 
executive for philanthropic management at Bank of  America 
Merrill Lynch. “They understand that their philanthropic capital 
ought to be invested with appropriate levels of  risk considering 
that these assets are intended for public benefit.”

While over a third (35.2 percent) of  high net-worth households 
were willing to tolerate above-average or substantial risk in their 
personal portfolio, only 22.9 percent were willing to assume that 
risk in their philanthropic investments. More than a quarter, 
25.7 percent, said they were completely risk averse in their 
philanthropic investing, compared to 10.4 percent who avoided 
any risk with personal investments.

“Risk management, metrics, and measurable outcomes—these are 
extremely important to high net-worth donors,” Osili says. The 
message for nonprofits is clear: “Demonstrate prudent financial 
practices and make sure you communicate to donors how you are 
managing resources.” 

Confident in Nonprofits
Nonprofit organizations have the trust of  high net-worth donors. 
Most wealthy donors reported holding either some confidence 
or a great deal of  confidence in nonprofit organizations (94.5 
percent) and individuals (89.1 percent) to solve societal or global 
problems. Over half  reported having that level of  confidence 
in the federal government (58.1 percent) and state or local 
government (54.5 percent), while about a third (32.0 percent) 
expressed that level of  confidence in Congress.

“This study offers timely information and insights that nonprofit 
professionals can use as they create strategies for attracting and 
maintaining relationships with more of  their high net-worth 
donors,” Osili says. “One way to do this is by helping these 
donors understand the strategies in place to safeguard their 
mission and resources.”

F F M O R E  I N F O F F

Contact Una Osili at uosili@iupui.edu. Visit www.philanthropy.iupui.edu/
2010HighNetWorthStudy/ for many more findings about the philanthropic 
practices of  wealthy households.

What Wealthy Donors Want 
New insights about what motivates wealthy donors to give— 
and why they stop. 
www.philanthropy.iupui.edu/philanthropymatters

Building Knowledge
about Large Gifts
This fall, the Center on Philanthropy is launching a 
new research project to fill a notable gap in the 
knowledge about giving.

Scaling Philanthropy: Building Knowledge about Million Dollar 
Gifts will expand understanding of  giving at this level, 
building on the Center’s extensive research on 
individual, household, and high net-worth giving and 
its Million Dollar List™ of  $1 million–plus gifts.

The project will yield free resources—such as a more 
extensive, easy-to-use database of  million-dollar-and-
up gifts—that will increase access to information 
about large gifts and provide insights for donors, 
charitable advisors, nonprofits, policy makers, news 
media, and the public.

Look for more information in future issues of  
Philanthropy Matters.



Gender Matters
Women g ive s ign i f icant ly  more than 
men across near ly  a l l  income levels .

For some time, the standard thinking was that women were more 
likely to give to charitable organizations than men, but that they 
gave less.

“We’re challenging that conventional wisdom,” says Debra Mesch, 
director of  the Women’s Philanthropy Institute (WPI) at the 
Center on Philanthropy at Indiana University. “When we take 
into account differences in education, income, and other factors 
that affect giving, it’s clear that women in almost every income 
category—not just wealthy women—give significantly more than 
their male counterparts, and in many cases nearly twice as much.”

Women Give 2010, a new study by WPI and the Center, looks at 
giving by households headed by single people to understand giving 
differences between men and women. Using data from the Center 
on Philanthropy Panel Study (COPPS)—a biennial survey that tracks 
the giving of  the same 8,000 U.S. households over time—Women 
Give 2010 controls for factors such as income, wealth, education, 
age, race, number of  children, and employment status to provide a 
clearer picture of  giving by gender.

In every income group but one, women gave more than men.  
In the lowest income bracket, women gave 92 percent more than 
men, and in the highest income group, women gave 94 percent 
more. Only women who earn $23,510 to $43,499 per year—the 
second-lowest income bracket—gave less than men.

“These data can be conversation starting,” says Trish Jackson,  
vice president for development at Smith College. “The research 
helps us encourage women to think of  themselves as 
philanthropists.”

Why I Give
Patricia (trish) P.  Jackson

Vice President for 
deVeloPment, smith college 

The best lessons are sometimes 
unexpected. Having been a successful 
development practitioner at several 
higher education institutions, Trish Jackson questioned how 
an academic center on philanthropy could explore the 
nuances of  development work and advance the field. 

Seeing is believing. When she was vice president for 
education at the Council for Advancement and Support of  
Education (CASE), Trish visited the Center on Philanthropy 
several times and was struck by the meaningful marriage of  
theory and practice taking place. She thought, “It truly is the 
premier center examining philanthropy both as a cultural 
phenomenon and in the context of  the larger world.”

Trish’s relationship with the Center deepened as she 
strengthened her ties to the Women’s Philanthropy Institute, 
a program that sparked her interest as a development and 
alumnae professional for women’s colleges. Today, she is vice 
chair of  the Women’s Philanthropy Institute Council.

“What’s happening at the Center is part of  a narrative that is 
bigger than I am,” she shares. “I give to advance the work of  
the Women’s Philanthropy Institute and the Center. I’m 
proud to be a part of  that. And I’m excited about it.”

The study also lends insight into the giving of  singles, a growing 
demographic in the U.S. population. Among never-married and 
divorced respondents, women gave more than men; however, 
widowed men gave more than widowed women.

“The main message for nonprofits is to pay attention to the 
philanthropic power of  women and develop fundraising strategies 
that appeal to their priorities,” Mesch says. “When you fail to 
reach out to women effectively, you’re missing the chance to 
engage a huge potential pool of  people who can really make a 
difference for your charity.”

F F M O R E  I N F O F F

Contact Debra Mesch at dmesch@iupui.edu. Read more about Women Give 2010 
at www.philanthropy.iupui.edu/womengive/.

Changing the World of  Women’s Giving 
WPI Director Debra Mesch looks at giving through a gender lens. 
www.philanthropy.iupui.edu/philanthropymatters
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information from interviews with executives of  43 companies, 
and case studies of  companies that improved their campaigns.

“This research reveals the scale and scope of  how people are 
investing in their communities through workplace giving,” 
says Brian A. Gallagher, president and CEO of  United Way 
Worldwide. “Today’s workplace campaigns are using new tools 
and strategies to help donors and companies impact important 
social issues such as education, income, and health.”

Alignment and Engagement
“Workplace giving campaigns are widely prevalent,” Osili says. 
About 36 percent of  the full-time employees surveyed worked at 
a company that offered a workplace campaign, and 70 percent 
of  these employees were offered United Way campaigns. When 
asked to give to a campaign, more than half  of  employees (54 
percent) did. Their average gift was $170, about 15 percent of  
their total annual giving.

The key to increasing those numbers, the study found, is 
aligning with employees’ and companies’ values.

Employee donors’ top five reasons for giving were helping 
people meet their basic needs (60 percent), identifying with 
a cause (57 percent), making an impact (56 percent), giving 
back to the community (53 percent), and a sense of  social 
responsibility (53 percent).

Innovative strategies for 
workplace giving engage 
companies and employees 
in new ways.

When you think of  workplace giving campaigns, a gift request 
form may be the first thing that comes to mind. But workplace 
campaigns are changing, employing innovative tools and 
strategies that are sparking engagement and redefining how 
companies and employees improve their communities.

“Companies are seeking deeper, year-round engagement 
with the nonprofits they serve,” says Una Osili, director of  
research at the Center on Philanthropy at Indiana University. 
“Corporate social responsibility goals are broader now, to 
incorporate not just employee giving, but also volunteering and 
other ways to be engaged with nonprofits in a community.”

A new study conducted by the Center highlights successful 
workplace campaign strategies, helping nonprofits and 
companies develop engaging campaigns.

The most comprehensive study to date on U.S. workplace 
giving, it includes data from a survey of  6,000 workers, 

Workplace Campaigns
Go Hands-on
Workplace Campaigns
Go Hands-on
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The study also found that employees want to be engaged 
beyond a payroll deduction—they want to roll up their 
sleeves and get involved with the organizations they support. 
Consequently, companies are encouraging their employees to 
volunteer as part of  their workplace campaign.

“Many companies offer paid time off  for volunteering or 
company matches if  you volunteer with an organization,” Osili 
says. These programs can also take advantage of  employees’ skills, 
such as when a bond-rating firm helped a microfinance nonprofit 
improve entrepreneurs’ financial models.

Increased engagement may lead to long-term benefits for 
nonprofits, as well. Nearly half  (49 percent) of  the workers 
surveyed said they stopped giving to a campaign because they 
changed jobs or retired. By engaging donors in philanthropic work, 
nonprofits can build relationships that transcend the workplace.

Companies still face some challenges when implementing 
campaigns, especially in tough economic times. Some companies 
found it difficult to ask employees to give after layoffs or salary 
cuts. Yet most companies felt their giving campaign became even 
more important as community needs increased, and offering 
volunteer opportunities helped ease the tension.

Stories and Strategies
Employees and companies want to see the results of  their giving 
and volunteering. 

Two-thirds (66 percent) of  employees expect a report on 
how their gift was used, and 64 percent said they would give 
more if  they knew the measurable impact of  their gift. All 
the corporate executives interviewed said that outcome-related 
numbers and personal stories were vital to effective campaigns. 

In the past, these outcomes were often shared through site visits 
or presentations, which could be inconvenient or costly for 
companies with many off-site employees. Now many campaigns 
are sharing results through websites and videos. 

“Electronic means can be very effective, especially as a tool 
for showing impact and sharing stories about the needs in a 
community and the causes a gift will support,” Osili says. One 
company distributed video cameras to local nonprofits so they 
could make short, fun videos about their work.

For companies, integrating a workplace campaign with their 
overall corporate social responsibility priorities and fostering 
collaborations with the community have become essential 
strategies for successful campaigns.

“Strengthening communities involves companies, employees, 
and civic leaders working together,” Osili says. “Workplace 

Run a Successful
Workplace Campaign
Tips for Nonprofits

•	 Think long-term. Build lasting relationships 
with donors through volunteering and other 
opportunities for engagement.

•	 Adapt your messages. Different audiences within 
a company—such as women and young donors—
may have different motivations and prefer 
different forms of  communication.

•	 Be flexible. Tailor campaigns to companies’ 
corporate social responsibility priorities and 
employees’ values.

Tips for Companies

•	 Encourage volunteering. Consider offering paid 
time off  to employees who donate their time.

•	 Be strategic. Find a cause that supports your 
corporate social responsibility priorities, fits your 
brand, and takes advantage of  your employees’ skills.

•	 Incorporate technology. Solicit gifts 
electronically, and use multimedia to inspire 
employees and show the impact of  their gifts.

campaigns are still an effective, efficient way to bring human 
capital and financial resources together on a large enough scale 
to make a difference.”

Most of  all, successful workplace campaigns must reflect the 
values of  the employees and the company.

“The companies, employees, and community partners involved 
in enhanced campaigns found ways to align their needs and 
values in a way that inspired donations and created effective 
collaborations to address the issues facing society,” Osili says.

F F M O R E  I N F O F F

Contact Una Osili at uosili@iupui.edu. Read more about the workplace 
campaign study and methodology at www.philanthropy.iupui.edu/
workplacegiving.

Aligning for Impact
Coordinating a workplace giving campaign and corporate 
responsibility goals can yield big results. Just ask Deloitte.
www.philanthropy.iupui.edu/philanthropymatters

Workplace Campaigns
Go Hands-on
Workplace Campaigns
Go Hands-on
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CHANGE SERVICE REQUESTED

“I feel so good that I can refer anyone to 

The Fund Raising School’s courses with  

rock-�solid, A+ confidence. Each course I took  

was outstanding and worth every minute.” 

–Sayuri Hanna, Flintridge Operating Foundation

Now more than
ever, expertise 
counts.
2011 Course Schedule Now Available

The Fund Raising School
The Center on Philanthropy at Indiana University

Contact us today: 800-962-6692   www.philanthropy.iupui.edu

•	 More online and in-�person options for busy professionals 
and diverse learning styles

•	 Social media course expanded to two full days in-�person 
with more cutting-�edge content and also available online

•	 Courses to be offered in Minneapolis, MN

Registration now open!

For the complete schedule, call or visit us online today!

What’s new?
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