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P H I L A N T H R O P Y  G I V I N G  T R E N D S

Betsy Brill and Susan Winer outline how the philanthropic conversation is changing

Charitable giving is readily recognised 
as one of the most important 
financial and legal considerations 
for high-net-worth (HNW) 
individuals and families, and one of 
the ways in which they demonstrate 
their personal or family values. 

Advisors seek to build relationships that will be 
lasting and hopefully transcend generations, thus 
maintaining their stream of revenues as older clients 
pass away. Cultivating relationships with the next 
generation can be one of the outcomes of the 
philanthropic conversation with clients, particularly 
in light of the intergenerational transfer of trillions  
of dollars that is underway and will continue for the 
next 30-50 years.1 There are unique and important 
opportunities for advisors in helping to shape and 
protect those philanthropic investments and support 
inheritors in their desire to honour the wishes of 
their parents, grandparents or spouse.

However, a 2013 study indicated that HNW 
individuals are not satisfied with how their advisors 
approach the philanthropic conversation: 47 per cent of 
HNW individuals surveyed felt their advisors are good 
at discussing philanthropy, and only 41 per cent were 
satisfied with the conversation.2 This dissatisfaction is 
in large part reflective of the lack of depth of the 
conversation: how little advisors know about the 
philanthropic environment and their inability to 
address or relate to the client’s charitable interests, 
legacy intentions or involvement of their children or 
grandchildren in the family’s philanthropy. 

Importantly, 76 per cent of HNW donors interviewed 
in a 2012 Bank of America study said they plan to give as 
much (52 per cent) or more (24 per cent) during the 
next three to five years compared to their charitable 
contributions in the past.3 And, when it comes to family 
involvement, 41 per cent of HNW households have 
family traditions around giving. Unsurprisingly, 26 per 
cent of wealthy donors cited the joy they derive from 
engaging with family around charitable activities 
among the top benefits of giving. Given these facts, it is 
apparent that, by incorporating the philanthropic 
conversation into client meetings and client intakes, 
and by encouraging, where appropriate, family 
conversations around values and charitable interests 
and gifts, advisors are better positioned to: 
• increase their client base;
• deepen relationships with existing clients;

Changes of heart 
• build relationships with their client’s next generations;
• diversify services o�erings;
• maintain the level and scope of current business; and
• be more competitive in an increasingly competitive market.

In an e�ort to help advisors to better understand the 
philanthropic landscape and become more aware of 
demographic changes that a�ect client relationships, 
we have compiled a brief outline of current and 
potential factors influencing philanthropic giving. This 
is not a comprehensive list, but it reflects key changes in 
how philanthropy will be practised going forward. 

The globalisation of philanthropy
The US has always led the way when it comes to 
charitable dollars spent.4 According to the Charities 
Aid Foundation’s World Giving Index for 2012, the 
top ten countries engaged in charitable giving in 2011 
were: India, the US, Indonesia, China, Thailand, the 
UK, Japan, Brazil, Germany and Iran.

A survey by Credit Suisse and Forbes Insights found 
55 per cent of donors from around the world with 
investable assets of USD20 million or more say they 
have witnessed a growing culture of giving over the past 
five to ten years, and 73 per cent say philanthropy has 
become a more dominant topic of conversation during 
that time.5 Donors surveyed noted a burgeoning culture 
of giving in both Latin America — where annual wealth 
growth is expected to average 12.1 per cent for the next 
five years — and in Asia, where the population of 
ultra-high-net-worth individuals is expected to exceed 
that in the US by 2025. In fact, in Latin America, 
philanthropy is evolving as a social norm. 

It also appears that the wealthier donors become, 
the more likely they are to focus their philanthropy 
on global causes.6 

Generational di�erences
Generations X and Y (Gen X/Y) are the primary 
recipients of the intergenerational transfer of wealth. 
The di�erences in how they approach social issues, 
work and philanthropy have been thoroughly studied.7 
Most significant for advisors is the fact that these 
younger generations view their relationship with, and 
need for, advisors di�erently from their parents. 
• Sixty-one per cent of the Gen X/Y group make their own 

decisions but work with one or more professional advisors  
as sources of information and a second opinion. 

• Gen X/Y millionaires are more likely to use advisors for 
validation and less likely to delegate decisions.

1  Between USD6–24.8 
trillion in bequests will 
go to charity in the 
next 40 years (Why 
the $41 Trillion Wealth 
Transfer Estimate is 
Still Valid: A Review 
of Challenges and 
Questions, Planned 
Giving Design  
Center, 2011)

2  US Trust, Study of 
the Philanthropic 
Conversation,  
October 2013

3  The 2012 Bank of 
America Study of 
High Net Worth 
Philanthropy, 
November 2012

4  The Giving USA 2013 
study reports that 
total giving in the US 
in the past decade has 
increased by more 
than USD78 billion, 
with 72 per cent of 
that amount reflective 
of individual giving

5  Next Generation 
Philanthropy: Changing 
the World, 2012

6  The Hudson Institute’s 
2013 Index of Global 
Philanthropy and 
Remittances states 
that, of the total 
financial flows 
from developed to 
developing countries, 
over 80 per cent are 
private. Government 
aid, at less than 20 per 
cent, now forms the 
minority, the opposite 
of 40 years ago
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These generations also view philanthropy di� erently:
• Gen Y is less likely to support local social services than Gen X, 

Baby Boomers and Matures. 
• Gen X/Y are more likely than their parents to support children’s 

charities, human rights and international development causes. 
• Thirty-seven per cent of Gen X/Y millionaires give USD30,000 

or more to charity each year (compared to only 6 per cent for 
Boomers and older millionaires), and 68 per cent indicated they 
plan to leave as much of their wealth as possible to heirs 
(compared to 52 per cent of Boomers and older millionaires).

• Gen X/Y are more driven to solve problems in their lifetimes, 
compared with their parents and grandparents, who tend to 
contribute to solutions that may not occur for generations.

• They want to fund root causes that promote systemic solutions 
and see measurable impact and change.

• These generations do not want to wait until later in life to be 
philanthropic. They want to make philanthropy part of their 
social DNA. In addition to wanting to do more than write a 
cheque, they are likely to use a variety of philanthropic vehicles: 
giving circles, pooled funds and donor-advised funds, rather 
than start their own foundations.

Social media and the internet
The way that philanthropy is practised is also changing 
with the generations. Social media and internet-based 
fundraising sites are leading giving vehicles for Gen X/Y 
in the US and Europe. Crowdfunding, the practice of 
funding a project or venture by raising small amounts 
of money from a large number of people, typically via 
the internet, has gained enormous popularity in the 
past two years. The US and Europe are the leaders in 
the crowdfunding movement.8 What does this mean 
relative to the philanthropic landscape? Only 13 per 
cent of Boomers say they would be likely to make a 
donation through crowdfunding online, compared with 
nearly half of Generation Y (47 per cent).9 

Gender di� erences
Perceptions about the roles of men and women at 
home, in business and in philanthropy have changed 
dramatically over the past two decades. 
• Today, one billion women participate in the global workforce, a 

number that will grow to 1.2 billion over the next fi ve years.
• More married women are joining millions of single-parent 

women and becoming fi nancial heads of their households. In 
the US, a third of working married women make more money 
than their husbands.10

• As of 2013, it is estimated that there are over 8.6 million 
women-owned businesses in the US, generating over USD1.3 
trillion in revenues and employing nearly 7.8 million people.11 

• The 2011 Bank of America Study on High Net Worth Women’s 
Philanthropy states that women are either the sole decision-
maker or an equal partner in decisions about charitable giving 
in nearly 90 per cent of HNW households in the US and this 
increasing dominance is resonating globally. 
HNW women also tend to approach philanthropy 

di� erently from their male counterparts:
• They are more strategic in their charitable giving than men. 
• They are statistically more likely to have an annual strategy 

and/or a budget for their giving than their male counterpart. 
• On almost a 2:1 basis, women want to set a good example for 

the next generation. 

• Women tend to seek out networks, or participate in peer giving 
more than men. For example, Women Moving Millions has 192 
donors, who have pledged over USD280 million to organisations 
and initiatives, in particular those focused on female issues.12 

Philanthropy as an investment
Increasingly, there has been a blurring of the lines 
between philanthropy and fi nancial investments. 
Philanthropists interested in having a global impact 
are not limited to grant-making; they can now use tools 
such as impact investing: that is, fi nancial participation 
in businesses that provide a social and fi nancial return, 
and socially responsible investing, aligning their 
fi nancial portfolios with their philanthropic interests, 
concerns and passions. They can invest in companies 
with strong environmental, social and governance 
records and ensure their own businesses take social 
factors into account, while still seeing a strong return. 

Gen X/Y philanthropists are particularly attracted 
to impact investing as a tangible way to make a 
substantive di� erence ‘on the ground’. The increasing 
role that impact investing is playing in directing 
money to solutions to social problems and 
ine�  ciencies overseas is refl ected by the growing 
importance of intermediaries such as the Aspen 
Network of Development Entrepreneurs and the 
Global Impact Investing Network. 

Legacy planning 
For the fi rst time in history, people aged 65 and over 
will outnumber children under fi ve.13 This trend is 
emerging around the globe. Today almost 500 million 
people are 65 and over, accounting for 8 per cent of 
the world’s population. By 2030, an estimated 24 per 
cent of the population in the US will be over 65, with 
more than half that number 85 and older.

Despite these trends and the signifi cant transfer 
of wealth between generations, many families are 
unprepared to manage the process. Nearly six in ten 
respondents to US Trust’s 2012 Insights on Wealth and 
Worth survey said they do not have a comprehensive 
estate plan, and those that do have an estate plan do not 
necessarily have a comprehensive charitable legacy 
component. Yet, as noted in the 2010 Bank of America/
Merrill Lynch Study of High Net Worth Philanthropy, 
nearly half of wealthy households that had a will had at 
least one specifi c charitable provision, and nearly 12 per 
cent more were considering establishing a charitable 
provision in their will in the next few years. Without 
directions, stewards for an estate are left to their own 
devices to interpret or represent the intent of the donor 
and families have little recourse if there are not defi ned 
terms and conditions for performance or succession. 

The changing philanthropic landscape, di� erent face 
and expectations of future clients, and increasingly 
important role family dynamics play in shaping both 
philanthropy and client relationships are the new 
norms for advisors. From a business development 
and client services perspective, focusing on the 
tax-planning aspect of philanthropy and not the role or 
value of philanthropy in their client’s life is a missed 
opportunity for both the advisor and their client. 

The way philanthropy is practised is changing with the generations. 
Social media and internet-based fundraising sites are leading giving 

vehicles for Generations X and Y in the US and Europe

7  The following statistics 
are taken from the 
2013 Fidelity Millionaire 
Outlook Study, and the 
2013 report compiled 
by the Johnson Center 
for Philanthropy at 
Grand Valley State 
University and 21/64

8  In 2012, USD1.6 billion 
was raised in the US 
through crowdfunding 
and USD945 million 
in Europe: 
Massolution, Crowd-
funding Stats 2013 

9  According to The Next 
Generation of American 
Giving, compiled by 
Blackbaud, Edge 
Research and Sea 
Change Strategies

10  Michael J Silverstein 
and others, Women 
Want More, (Harper 
Business, 2009)

11  American Express, 
2013 State of 
Women-Owned 
Businesses Report

12  Bank of America, 
2011 Study on High 
Net Worth Women’s 
Philanthropy

13  According to the US 
National Institute 
on Aging 
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