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FIVE TRENDS

1. More Is Not Enough
2. Glocalization
3. A Fragile Trust
4 Technology Changes Everything4. Technology Changes Everything
5. The “M” Word
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Source: National Center for Charitable Statistics, et al.



CHARITIES IN CANADACHARITIES IN CANADA
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Source:  “International Fund Raising for
Not-for Profits” and Canada Revenue Agency



GIVING TO U.S. HIGHER EDug
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LET THE CAMPAIGNS BEGINug
h

En
ou

1958 – $100 million campaign

N
ot

 E

1974 – $500 million campaign

re
 Is

 

1987 – $1 billion campaign

M
or 1990 – $2 billion campaign

2004 $3 billi i2004 – $3 billion campaign 

2006 – $5 billion campaign?
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2006 – $5 billion campaign?



LET THE CAMPAIGNS BEGINug
h

En
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N
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53 current or recent 

re
 Is

 campaigns have “goals” of 
$1 billion or more…

M
or

$
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TRANSFER OF WEALTHug
h

En
ou

We will experience an

N
ot

 E We will experience an 
intergenerational transfer of 

lth d i th fi t h lf f

re
 Is

 wealth during the first half of 
the century ranging from $41 

M
or to $136 trillion. 

Havens and Schervish, 2003,
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US NEWS & WORLD REPORTug
h

En
ou Our analyses indicate that a less 

favorable [USN&WR] rank leads an

N
ot

 E favorable [USN&WR] rank leads an 
institution to accept a greater 
percentage of its applicants a

re
 Is

 percentage of its applicants, a 
smaller percentage of its admitted 
applicants matriculate and the

M
or applicants matriculate, and the 

resulting entering class is of lower 
qualityquality…

National Bureau of Economic Research in Change,
Nov./Dec. 1999
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ug
h US NEWS & WORLD REPORT

En
ou Rankings Criteria

P A t 25%

N
ot

 E •Peer Assessment:  25%

•Retention:  20% (national/liberal arts)

re
 Is

 25% (master’s/comprehensive)

•Faculty resources:  20 %

M
or •Student selectivity:  15%

•Financial resources: 10%

•Graduation rate: 5% (national/liberal arts) 

•Alumni giving: 5%
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•Alumni giving: 5%



ug
h MACLEAN’S

En
ou Rankings Criteria

R t ti 19%

N
ot

 E •Reputation:  19%

•Student body:  22% to 23% 

re
 Is

 •Classes:  17% to 18%

•Faculty:  17%

M
or •Finances: 12%

•Library:  12%y
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VALUING BRANDug
h

En
ou

The value of a brand is based on a 

N
ot

 E number of dynamic variables 
including competitive set, category 

re
 Is

 strength, differentiation, relevance, 
management ability, corporate 

M
or strategy and existing intangible 

and tangible assets.  Ultimately, 
brands are valued by their 
audiences, not by consultants.
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Financial Times, 2002
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COMPETITION FOR ATTENTIONug
h

In the 1960s, an advertiser could En
ou

reach 80% of U.S. women with a 
spot aired simultaneously on N

ot
 E

p y
CBS, NBC, and ABC. Today, an ad 
would have to run on 100 TV re

 Is
 

channels to have a prayer of 
duplicating this feat.M

or

g

Business Week, July 12, 2004
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COMPETITION FOR ATTENTIONug
h

The world's total yearly En
ou

y y
production of print, film, optical, 
and magnetic content would N

ot
 E

g
require roughly 1.5 billion 
gigabytes of storage. This is the re

 Is
 

g g y g
equivalent of 250 megabytes per 
person for each man, woman, and M

or

child on earth.
School of Information Management and Systems, 
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UC Berkeley, 2000
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NO TIME LIKE THE PRESENTug
h

En
ou

“The share of men putting in 50

N
ot

 E The share of men putting in 50 
hours or more [at work] rose from 
21 percent in 1970 to almost 27

re
 Is

 21 percent in 1970 to almost 27 
percent in 2000, while the share of 
working women putting in these

M
or working women putting in these 

long work weeks rose from 5 to 11 
percent ”percent.

Context magazine, published by the 
American Sociological Association,      
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g ,
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NEW DEMANDS/OLD DEMANDSug
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REACHING BEYOND BORDERSon
liz

at
i

Call it the globalization of giving

G
lo

ca

Call it the globalization of giving …. 
universities are now competing for 
private contributions all over theG private contributions all over the 
world.  They are reaching out to 
alumni living abroad foreignalumni living abroad, foreign 
undergraduates and their often well-
to-do families and wealthyto do families, and wealthy 
“admirers”….

Philadelphia Inquirer,  
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Nov. 15, 2005



ADVANCEMENT WORLDWIDEon
liz

at
i

G
lo

ca CASE in Point:

EG • Europe
• South Africa
• Australia
• Mexico
• Singapore
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GIANT SUCKING SOUNDon
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University
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Source: Paul Light, NYU Wagner School of Public Service
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CYNICISM GOES TO COLLEGEus
t

CYNICISM GOES TO COLLEGE
Harris Poll: Confidence in leaders by sectorle

 T
r
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Military Educ. Inst. Press Harris Index



PUBLIC CONFRONTATIONus
t

PUBLIC CONFRONTATION

It’s National Philanthropy Day, dole
 T

r

It s National Philanthropy Day, do 
you know where you money is?

op-ed by William Robertson, Nov. 14, 2003Fr
ag

i

op ed by William Robertson, Nov. 14, 2003

Americans Don’t Want Gifts Used for

A 
F

Americans Don’t Want Gifts Used for 
Purposes They Haven’t Approved, 
New Poll FindsNew Poll Finds

story about poll commissioned by Robertson family
The Chronicle of Philanthropy, Dec. 12, 2005
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FEDS GO AFTER COLLEGEus
t

… such actions raise significant

FEDS GO AFTER COLLEGE
le

 T
r

… such actions raise significant 
questions about what other things 
a charity that has such a cavalierFr

ag
i

a charity that has such a cavalier 
attitude toward the tax laws might 
be doing, especially in light of 

A 
F

be do g, espec a y g t o
escalating tuition increases.

Letter from Sen. Charles E. Grassley to the acting chair y g
of the American University board, Oct. 27, 2005
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FEDS GO AFTER COLLEGEus
t

• Higher Education Reauthorization

FEDS GO AFTER COLLEGE
le

 T
r

Higher Education Reauthorization
• Cost Controls

AccreditationFr
ag

i

• Accreditation
• PrivacyA 

F

• Proprietary Institutions
• Transfer of Credita s e o C ed t
• Regulation of Charities
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WHOSE BENEFIT IS IT ANYWAY?us
t

• Government funding continues to

WHOSE BENEFIT IS IT ANYWAY?
le

 T
r

Government funding continues to 
lag behind cost increases

• Chronicle of Higher Ed Survey:Fr
ag

i

Chronicle of Higher Ed Survey: 
63% said students and families 
should pay largest share

A 
F

p y g
• Solutions for our Future:

The American public understands 
th l b t t th i t lthe personal, but not the societal, 
benefits of higher education
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WHOSE BENEFIT IS IT ANYWAY?WHOSE BENEFIT IS IT ANYWAY?

Any university president standing in a 
public forum advocating tuition fee 
increases is taking a risk, but the level 
of university resources per student andof university resources per student and 
the level of tuition fees are public policy 
issues… . For better or worse, tuition 
fees and accessibility are inextricably 
linked in the public mind.

P id t P t G M M tPresident Peter George, McMaster 
University, speech, Queen’s University 
Higher Education in Canada Conference
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WHAT IS A CHARITY?us
t

All these nonprofits like hospitals and 
universities should be paying taxes

WHAT IS A CHARITY?
le

 T
r

universities should be paying taxes, 
because we’re paying for them, and 
they get the money.Fr

ag
i

they get the money.

I wouldn’t so much agree with [the]

A 
F

I wouldn t so much agree with [the] 
hospital [being considered a non-
profit].  They are pretty much big p ] y p y g
business, as well as the universities.

Focus group participants cited in
“Th Ch it bl I l ” t f P bli A d 2005
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“The Charitable Impulse” report from Public Agenda, 2005



WHAT IS A CHARITY?us
t

The average university spent 4 8

WHAT IS A CHARITY?
le

 T
r

The average university spent 4.8
percent of its endowment on its
operations last year but its returnFr

ag
i

operations last year … but its return
on investments increased 14.7
percent

A 
F

percent.

“What Is A Charity?,” The New York Times, Nov. 14, 2005
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HEGEL’S LAW OF 
TRANSFORMATIONgy TRANSFORMATION

Quantitative changeno
lo

g

Quantitative change 
yields qualitative 
change…Te

ch
n

g

The abundance of 
i ti

T

communications 
technology changes 
the very nature ofthe very nature of 
communication.
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COMMUNICATIONS 101gy
no

lo
g

Press agentry

Te
ch

n Organization Media Audience

Public InformationT Public Information
Organization Audience

T t i ( i )Two-way asymmetric (persuasion)
Research Organization  Audience

Two-way Symmetric (understanding)
Organization Stakeholders
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Organization Stakeholders



COMMUNICATIONS 102gy
no

lo
g

Senders and Receivers

Te
ch

n Senders and Receivers

T

Hunters and Gatherers
(and self publishers)(and self-publishers)
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PODCASTINGgy
no
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Te
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n
T
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WIKISgy
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BLOGSgy
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n
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REALLY SIMPLE SYNDICATIONgy
no
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COUNCIL FOR ADVANCEMENT AND SUPPORT OF EDUCATION 46



AGGREGATORSgy
no

lo
g

Te
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n
T
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FACEBOOKgy
no

lo
g

Te
ch

n
T
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FACEBOOKgy
no

lo
g

If you have access to a school 
l i il dd th

Te
ch

n alumni email address, then you 
can easily register for and use 
Facebook Currently we requireT Facebook. Currently we require 
that everybody register with a valid 
school-affiliated email addressschool affiliated email address…  
and we are looking into other 
methods for confirming school g
alumni status.

Facebook 2005
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THE U UNCUTTHE U UNCUT
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BECKWITH RULESd
W

or

• Marketing is not a department.

“M
” Marketing is not a department.

• To broaden your appeal, narrow 
your position.

Th
e your position.

• People hear what they see.
• You are competing with Walt• You are competing with Walt 

Disney…
Harry Beckwith “Selling the Invisible”Harry Beckwith, Selling the Invisible
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THREE KEY PRINCIPLES d
W

or

• Segmentation
• by generation“M

” 

by generation
• by interestTh

e 

• Engagement
• DifferentiationDifferentiation
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GENERATIONAL MARKETSd

Boomers Xers MillennialsW
or

d

Perspective 
on Work

Career Job Must have 
meaning“M

” 

Commun-
ication Diplomatic Blunt Questioning

Th
e 

Approval Seek 
validation Indifferent Expect 

attention

PerspectivePerspective 
on Future

A better world Survival Sky’s the limit

Sources: Rocking The Ages: The Yankelovich Report on Generational Marketing
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Sources: Rocking The Ages: The Yankelovich Report on Generational Marketing
Marilee Jones, MIT Dean of Admissions



NORMAL NO MORE rd

As levels of affluence rose W
or

markedly in the 1970s and 
1980s, status was redefined.  “

M
” 

"From the consumer point of 
view," says McDonald's Light, Th

e

y g
"we've had a change from 'I 
want to be normal' to 'I want to 
be special."'

Business Week, July 12, 2004
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PERMISSION MARKETINGd

"The future of marketing will be W
or

d

g
much more oriented to 
permission marketing --“M

” 

p g
marketing plans and advertising 
so relevant that it is welcomed Th

e 

by consumers..." Stengel says. 
Business Week July 12 2004Business Week, July 12, 2004
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ENGAGING BOOMERSd

Low estimate of the total amount 
expected to be given to charityW

or
d

expected to be given to charity 
between 1998-2017 as baby boomers 
inherit the wealth amassed by their 
parents: $1 7 trillion“M

” 

parents: $1.7 trillion.
From Looking Out for the Future, 

www.futureofphilanthropy.org, 2005Th
e 

Charitable Giving from Boomers 
Rising:  Instead of Writing Checks, 
Group is Hands On Creating OwnGroup is Hands-On, Creating Own 
Foundations

Headline from AP story in The Wilmington (Del.) 
News Journal March 28 2004
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News Journal, March 28, 2004



VENTURE PHILANTHROPYd

Venture philanthropists:W
or

d

• Use resources to influence 
change“M

” 

• Want to contribute expertise as 
well as moneyTh

e 

• Tend to have a start-up mentality
• Demand accountability and y

measurable results 
“The Mechanics of Venture 
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Philanthropy,” CURRENTS, Dec. 2002



VENTURE PHILANTHROPY

• UCLA and University of Michigan: 

W
or

d

y g
venture funds supported by 
private donations are invested by M

” 
W

p y
committee of donors

P i U i iTh
e 

“M

• Princeton University:
alumni group donates to and 

j i

T

oversees project to recruit, 
interview and mentor students for 
j b i bli i t t t
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jobs in public-interest sector



DIFFERENTIATIONd
This is UNI | World-class university educationW

or
d

UW-Madison - A World Class University

University of California - UC Academics: A 
W ld Cl U i it

“M
” 

World-Class University

Howard University - Why Howard? - World-
Class & MulticulturalTh

e 

Class & Multicultural

A World-Class Engineering College at a 
World-Class University (UIUC)World Class University (UIUC)

Washington State University | World Class. 
Face to Face.
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WHAT DOES IT ALL MEAN?
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WHAT DOES IT ALL MEAN?

FOR ADVANCEMENT FIELD
E h d f i li• Enhanced professionalism

• Strategic roleg
• Advocacy efforts

Att ti t t d d• Attention to standards
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WHAT DOES IT ALL MEAN?

FOR ADVANCEMENT OFFICE
• Integration• Integration
• Collaboration
• Prioritization
• Investment• Investment
• Accountability
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WHAT DOES IT ALL MEAN?

FOR ADVANCEMENT OFFICERS
Hi h d d Hi h d d• High demand; High demands

• Cross-trainingg
• Creativity

I t it• Integrity
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WHAT DOES IT ALL MEAN?

FOR YOU
• Long Hours• Long Hours
• Long Career
• Long View
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THANK YOU!

www case orgwww.case.org
lippincott@case.org
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