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a remedy for Uncertainty
Uncertainty is the enemy of  philanthropy. 

When people feel unsure about their personal financial circumstances, they are  
less likely to give. When they aren’t sure their time and talents will be well used, they  
are less likely to volunteer.

Fortunately for nonprofits, knowledge is power.

Changes in the economy are causing nonprofit professionals sleepless nights. We can’t  
yet definitively know what the outcome will be for philanthropy. But research can help us 
assess the current situation, understand its implications, and equip us to prepare our 
organizations for the future.

Research can help us understand change, and change our understanding of  what we 
thought we knew. New knowledge enables nonprofits to overcome their own uncertainty, 
and empowers them to increase their effectiveness, expand their fundraising, and better 
relate to their donors, volunteers, and constituents. In this issue, we share research we hope 
will help you advance your organization’s important work.

Too many people are dropping out of  the volunteer workforce. Bob Grimm is trying  
to reverse that tide. A profile of  Bob’s work on volunteering research at the Corporation 
for National and Community Service and an article about how professional association 
members volunteer offer ideas to bring volunteer programs into the 21st century.

While Internet solicitations are unlikely to replace all other forms of  fundraising, 
nonprofits are seeing growing success with them. And a new study by the Center  
on Philanthropy reveals that differences in giving by men and women may not be what  
they seem, and highlights the fact that far more research is needed about women’s 
philanthropic behaviors. 

In these uncertain times, people want to reach out, helping others through giving and 
volunteering. Nonprofits can provide efficient, effective, and ethical frameworks for those 
interactions in our communities. We hope that this timely research will help you to 
strengthen that impact.

Sincerely,

Patrick M. Rooney
Interim Executive Director
   The Center on Philanthropy at Indiana University
Publisher
   Philanthropy Matters
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It’s the question on every nonprofit professional’s mind— 
what effect will the tumultuous U.S. economy have on charitable 
giving as nonprofits gear up for the year-end giving season  
and 2009?

While the answer is as yet far from clear, several studies by  
the Center on Philanthropy at Indiana University offer some 
perspective.

“For overall giving, historical precedent suggests the economy’s 
impact might not be as dire as popular opinion might indicate,” 
says Patrick M. Rooney, interim executive director of  the Center. 
“In light of  financial market upheavals, though, we could be 
heading into uncharted waters that may or may not follow 
precedent.”

“The picture is mixed right now. At this point it’s not doom and 
gloom, but it’s important for nonprofits to monitor the situation 
and their individual circumstances,” he added. “Different types 
of  nonprofits and different regions of  the country may be 
affected differently.”

A new study researched and written by the Center on 
Philanthropy for Giving USA Foundation’s Giving USA Spotlight 
newsletter analyzes the impact economic slowdowns and 
recessions have had on charitable giving. In the Spotlight, Giving 
USA Foundation offers advice to help nonprofits sustain or 
increase giving.

On average, between 1967 and 2007, giving decreased  
one percent during recession years, after adjusting for inflation.  
That compares with an average increase in giving of  2.8 percent 

during those 40 years, and average growth of  4.3 percent in years 
without a recession. 

“That’s essentially a 5 percent swing,” Rooney says. “Five percent 
may seem small, but that depends on your perspective. If  you got 
a 5 percent raise at work, you’d celebrate. But if  you took a  
5 percent pay cut, you’d take a hard look at your family budget. 
The same is true for nonprofits.”

In 9 of  the 15 years with at least one month of  recession, giving 
did not drop, but stayed stable or even rose. In years when a 
recession lasted eight months or longer—including the 
16-month recession and energy crisis of  1974—giving fell, on 
average and adjusted for inflation, by 2.7 percent per year. The 
economy is growing more slowly than in 2007, but, as of  press 
time, a recession (two successive quarters of  decline in GDP) had 
not been declared in 2008.

“The message nonprofits need to hear loud and clear is that they 
must stay the course with practical, no-nonsense communication 
between their organizations and their donors,” says Del Martin, 
chair of  Giving USA Foundation and chair of  the fundraising 
consulting firm Alexander Haas Martin. “The last thing charities 
should do is panic or put their heads in the sand while waiting 
for this storm to pass.”

Not all giving is equally affected by economic conditions, the 
study found. Giving USA data show that gifts to education have 
fallen, on average, 1.9 percent in recessions since 1967, while 
gifts to religion changed very little. Giving to foundations, the 
arts, and health organizations continued to grow, but more slowly.
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“Special events do more than raise money,” 
says Timothy L. Seiler, director of  public 
service and The Fund Raising School at the 
Center on Philanthropy. 

And that’s good—because almost half   
(49 percent) of  nonprofit fundraisers 
surveyed for the Summer 2008 Philanthropic 
Giving Index (PGI) reported receiving  
1 to 5 percent of  their organization’s revenue 
from special events, even though a large 
majority said special events provided a return 
on their investment. Just over 40 percent 
indicated that their most recent event was 
slightly effective in promoting the 
nonprofit’s mission, and one third said  
it was very effective.

What’s the return? Visibility, says Seiler. 
Special events “engage new constituents and 
strengthen existing relationships,” he says. 
That’s especially strategic in strained 
economic times when rallying new donors to 
your cause is difficult. 

But organizations need to be careful that the 
effort doesn’t outstrip the event. “Special 
events require a lot of  time of  staff  and 
volunteers,” Seiler says. “They are labor 
intensive. Organizations have to look hard to 
find the right events and the right number of  
events.”

More than 65 percent of  fundraisers 
surveyed said they held between 1 and 5 
special events in the past year.

Special events fundraising
“The goal is to develop a special event that  
is unique to your organization, that becomes 
your signature,” says Seiler. “Those are the 
most productive and effective in terms of  
visibility, public relations, and fundraising.”

Seiler cautions that any special event should 
be incorporated into a comprehensive 
fundraising program.

“Relying on events or any other single 
fundraising technique is not likely to bring 
an organization the success it is hoping for,” 
he says.
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What is surprising, notes Melissa Brown, associate director  
of  research at the Center on Philanthropy, are the giving trends  
for human services and public–society benefit charities: on 
average, those gifts grow, albeit more slowly, during recessions. 

“Americans can always be trusted to come through for the 
neediest in our society,” Martin says. “Our reports, which we 
have been doing for more than 50 years, bear this out over  
and over.”

The Road Ahead
For some organizations, historical patterns may offer some 
reassurance. But nonprofits are clearly concerned. Eighty-three 
percent of  fundraisers surveyed for the Center’s Summer 2008 
Philanthropic Giving Index (PGI) said the economy is having a 
negative effect on giving, up from 48 percent in late 2007.

The PGI, a semi-annual confidence index for giving, provides  
a snapshot of  fundraisers’ opinions of  the fundraising climate. 
Higher numbers indicate greater optimism.

The summer PGI was 82.8, down 6 percent from December 
2007 and 4.7 percent from last summer. Since 1998 the PGI has 
ranged from a low of  72.3 in the summer of  2003 to a high of  
94.6 in December 1999.

“In the Summer 2008 PGI, fundraisers reported lower rates of  
success with every type of  fundraising: direct mail, major gifts, 
corporate gifts, you name it,” says Timothy L. Seiler, director of  
public service and The Fund Raising School at the Center. “They 
are still raising money, but find it more difficult.”

Fundraisers for human services nonprofits were the most wary, 
rating their expectations for the next six months nearly 16 points 
lower than their peers.

The Center on Philanthropy Panel Study (COPPS) has found 
that donors with incomes under $50,000 may stop giving when 
their personal economic circumstances worsen. People with 
higher incomes, though, may reduce the amounts they give but 
are unlikely to stop giving completely.

Changes in the largest gifts can be a bellwether for giving. 
Through the first two quarters of  2008, the number of  publicly 
reported gifts of  $1 million or more made by individuals and 
tracked by the Center was on pace to match or surpass the high 
number in 2007. But the number of  gifts declined in the third 
quarter. 
 
“Million dollar-plus gifts have sometimes decreased in the third 
quarter even in good economic years,” Rooney says. “However, 
the latest results show a fairly precipitous drop from the first two 

quarters. We will watch to see whether this is a seasonal dip, or 
whether it could be the beginning of  a trend.”

Nevertheless, nonprofits are also keeping a close eye on the 
financial markets, with good reason, Rooney says.

“We know that changes in the stock market’s value at the  
end of  the year compared to the end of  the previous year, as 
measured by the Standard and Poor’s (S&P) 500 Index, is one of  
the strongest indicators of  what happens to giving in that year,” 
he says. 

Research by Partha Deb, now of  Hunter College, and  
Mark Wilhelm, Rooney, and Brown at Indiana University–Purdue 
University Indianapolis, suggests that a 100-point change in  

Strengthening Philanthropy 
and the nonprofit Sector
In these times of  economic uncertainty, it is more 
critical than ever that knowledge about philanthropy is 
generated and shared. The research conducted by the 
Center on Philanthropy at Indiana University is funded 
in large part through annual philanthropic support  
from individual, foundation, and corporate donors. 
Because of  their generosity, the Center’s research helps 
improve understanding and practice globally, which in 
turn enhances the individuals and communities  
served by nonprofits.

In this magazine, we share what we’ve learned in  
our research about cultivating online giving, about giving 
levels during periods of  economic unrest, and about the 
narrowing differences between giving by men and 
women. We also offer advice about how to work most 
effectively with volunteers for professional associations 
and ensure a valuable experience for them.

The Center relies on continued philanthropic  
support for conducting research and translating the 
findings into the new knowledge found in each issue of  
Philanthropy Matters. With your philanthropic support, you 
will join with the Center in sharing the power of  
knowledge—embodied in our research, educational 
initiatives, and outreach—that can transform 
communities and the world.

    Continued on page 15
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While online 
donations represent  
a so-far small 
percentage of overall 
giving, in the future, 
donors will go where 
nonprofits make  
it possible for them  
to go.

 n onprofit professionals are keenly interested in whether and how 
donors use Web sites and other online portals to give to charity, and in how to 
reach potential online donors. Three recent studies by the Center on Philanthropy 
at Indiana University and its partners are helping to answer those questions.

Americans gave more than $306 billion to charity in 2007, according to  
Giving USA 2008, a publication of  Giving USA Foundation researched and written 
by the Center. As young, Web-savvy donors begin to give more, the overall amount 
of  online donations is likely to keep increasing, says Melissa Brown, associate 
director of  research at the Center on Philanthropy. Online giving is estimated to  
be 3 percent of  the total given in 2007.

Location, Location
According to the American Express Charitable Gift Survey released in 2007 by 
American Express and the Center, of  the nearly two-thirds of  those surveyed who 
gave money to charity last year, one in 10 contributed online. 

    clicking  
on cultivation
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“This was perhaps the most revealing finding, and as we dug 
deeper we determined that it is due at least in part to donors 
not being aware of  opportunities to give online,” says Bradlee 
Benn, Vice President, Business Development, American Express 
Merchant Services. “There’s room for improvement to increase 
awareness of  those options, whether nonprofits establish new 
tools or increase an existing online profile.”

Why don’t more people give this way? The answer is simple  
but surprising: many Americans are in the dark about online 
giving options. More than a quarter (28 percent) of  those who 
gave offline said they either couldn’t locate a donation Web site, 
weren’t aware that they could make a gift online, or didn’t  
think of  it.
  
The American Express study found that convenience, speed, 
and the ability to respond quickly to an urgent need motivate 
many online donors.

Online giving does have limitations. In general, the study found 
that the typical donor gives in amounts of  $100 or less, 
whether online or offline. But among donors who give both 
offline and online, online gifts are considerably less than the 
average amount given offline. 

Nonprofits should be realistic about online fundraising,  
says Brown. “People who make major gifts usually have some 
personal connection with the institution and typically want 
something in writing,” she says. “You hear apocryphal stories 
about a $50,000 gift via the Web, but most online gifts are 
small.”

Digital Potential
As they have since 2000, fundraisers in the Center’s Summer 
2008 Philanthropic Giving Index (PGI) survey ranked Internet 
and e-mail solicitations as the least effective fundraising 
methods. But their use and reported success is growing steadily. 
In 2000 fewer than 10 percent of  nonprofits reported success 
with Internet fundraising and 7 percent reported success with 
e-mail. By 2008, those figures had grown to 32 percent and  
28 percent respectively—an upward trend that Brown believes 
will continue.

The Summer 2007 PGI found that online gifts tend to range 
between $51 and $250. It also revealed that for nearly half  of  
fundraisers surveyed, online gifts account for 1 to 5 percent of  
total contributions. 

Similarly, a 2008 survey for Giving USA Foundation 
conducted by the Center looked at public–society benefit 

nonprofits such as United Way, public policy, and economic 
development organizations and found that 82 percent of  those 
that used the Internet for fundraising received 5 percent or less 
of  their donation dollars online. 

Dwelling in the Domain
Nevertheless, Brown says, Internet philanthropy is part of  the 
wave of  the future. “Demographically we know that the people 
most likely to be online donors are soon going to be in a position 
to give very generously, if  they’re not already,” she says. 
“Fundraisers would be foolish to ignore their preferred means of  
communication.”

Instead, Brown believes that the studies can help nonprofits 
improve their online fundraising efforts. “Online giving is not a 
donor-driven phenomenon,” she says. “Donors will go where 
charities make it possible for them to go.”  

The 2007 PGI found that two-thirds of  nonprofits surveyed 
reported including an opportunity to donate in e-mails sent to 
constituents. Nearly 70 percent have a donation button or link 
on their Web site home page, while just over 60 percent offer 
automated online donations via credit card or e-funds transfer.

To draw more donors online, charities must give donors as many 
options as possible, Brown says. “Give donors a lot of  control 
over where their money goes and the ability to make special gifts. 
Donor control is critical for donor loyalty.”

Brown and American Express’s Bradlee Benn agree that while 
online philanthropy may be in its infancy, it will grow 
dramatically in the coming years. “It is important for charities to 
have a significant online presence,” Benn says, “because if  they 
don’t, they’ll be missing an incredibly valuable opportunity in the 
long run.”

While it is unlikely that the Web will ever make other forms of  
fundraising obsolete, says Brown, it has the potential to 
transform the philanthropic community. “If  fundraisers can 
figure out how to harness the power of  YouTube and other online 
communities and apply it to charitable giving effectively,” she 
says, “that would be immensely powerful. And we will get there.”

F F M o r e  i n F o F F

Contact Melissa Brown at msbrown@iupui.edu. The American Express 
Charitable Gift Survey is available at http://home3.americanexpress.com/
corp/pc/2007/aecgs.asp. For information on the Giving USA online giving 
survey, contact Sharon Bond at (847) 375-4836 or Sbond@connect2amc.com. 
To purchase the PGI report, go to www.philanthropy.iupui.edu/research/
fundraising-climate.aspx. 
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 V olunteering for community organizations traditionally 
changes over people’s lifetimes, depending on their stage of  life: 
school activities when they are young, family activities if  they are 
parenting. But professional associations that succeed at effective 
volunteer involvement have a special opportunity to engage 
volunteers in a more permanent way. 

That “other world” of  volunteers is explored by researchers  
Beth Gazley and Monica Dignam in a new book, The Decision to 
Volunteer: Why people give their time and how you can engage them, published 
by the American Society of  Association Executives (ASAE &  
The Center). Gazley is a member of  the Center on Philanthropy 
at Indiana University’s Philanthropic Studies faculty and an 

Altruism  
by Association     

For professional organizations, volunteering serves both 
as a membership benefit and as a tool for retention.

assistant professor who teaches nonprofit, public, and  
human resources management at IU’s School of  Public and 
Environmental Affairs. Dignam is vice president of  research at 
ASAE & The Center.

Gazley and Dignam conducted the largest and most 
comprehensive survey to date of  professional association 
members’ volunteering behavior, including more than 26,000 
randomly-selected members of  23 engineering, health care, 
education, and other professional and technical associations that 
co-sponsored the study. 

“We looked at associations as distinct organizations in the world 
of  nonprofits because this is an area that hasn’t been studied 
extensively before,” Gazley says.

The survey asked association members how they were recruited, 
what volunteer activities they participate in, and what motivates 
them, and looked at the demographic profiles of  the most  
active volunteers. The Decision to Volunteer translates key findings 
from the study into management steps that associations can use 
to strengthen their volunteer programs. 

Advancing the Profession
What motivates volunteers for professional associations? A key, 
yet surprising finding of  the study: it’s not just about advancing 
their careers. Prior research in civic volunteering has shown  
that a strong vein of  altruism—giving time without expectation 
of  something in return—moves volunteers. That’s true of  
professional association volunteers as well, says Gazley.  

Volunteers for associations  

are more likely to roll up their 

sleeves to volunteer if they believe  

it will help their profession.



While association members do expect career benefits from  
their volunteer activities, they are also interested in volunteering 
for reasons bigger than themselves, especially to build a stronger 
profession. 

“Association volunteer programs offer members an opportunity 
to connect their values to their professional work,” Gazley says.

Survey participants said their work with associations made them 
better professionals, and reported a strong positive connection 
between the number of  hours they volunteered and their 
satisfaction with volunteering. And there is a direct correlation 
between a high level of  involvement and satisfaction with career. 

With the right cultivation, associations can involve new 
generations. According to the study, although Millennial and 
Generation X association members were less engaged in volunteer 
activities than their older colleagues, they believed more strongly 
in the importance and benefits of  volunteering than any  
other generation.

It is critical that organizations cultivate these younger colleagues 
to become volunteers, says Gazley. And keeping those volunteers 
for the full span of  their careers depends on involving them in 
substantive ways. 

Complementary Paths
In fact, association volunteer work can have a “career path” that 
mirrors the member’s professional opportunities. Volunteer 
expectations vary with where members are in their career 
trajectory, so organizations must design flexible and multiple 
volunteer activities to accommodate this reality.

“Professions are life-long occupations for many people, so 
associations have an opportunity to connect their members to 
volunteer work over the long term,” says Gazley. 

Association members are active volunteers, giving their time  
at more than twice the level of  most Americans. Seventy-seven 
percent reported having volunteered for any organization in the 
past 12 months; only 7 percent said they had never volunteered 
for any organization.

This activism is a good sign, says Dignam. It bodes well for 
collaborations between professional associations and other 
nonprofits. Organizations with complementary missions might 
find common ways to promote philanthropic efforts that 
volunteers find personally and professionally meaningful, she says.

“For example, an organization of  home builders might decide to 
partner with a nonprofit providing affordable housing because its 
members are already volunteering for the association and they 
would also value the benefit it would bring to their community,” 
Dignam says.  

Reality Check
The Decision to Volunteer also offers “a cold, hard dose of  reality”  
for associations: Nearly 55 percent of  those surveyed had never 
volunteered for the professional organization to which they belong.

Many respondents said family responsibilities prevented  
them from volunteering, but also said they would volunteer if  
they could find a meaningful activity that provided connections 
to their professional life. Most expressed interest in “virtual 
volunteering” online. Others felt that volunteering for a 
professional organization would be a “busman’s holiday.” And 
some prospective volunteers may simply be waiting to be asked. 

Such issues can be addressed through changes to organizational 
practices, Gazley says, noting that many factors influencing 
decisions to volunteer are within an association’s control.

F F M o r e  i n F o F F

The Decision to Volunteer is available for purchase at www.asaecenter.org/bookstore. 
Contact Beth Gazley at bgazley@indiana.edu. Contact Monica Dignam at 
cinzeo@asaecenter.org.
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u Association members are highly engaged.  
You are competing for the time and attention of  busy people. 

u Values drive volunteers. Association members share 
your goal of  wanting to build a stronger profession. 

u Power of the direct ask. Don’t rely on passive  
Web site or newsletter postings; ask members to volunteer.  

u Involve the younger generation. Generation X  
and Millennial association members believe strongly  
in volunteering. Understanding what motivates them is 
important to recruitment. 

u Professional benefits. Survey responders said their 
work with associations made them better professionals, and 
they see volunteering as a membership benefit. That’s an 
important message for both recruiting and retention.

u Associations’ strategies help—or hurt.   
The reasons that members don’t volunteer with their 
associations include lack of  information, follow-up, training, 
and support.   

key Findings
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 Now he’s a leading national expert on volunteering 
and civic engagement, including philanthropy’s “leaky bucket.” 
Growing up, Robert Grimm knew his grandparents volunteered 
near their Iowa home and had helped the nonprofit Old 
Creamery Theatre get established, but he didn’t realize the full 
extent of their charity until he tackled a high school history project.

To document Thornton and Meana Grimm’s lives during the 
Great Depression, Grimm interviewed his grandparents and dug 
through receipts from their gas station and fuel delivery business. 
He learned that even though some of  their neighbors couldn’t 
afford to pay for weeks or even years, they gave them fuel anyway.

“I asked my grandfather how he could do that,” Grimm says.  
“He said, ‘These are my neighbors. They’ll pay me when they can.’

“My grandparents modeled the importance of  volunteering, of  
being engaged in a community, of  working with your neighbors,” 
he says. “That tradition is very important to me.”

Research That Drives Action
Grimm carried the tradition to the Center on Philanthropy  
at Indiana University, where he earned an M.A. in Philanthropic 
Studies, and then to Washington, D.C. There, he holds  
a leadership position with the Corporation for National and 

Community Service (CNCS), a federal agency that manages 
several service programs nationwide, including AmeriCorps, and 
grants hundreds of  millions of  dollars to nonprofits to engage 
people in service. He is director of  research and policy 
development and senior counselor to the CEO, making him 
responsible for strategic initiatives, policy analysis, program 
evaluation, and research. 

A leading researcher on volunteering and civic engagement, 
Grimm oversees what he calls “the largest and most rigorous 
survey of  volunteering that’s ever been done,” the Volunteer 
Supplement to the Current Population Survey (CPS). Each 
September its questions are added to the CPS, a monthly survey 
of  60,000 households conducted by the Census Bureau and the 
Bureau of  Labor Statistics.

The Volunteer Supplement began in 2002, and when Grimm 
became director in 2004, he was vital to ensuring its annual 
inclusion in the CPS. He also led efforts to develop the Voting 
and Civic Engagement Supplement, which debuts in November, 
with broader questions about people’s interactions with 
neighbors and the community. It will be the first time the 
American government has embarked on an annual measurement 
of  social capital, Grimm says.

Reimagining 
Civic  
Engagement
Family lessons inspired  
robert Grimm to pursue  
a career in philanthropy.
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to their volunteer experiences, and empower volunteers to  
utilize their talents. “We’ve got to reimagine how we engage 
people,” he says.

Since Baby Boomers have the potential to create a volunteer 
“experience boom” and young people appear more interested in 
service than the last generation, Grimm stresses that re-inventing 
volunteering has promise but requires recognizing that 
“volunteering is less about having the time and more about 
creating opportunities people want to make time for.”  

A Passion Becomes a Profession
Grimm completed master’s degrees in Philanthropic Studies and 
history at IU in 1998 and began teaching at the Center. After 
earning a Ph.D. in history with a focus on philanthropy, 
nonprofit management, and public policy, he joined CNCS but 
continued teaching in the Center’s Executive M.A. in 
Philanthropic Studies program.  

“I was excited to think that I could combine my personal  
passion with my professional life,” he says. “I had always thought 
philanthropy was something I would do in my off  hours. I didn’t 
imagine I could do it professionally.

“The Center is such a phenomenal place with such robust 
opportunities in philanthropy,” says Grimm. “And I’m extremely 
grateful to be able to work in a field that I care deeply about.”

Building Better Communities
When he’s not working in philanthropy or volunteering, you 
might find Grimm and his family bonding with neighbors at 
monthly parties they started to unite their neighborhood. 
Growing up with Thornton and Meana as examples has led 
Grimm to seek community engagement wherever he’s been. 

“Communities are very different if  citizens are highly engaged, 
they’re paying attention to what’s going on, they’re helping 
schools do well, they know their neighbors, there are high levels 
of  trust and health,” Grimm says. “Those communities function 
much better than communities where people aren’t engaged.”
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Contact Robert Grimm at bgrimm@indiana.edu. An article about the  
“leaky bucket” concept—by Grimm and co-authors David Eisner, CEO of  
CNCS; Shannon Maynard, executive director of  the President’s Council on 
Service and Civic Participation; and Susannah Washburn, Grimm’s senior 
advisor—is scheduled to appear in the Winter 2008 issue of  the Stanford Social 
Innovation Review.

Two of  Grimm’s most important contributions were  
released this year. CNCS published Still Serving, a longitudinal 
study of  AmeriCorps members that began in 1999 and involved 
CNCS staff  and David Reingold, associate dean of  the School 
of  Public and Environmental Affairs and associate professor of  
Philanthropic Studies at Indiana University. “People who do a 
year of  service in AmeriCorps are more likely to go into public 
service careers in the future,” Grimm says. “It’s the first rigorous 
longitudinal study to provide evidence that national service has 
long-term benefits on AmeriCorps members.”

In July, he launched www.VolunteeringInAmerica.gov, an 
interactive Web site providing volunteer trends for the nation, 
states, and 162 cities.  In the last year, Grimm and his team also 
produced eight research reports related to volunteering, including 
the first-ever look at how volunteering trends vary by city. 

Grimm believes that providing practical research findings  
as well as tangible advice strengthens the nation’s nonprofits  
and communities.  “You can really see what’s going on in your 
community,” Grimm says. “We’ve also talked about some of   
the reasons communities have higher or lower levels of  
volunteerism”—such as whether people feel connected to their 
communities, own their homes, and spend less time commuting. 
“Having these local benchmarks drives more action.”  

For instance, Governor Arnold Schwarzenegger’s staff  used 
California data to develop new policy proposals around service. 
The American Cancer Society utilized the data to assess its 
“volunteer market share” for local chapters and develop new 
strategies, and communities such as Las Vegas have held extended 
discussions about their low levels of  volunteerism. Robert 
Putnam, author of  Bowling Alone, called the research a “landmark 
in civic renewal” and U.S. Senators Edward Kennedy and Orrin 
Hatch included a permanent federal measurement of  civic data in 
a Serve America Act they introduced in September.

Plugging the Holes
Grimm’s latest research involves what he calls the nonprofit 
CEO’s “leaky bucket”—the growing number of  people who stop 
volunteering each year. Between 2006 and 2007, 22 million 
Americans ”dropped out” of  the volunteer ranks. “On average, 
one out of  every three people who volunteer in a year don’t do 
any volunteering the next year, and that rate is increasing,” 
Grimm says.  A main reason, he says, is that “organization leaders 
are not recognizing the value volunteers could provide, and 
they’re not thinking innovatively about how to engage volunteers.” 
Nonprofits need to rethink the roles volunteers can play, blur 
distinctions between paid and unpaid staff, pay closer attention 
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everyone knows men give 
more than women, right? Well, 
yes… and no.
Some perceived differences in giving by women and men may not 
be what they seem, according to a new study from the Center on 
Philanthropy at Indiana University.

There are observed differences in the amounts men and women 
give. According to the study, men’s average total giving in 2006 
was $1,894, versus $1,538 for women. 

At higher income levels, though, women gave more than men. 
Among people with incomes of  more than $100,000, women’s 
average total giving was $4,223 compared to men’s $3,904. 
Overall, 85.6 percent of  women gave, compared to 80.7 percent 
of  men. 

He Gives, She Gives
But do they do it differently?

More surprisingly, the study found gender itself  does not explain 
the differences in how much people gave.

“This study is exciting because it shows that women are catching 
up to men in terms of  giving to charities,” says Debra Mesch, 
director of  the Women’s Philanthropy Institute at the Center. “It 
says there are no differences in the dollar amounts given by men 
and women once you control for factors that affect how much 
people give, such as income, education, and religious attendance. 
We haven’t seen that in empirical research before.” 

Melissa Brown, associate director of  research at the Center,  
and Patrick Rooney, the Center’s interim executive director, 
co-authored the study with Hao Han and Shaun Miller, 
economics graduate students at Indiana University–Purdue 
University Indianapolis, using data collected through a  
Web-facilitated survey of  more than 10,000 donors fielded by 
Knowledge Networks in March 2007. 



Same Difference
Donors surveyed shared motivations they considered important 
for their giving. The findings provide new information nonprofits 
can use to reach donors. 
  
Earlier research had suggested that women gave because of  an 
“innate compassion,” explains Brown, while men gave because it 
was socially expected.  The new study loosely bears that out, 
while revealing a handful of  significant gender differences in 
motivations:

u Men are more likely to say they give to make their community  
a better place (40 percent of  men, compared to 34 percent of  
women). 

u Men are also more likely to say they give to provide services 
where the government can’t or won’t (25 percent versus  
22 percent). 

u Women are more likely to say they give because those  
who have more have a responsibility to help those who have less 
(30 percent versus 26 percent). 

While conventional wisdom holds that men are more motivated 
by tax benefits than women, that did not appear to be a factor in 
this study. Both sexes were equally likely to cite the same three 
most common motivations for giving as important to them: 

u To help meet the basic needs of  the very poor 

u To help the poor help themselves 

u Desire to make the world a better place to live 

The results suggest that, overall, donors’ reasons for giving may 
be less closely aligned with gender than was previously believed, 
Brown says. Rather, she says, differences in donor attitudes  
were more closely related to how people have lived than to  
gender alone.

“As people’s experiences of  the world ‘average out’ with younger 
generations—more women going to college, more women with 
higher income, more women working, fewer men and women 
attending church—the gender differences in motivations that 
may be obvious for Boomers and older donors tend to disappear,” 
says Brown.

14  ·  P h i l a n t h r o p y  M a t t e r s

Not a Niche
This study is a revelation in a culture that often treats men as 
primary donors, says Mesch, who is also professor of  
Philanthropic Studies at the Center and professor of  Nonprofit 
Management at Indiana University’s School of  Public and 
Environmental Affairs. 

Mesch hypothesizes that the changes revealed in this study 
occurred in conjunction with societal trends: today’s women are 
acquiring more wealth and are thus more in control of  their 
money — not just inheriting money from husbands, fathers, and 
parents.  She says she hopes the outcome of  this research will 
cause nonprofits to focus more on how to communicate with 
female donors. 

“This study clearly shows you can’t just focus fundraising efforts 
on men anymore,” says Mesch. “‘Women are not a niche audience, 
they are the audience,’” she added, quoting from the book The She 
Spot: Why Women are the Market for Change in the World—and How to 
Reach Them, by Lisa Witter and Lisa Chen. 

“I think that charities are going to have to wake up and see that 
if  you want to reach men, you have to go to the women first, 
because women often make the decisions in the household, 
including the giving decisions,” she says. “The men are always the 
ones approached and given the thank-you notes, and that has to 
change.” 

The Women’s Philanthropy Institute at the Center on 
Philanthropy is the only university-based institute focused on the 
importance of  women as donors, Mesch says. “This really does 
have to be a high priority for research in philanthropy. Very little 
is known about women’s philanthropic behavior. It’s an area we 
really have to study.”

“Our previous research shows that couples give the most, 
followed by single women and then single men,” Mesch adds. 
“Whether we are talking about women giving individually, as part 
of  a couple, or as part of  a larger group, it’s important that we 
understand how and why they give.”
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Contact Debra Mesch at dmesch@iupui.edu or Melissa Brown at  
msbrown@iupui.edu.
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center on Philanthropy research Partners
This list recognizes individuals, 
corporations, foundations, and organizations 
that have provided funding for research at 
the level of  $10,000 and above. We are 
grateful for their generous and ongoing 
support of  our research programs.

American Express
Americans for the Arts
Asbury Heights
The Aspen Institute’s Nonprofit Sector 
   and Philanthropy Program
Association of  Fundraising Professionals
Association for Healthcare Philanthropy
Association of  Small Foundations
The Atlantic Philanthropies*

Bank of  America
Campbell & Company
CCS
Columbia University
Corporation for Public Broadcasting
Cummins Foundation, Inc. 

David A. Noyes & Company*

Donors Forum of  Chicago
Eli Lilly and Company*

Fidelity Charitable Gift Fund
The Ford Foundation
Bill & Melinda Gates Foundation*

Giving Institute: Leading Consultants 
   to Nonprofits
Giving USA Foundation
The Wilbur and Hilda Glenn Family
   Foundation
Google
Google.org Fund of  Tides Foundation*

Greater Kansas City Community Foundation
Grenzebach Glier & Associates, Inc.*

Habits of  the Heart
The William and Flora Hewlett Foundation
Hispanic Stewardship Development
   Partnership
Indiana Grantmakers Alliance
Indiana Sports Corporation
Ewing Marion Kauffman Foundation  
W.K. Kellogg Foundation

Lumina Foundation for Education 
McCormick Foundation*

Metropolitan Association for Philanthropy
   (St. Louis)
Charles Stewart Mott Foundation
National Football League Youth 
   Football Fund
New Hampshire Charitable Foundation
The David and Lucile Packard Foundation
Patrick and Lisa Rooney*

Rockefeller Brothers Fund
Slate.com
Target Corporation
United States Chamber of  Commerce
United Student Aid Funds, Inc.
United Way of  America

*These Research Partners have specifically supported the Center  

on Philanthropy Panel Study (COPPS) at the level of  $10,000 and 

above. COPPS is also made possible by essential private support 

from many other individual donors. 

the S&P 500 at year’s end is associated with at least a $1.7 billion 
change in charitable tax deductions.

“Our research suggests market volatility at other times within the 
year doesn’t significantly affect overall giving,” Rooney says. 
“However, it’s possible that recent market turmoil is so much 
greater than normal and so close to year’s end that it could  
create enough uncertainty among donors to negatively affect 
philanthropy. On the other hand, if  the market recovers quickly, 
as it did in 1987, there could be little to no effect on giving.  
We will just have to wait and see.”

Making the Case
What does all this mean for nonprofits making their  
fundraising plans? 

“Good fundraising is always sensitive to the donor,” says Seiler. 
“When nonprofits hit tough economic times, they have to 

recognize that their donors are in tough times, too. They need  
to be sensitive, acknowledge that, and ask donors to stay with the 
organization.

“Keep delivering the mission and stay visible,” he adds.

“Tell the story of  the need that you meet—not the need you  
have to raise money—but the need that you meet through your 
services and programs,” he advises. “Those needs are still out 
there. Nonprofits have to keep making the compelling case, invite 
people to think about their giving, and stay involved through 
tough economic times.”
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Contact Melissa Brown at msbrown@iupui.edu or (317) 278-8964.  
The PGI may be purchased at www.philanthropy.iupui.edu/research/
fundraising-climate.aspx. Individual copies of  Giving USA Foundation’s Spotlight 
are available for $45 by calling (847) 375-4709.

Weathering an Uncertain Economy, continued from page 6



Reflections on Philanthropy
Two new books examine the nature of philanthropy 
and its thoughtful practice 

“Giving well is about fully engaging our moral imaginations in 
the quest for a richer human life. It requires that we think and 
feel for ourselves, though not by ourselves.”
 — Richard B. Gunderman, We Make a Life by What We Give

“Philanthropy, when taken seriously, calls for emotion 
constrained by reason, action guided by thought.”
 — Robert L. Payton and Michael P. Moody, 

      Understanding Philanthropy: Its Meaning and Mission

What is philanthropy, and why does it matter? Two new books 
from Indiana University Press’s Philanthropic and Nonprofit 
Studies Series answer these questions, informing the work and 
engaging the emotions of  reflective practitioners.

Understanding Philanthropy: Its Meaning and Mission looks at these 
fundamental issues from the perspective of  writers Robert L. 
Payton, a pioneer and thought leader in the field of  Philanthropic 
Studies, and Michael P. Moody, a sociologist and professor 
focusing on philanthropy. We Make a Life by What We Give, by 
Richard B. Gunderman, a professor of  radiology, pediatrics, 

medical education, philosophy, liberal arts, and Philanthropic 
Studies at Indiana University, examines what he calls “the ethical 
core of  sharing.”

Dwight Burlingame, co-editor for the books and associate 
executive director and director of  academic programs at the 
Center on Philanthropy at Indiana University, says “Both 
narratives thoroughly discuss the moral responsibilities and 
opportunities to contribute to society that we have when we give 
to others.”

In Understanding Philanthropy, Payton and Moody use theoretical 
concepts and real-world examples to define and detail the growth 
of  philanthropy, making the case for why understanding the 
ideas, values and actions that constitute philanthropy is so 
important.

“New challenges are forcing those who work in philanthropy—
from donors to nonprofit staff  to volunteers—to think more 
deeply about the meaning of  their work, and to respond to these 
challenges in intelligent and productive ways,” says Moody. “We 
give them tools to better engage in this important conversation 
about the core questions in the field.”

In We Make a Life by What We Give, Gunderman approaches 
philanthropy through his extensive knowledge of  the arts and 
sciences. “By reflecting on the underlying purposes and potential 
of  philanthropic work, we can ensure that both our aspirations 
and our efforts to achieve them represent the best of  which we 
are capable,” he says. “Giving is an essential ingredient in the 
recipe for a full and rich human life, and we are capable of  giving 
in ways that far transcend economic transfers.”
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Both books may be purchased via the Center’s Web site, www.philanthropy.

iupui.edu, or by calling (317) 274-4200.

550 W. North Street, Suite 301 
Indianapolis, Indiana 46202–3272 
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