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•    Understand the motivation for the gift . What is the 

donor’s relationship to the institution? What do they 

hope to accomplish with the gift ?

•    Is the donor interested in receiving the maximum 

tax deduction or the assets used to fulfi ll the gift ? 

•    Are there residual responsibilities for the donor’s 

family members aft er the donor’s death?

•    Has the fi nancial sustainability of the recipient been 

thoroughly vetted? It is essential for the gift  not to 

overwhelm or create undue burden for the recipient.

•    Who has the donor discussed the gift  with at the 

organization, and what was the outcome? Most likely 

the donor’s fi rst contact is with a major gift  or planned 

giving offi  cer. However, if your client wants to achieve 

specifi c outcomes, it is vital to go beyond the fundrais-

ing team. Is there someone who can ask the most rel-

evant questions and, as important, putting the answers 

into context and coveying them to the donor.

•    Does your client wish to remain anonymous or be 

recognized?  Th is is a key starting point in conver-

sations with the recipient. If the goal is a naming 

opportunity, there are considerations that need to be 

discussed to protect the donor and his or her heirs. 

•    If the donor is funding an endowment, what is the 

spending plan, and what is the plan for revenue 

generation if the donor is not the sole funder?

•    Are there ‘strings’ attached to the donation? Th is is 

vital when negotiating any major gift . What if the 

leadership or strategic direction of an institution 

changes?  What if the organization receives another 

equal or greater gift  with the same factors and out-

comes?  Th e donor must be clear in setting out their 

expectations with reporting, communication and 

involvement.

•    Are all of the donor’s relevant, trusted advisors aware 

of the terms and conditions of the gift ?

PARTNERSHIP AND COMMUNICATION
Eff ective and meaningful philanthropy is a partnership 

between the donor and the recipient organization.  It 

takes both parties’ interests into consideration and 

fi nds the commonalities of intent and opportunity.  

It is about transparent communication between all 

stakeholders, discussing what each party is hoping to 

accomplish. 

Strategic Philanthropy is a global philanthropic advisory fi rm 
headquartered in Chicago.

here has been a lot of press over the 

past few years concerning major 

gift s being given to institutions, and 

later challenged by the donor, the 

family, or the institution itself.  In 

2012, country singer Garth Brooks 

sued a hospital in Oklahoma (and won) over the nam-

ing rights of a women’s health center which was sup-

posed to have been named aft er his mother; however, 

the hospital claimed it could use the funds for other 

purposes. Th en there’s the case of the family that sued 

Princeton University, when the university allegedly 

sought to divert the funds the family had donated over 

the years for purposes other than the original intent of 

the gift . Th ese are but two of a slew of high profi le cases 

wherein a major gift  that was given with the best inten-

tions becomes the center of controversy. 

PHILANTHROPIC STRATEGIES
Over the years, we have had the privilege and 

pleasure of helping numerous donors and their 

advisors make major gift s, sometimes as part of 

their larger lifetime or legacy philanthropic strategy, 

and sometimes as a standalone. We have facilitated 

gift s ranging from $1m-$60m and many in between 

– these gift s have been given to institutions and 

organizations for program launches or the naming 

of a building, for example. In all instances, how the 

gift  is structured is almost as important as the gift  

itself. It doesn’t matter which vehicle facilitates the 

funding – personal checkbook, donor advised fund, 

foundation or trust – nor which assets are used and 

the time period over which the gift  is fulfi lled; the 

approach to negotiating and memorializing the gift  

is the same in all cases.  

A signifi cant gift  is a nuanced transaction and is 

helpful if a donor’s advisory, legal and fi nancial teams 

are working altogether. To that end, we have addressed 

some of the more important discussion points that will 

ensure both the donor and the recipient are protected, 

and feel confi dent about their partnership:

Susan Winer, 
Strategic Philanthropy, 

Giving gifts with
confidence  

T Susan Winer

mguillen
Typewritten Text
http://fundintelligence.global/privateassetmanagement/opinion/giving-gifts-with-confidence/

http://fundintelligence.global/privateassetmanagement/opinion/giving-gifts-with-confidence/
http://fundintelligence.global/privateassetmanagement/opinion/giving-gifts-with-confidence/



