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 Who is Giving? 

◦ What do the latest statistics tell us? 

◦ What are the trends we can learn from? 

◦ Where does your organization fit in the landscape of giving? 

 

 What Motivates Them? 

◦ Why do donors give? 

◦ What do they want most from us? 

 

 How Does Gift Planning Enter Into the Conversation? 

◦ Why does gift planning make sense for your donors?  Your organization? 

◦ How can we spur donors into action? 

 

 

 

 



2012 Charitable Giving by Source 

© 2013 Giving USA Foundation™ 



2012 Charitable Giving by Source 

 Total giving is estimated at $316.23 billion for 2012 

◦ Represents an increase of 3.5 percent (1.5 percent, adjusted for inflation) 



2012 Charitable Giving by Source 

 Total giving is estimated at $316.23 billion for 2012 

◦ Represents an increase of 3.5 percent (1.5 percent, adjusted for inflation) 

 Individuals/households remain the single most important source 

◦ Rose an estimated 3.9% in 2012 

◦ Includes $1.24 billion in “mega gifts” from wealthy households 

◦ Also includes $236 million in Hurricane Sandy relief efforts 



2012 Charitable Giving by Source 

 Total giving is estimated at $316.23 billion for 2012 

◦ Represents an increase of 3.5 percent (1.5 percent, adjusted for inflation) 

 Individuals/households remain the single most important source 

◦ Rose an estimated 3.9% in 2012 

◦ Includes $1.24 billion in “mega gifts” from wealthy households 

◦ Also includes $236 million in Hurricane Sandy relief efforts 

 Individuals and charitable bequests equal 79 percent of the total 

◦ Charitable bequests were slightly lower (1%) this past year 



2012 Charitable Giving by Source 

 Total giving is estimated at $316.23 billion for 2012 

◦ Represents an increase of 3.5 percent (1.5 percent, adjusted for inflation) 

 Individuals/households remain the single most important source 

◦ Rose an estimated 3.9% in 2012 

◦ Includes $1.24 billion in “mega gifts” from wealthy households 

◦ Also includes $236 million in Hurricane Sandy relief efforts 

 Individuals and charitable bequests equal 79 percent of the total 

◦ Charitable bequests were slightly lower (1%) this past year 

 Foundation grantmaking is approximately 15 percent of the total 

◦ Approximately 46% of foundation grantmaking comes from family foundations 



2012 Charitable Giving by Source 

 Total giving is estimated at $316.23 billion for 2012 

◦ Represents an increase of 3.5 percent (1.5 percent, adjusted for inflation) 

 Individuals/households remain the single most important source 

◦ Rose an estimated 3.9% in 2012 

◦ Includes $1.24 billion in “mega gifts” from wealthy households 

◦ Also includes $236 million in Hurricane Sandy relief efforts 

 Individuals and charitable bequests equal 79 percent of the total 

◦ Charitable bequests were slightly lower (1%) this past year 

 Foundation grantmaking is approximately 15 percent of the total 

◦ Approximately 46% of foundation grantmaking comes from family foundations 

 Individuals + Bequests + Family Foundations = 86 percent of giving 



2012 Charitable Giving by Source 

 Total giving is estimated at $316.23 billion for 2012 

◦ Represents an increase of 3.5 percent (1.5 percent, adjusted for inflation) 

 Individuals/households remain the single most important source 

◦ Rose an estimated 3.9% in 2012 

◦ Includes $1.24 billion in “mega gifts” from wealthy households 

◦ Also includes $236 million in Hurricane Sandy relief efforts 

 Individuals and charitable bequests equal 79 percent of the total 

◦ Charitable bequests were slightly lower (1%) this past year 

 Foundation grantmaking is approximately 15 percent of the total 

◦ Approximately 46% of foundation grantmaking comes from family foundations 

 Individuals + Bequests + Family Foundations = 86 percent of giving 

 Corporate giving is an estimated 6 percent of the total 

◦ Represents a 1% increase over last year 
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 Religion remains the largest recipient type at 32% of the total 

 Following religion, the next highest categories are: 

◦ Education – 13% 

◦ Human Services – 13% (one percent increase over last year) 

◦ Gifts to Foundations – 10%  
 Includes independent, community and operating grantmaking foundations 

 Estimates are grounded in economic and demographic data, as well 

as data submitted by organizations to national agencies and 

independent research organizations. 

◦ Revisions are made when new data becomes available 

 Unallocated category includes gifts to government agencies, such as 

direct to public schools (public school foundations are included, 

however); new charities;  grants to organizations in other countries; 

and those caught in the difference between fiscal years, among 

others 
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◦ For many households, how much they give depends on their spendable income, 

or disposable (personal) income.  This type of income is income earned after 

taxes. 

 

 



Individual giving as a % of disposable 

personal income, 1972-2012 (in 

current dollars) 

 Disposable personal income is tied to a household’s total income, 

which is a key determinant in how much a household gives.  

◦ For many households, how much they give depends on their spendable income, 

or disposable (personal) income.  This type of income is income earned after 

taxes. 

 Individual giving as a percentage of disposable personal income (in 

current dollars) stood at 1.9 percent in 2012—the same 

percentage it has been since 2008.  

◦ This figure is a decline from the high of 2.4 percent realized in 2005 and remains 

below the 2.0 percent threshold seen in the periods: 1972–1984, the years 1986 

and 1989, and 1997–2007. 
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Who Gives? 
 95% of high-net-worth households gave in 2011, and 66% of US 

households in the general population gave in 2008. 

 Average household donation total is about $2,345 

 About one-third of Americans support human services 

 People more likely to give when: 

◦ Female OR Married 

◦ Household income is above $50,000 (median) 

◦ Church attendance is regular 

◦ Education is greater than a high school diploma 
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• Husband    12% 

• Wife    27% 

• Both husband and wife    61% 

 
o Women are much more involved in the decision making in 

high net worth households 

 

 

 



High Net Worth Women’s 

Philanthropy 

In nearly 90% of high net worth households, women 
are the sole or equal decision maker 
 

o Spend more time on due diligence 

o Expect a deeper level of communication with 
organizations, including greater emphasis on 
efficiency and effectiveness 

o Want to be actively involved - volunteering is one 
of the most important motivations for giving 

o More likely to stop giving to an organization they 
previously supported 
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Why Do People Give? 

 Expected within community or family 

 Repayment or exchange for benefits received 

 Responsibility to help people with less 

 Desire to have a positive impact 

 Make the world better  

 Make the community better 

 Control where my money goes 

 Tax benefits 

 



Why Do People Give? 

Because they are asked! 

 

(Hint:  the same holds true for planned gifts!) 
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Benefits of Gift Planning 

Gift planning focuses on assets…not just 

disposable income 

 A robust program impacts the bottom line 

◦ Provides financial stability for an organization 

 Helps ride the waves of uncertainty in the market 

 Timing of realized gifts typically independent of other external 

factors 

 Often the largest and most impactful gifts a donor will 

make 

◦ Usually makes use of a donor’s assets after they are no longer 

needed 

◦ Gives the donor the opportunity to decide eventual use of their 

gift 
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Donor-centered Fundraising  (Who Gives?) 
 

 A holistic approach 

◦ Considers the full range of giving options that a donor has and 

an organization wants:  annual, major and planned gifts 

◦ Is decided in a time frame that works for the donor (sort of!) 
 

 Planned gifts are creative 

◦ Many offer reciprocal benefits 

◦ Can help donors solve their philanthropic “problems” or desires 
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Evidence of a Mature Development Program 
 

 Longer marketing effort 

◦ Typical gift plans take some time to execute resulting in a longer 

marketing cycle 

◦ Repetition important 

◦ Relationship versus transaction 
 

 Ability to handle more complicated gifts 

◦ Coordination with business and finance departments 

◦ Coordination with donors’ professional advisors 

◦ Third party administration 
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How Does Gift Planning Fit In? 

 Allows an organization to develop the “disposable giving” 

relationship into something much deeper 

 It is a natural extension of the giving conversation 

 It addresses donor problems or desires: 

◦ An increased demand for donor direction 

◦ It’s personal and meaningful 

◦ A comprehensive plan is a weight lifted 

◦ The pace is often slow…but more comfortable for the donor 

 It gives the organization exceptional opportunities: 

◦ Donor stewardship…the key to your next gift 

◦ Volunteerism – deeper involvement often means deeper investment 

◦ The family and the advisors can and should usually be involved 

◦ Face-to-face involvement 
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Getting it Right! 

 Gift planning speaks to the heart of personal 

solicitation 

◦ Nothing beats the face-to-face interaction and 

relationships developed for those who make a sacrificial 

gift to your organization. 

 

At the end of the day, it’s still about people.  Remember,  the 

most successful personal gift solicitations are: 

 

The right person asking  the right donor for  

the right amount for the right project at 

the right time. 

 



Questions? 

Thank you! 

 

 

Melanie J. Norton 

Vice President for Development and Alumni Engagement 

DePauw University 

PO Box 37 

Greencastle, Indiana  46135 

melanienorton@depauw.edu 

PH:  765-658-4212 

mailto:melanienorton@depauw.edu
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respondents throughout the U.S. with household income greater than $200,000 and/or net 

worth (excluding value of residence) or $1M+. 

 The Cygnus Donor Survey: Where Philanthropy is Headed in 2011. Penelope Burke, 
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