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5 Wicked Questions
SARCAN Conference, October 2018

You are
invited…
During this birthday year!
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Wicked Questions
Used to expose the assumptions which we
hold about an issue or situation
Articulating these assumptions provides an
opportunity to see the patterns of thought and
surface the differences in a group

3

1

11/1/2018

Wicked Questions
These patterns and differences can be used to
discover common ground or to find creative
alternatives for stubborn problems.
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Inequality
& Giving
5
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An Economic Trend
“Drummond, Capeluck and Calver
have noted that economic growth
in Canada has been inequitable,
non-inclusive and has damaged
the environment”
“Charities, Sustainable Funding and Smart Growth”,
Brian Emmett

Rising differences…
The richest income group (top quintile)
has by far the largest share of Canada’s
economic pie—with 39.1 per cent of
total national income.
The Conference Board of Canada

Inequality counts…
Higher-income individuals are only less
generous than their lower-income
counterparts under conditions of high
actual or perceived macro-level economic
inequality
“High income inequality leads higher-income individuals to be
less generous”, Cote, House, Willer, 2015
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Wealth isolation
“Wealthy people who live mostly with
other wealthy people give the least
amount of money to charity, on
average”
IRS, Chronicle of Philanthropy, 2012

By Zip Code
Indianapolis
% of Wealthy Filers 48%
Percentage Given 1.2%
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By Zip Code
Brooklyn
% of Wealthy Filers 1.3%
Percentage Given 35.2%
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Where the gifts go..…
Of the 50 largest individual gifts to
public charities in 2012, not a single
one went to a social service
organization or to a charity that
principally serves the poor and the
dispossessed.

Wicked Question
How can a culture of giving be fostered
amongst Canadians of affluence . . .
. . . When the consequences of rising income
inequality may be negatively impacting
empathy and witnessing of need?
15
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Familiarity
& Trust
16

Familiarity

25%

Only
of Canadians claim to be
extremely or very familiar with charities
Better educated Canadians appear to be even
more familiar with charities overall

6

11/1/2018

Familiarity

16%

Only
of respondents over 65 claimed
to be extremely or very familiar.

Trust in Charities

36% of respondents indicated that they
had High Trust in charities.

27%

While
of respondents claimed to
have Low Trust levels.

Familiarity and Trust

21
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Familiarity and Trust
High
56%
High
44%

High
41%

Low
27%

Donors

Low
20%

Volunteers

Low
18%

Employees
22

Familiarity and Trust
Charities are important to Canadians
From all respondents - 43% strongly agree
Not familiar - 26% strongly agree
Extremely/very familiar - 61% strongly agree

Familiarity and Trust
Most charities have a positive impact on the
cause they are working for
From all respondents 27% strongly agree
Not familiar - 14% strongly agree
Extremely/very familiar - 45% strongly agree
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Familiarity and Trust
Generally speaking charities operate in an open
& transparent manner
From all respondents 11% strongly agree
Not familiar - 6% strongly agree
Extremely/very familiar - 24% strongly agree

Familiarity and Trust
Most charities are well run & managed
From all respondents 11% strongly agree
Not familiar - 5% strongly agree
Extremely/very familiar - 25% strongly
agree
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There is an unexpected decline
amongst the most familiar in
Familiarity and Trust
the areas of transparency and
being well run

86% of respondents stated
that being well operated and
Familiarity
and Trust
transparent
to the public are
the number one considerations
affecting support of charities
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Is information the answer?
“More information is not necessarily a
good thing, because the more we know,
the more questions we develop about
what we don’t know”
from ‘Organizational Culture and Leadership’ by Edgar H.
Schein

Wicked Question
How can organizations move people from a
place of high familiarity to greater trust . .
.
. . . when simply providing them with more
information and data alone won’t succeed.

33
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Generations
& Generosity
34

We estimate that in 2014,
individual Canadians gave
approximately

$14.3 Billion
in receipted and unreceipted
donations to registered
charities.
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Claimed donations have

150%

increased
in
real terms since 1984,
however, charities are
relying on an everdecreasing proportion of
the population for
donations.

36
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Starting in 1990, the proportion of taxfilers
claiming donations began to decline fairly
steadily, dropping from a high of 29.5% in
1990 to the current low of 20.8% in 2014.
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In 1984, the top 1% of taxfilers
(then earning $80,000 and up)
accounted for only 16% of donations.
In 2014, the top 1% (those earning $250,000
and up) accounted for 31%
of donations.
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Donors 50+
account for 74% of
all donations, up
from 54% in 1985.

39
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Those 70+
alone, account for
30% of donations,
up from about 16%
in 1985.
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Younger donors (40
and under) have
gone from
accounting for
41.6% of donations
to 22.1% in 2014.
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The absolute value of
donations from
Canadians all age
groups, except one, has
gone up.
The value of donations
from people under 30
decreased by 16%.
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Wicked Question
How can the charitable sector plan for a
fiscally sustainable future . . .
. . . when revenue streams are reliant on
older, mission based donors and younger
donors aren’t donating in the same way as
previous generations?
44

Corporations
& Community
45
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Corporate community investment activities are increasingly
strategic and focused on business and social value. This
involves greater emphasis on measurement and a highly
organized approach to improving outcomes for the cause
being served.
Key business benefits cited by corporations are: improved
employee retention and recruitment; improved customer
relationships and stronger brand identification with social
value
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Direct giving from corporations is essential to the health of
charities and non-profits, particularly for non-religious
organizations.
In 2014, corporations gave $4.2 billion to charities
(Source: Lasby & Barr, 2017), almost all of which went to nonreligious causes
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Companies are leveraging stakeholder support (employees,
suppliers, customers) to magnify their impact on communities
and causes. Virtually all corporations surveyed encourage
volunteerism.

92% give staff paid time to volunteer; 82% have a
corporate day of volunteering, and 40% maintain online
lists of volunteer opportunities

48
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Strategic partnerships with select nonprofits are
common, leading to fewer funds for the rest

(78%)

• Over three-quarters of respondents
had at least one
nonprofit they considered to be a strategic partner, and most
indicated this was a growing priority.

42%

• Of those with partnerships,
indicated they were funding
fewer nonprofits to focus more resources on their signature partners
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Canadian companies are engaging, rapidly, in
crisis funding…

•84% of the companies surveyed donating cash in response to
natural disasters, accidents, and crises
• Many also raised money from employees (58%)
• Or donated goods or products (30%),
• Or raised money from customers or suppliers (24%).
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Canadian companies are engaging, rapidly, in
crisis funding…
• Crises commonly supported included:
• Fort McMurray wildfires (supported by 65 per cent of the corporations
canvassed)
• Humboldt bus collision (50 per cent)
• British Columbia Wildfires (39 per cent)
• Flooding in Eastern Ontario and Quebec (33 per cent)
• Support for Syrian refugees (26 per cent)
• Toronto Van attack (20 per cent)
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While 80% of corporations gave funds to help communities deal
with extreme crises, only 19% increased their community investment
budgets.

A third elected to re-direct funds originally allocated to other
charities,

and 48% drew funds from community investment budgets dedicated
to disaster relief.
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Wicked Question
How can the charitable sector count on
reliable corporate investment contributions
...
. . . when the increasing likelihood of
climate change/crisis/disasters will divert
funds from annual corporate budget?
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Evaluation
& Impact
54
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Background

55

What is being evaluated?
71%
60%

56%
35%
24%

Outputs

Outcomes

Quality

Impact

ROI

7%

6%

Other

None of
these
56

How is it being measured?
Administrative data
Statistical compilations
Surveys
Interviews
Web statistics
Focus groups
Logic models/theories of change
Case studies
Standardized assesment tools
Experimental studies
None of these
Other method(s)

58%
56%
55%
46%
40%
31%
21%
17%
11%
9%
7%
7%
57
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How is it being measured?
Administrative data
Statistical compilations
Surveys
Interviews
Web statistics
Focus groups
Logic models/theories of change
Case studies
Standardized assesment tools
Experimental studies
None of these
Other method(s)

58%
56%
55%
46%
40%
31%
21%
17%

11%
9%
7%
7%
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How is it being measured?
Administrative data
Statistical compilations
Surveys
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Web statistics
Focus groups
Logic models/theories of change
Case studies
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Experimental studies
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Other method(s)

58%
56%
55%
46%
40%
31%
21%
17%
11%
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7%
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What is being evaluated?

94% of organizations
are engaged in some form of evaluation

60
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How is it being measured?
Quantitative

Qualitative

Small Organizations

77%

54%

Medium Organizations

90%

65%

Large Organizations

98%

91%

61

Enablers & Barriers
16%

66%

Support from leadership

20%

59%

Staff buy-in

36%

53%

Staff knowledge & skills
Funder support

26%

49%

Stakeholder buy-in

17%

9%

External evaluator

60%

Staff time

61%

Financial resources

46%
32%
29%
25%
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Role of Funders
45% have regular
discussion with
funders
25% do not have
regular discussions
63
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Role of Funders

Agree

Neutral

Disagree

Don’t Know

4%
3%

15%

3%

79%

24%

3%

21%

28%

2%

32%

13% 18%
12%

52%

21%

34%

48%

22%
31%
18%

43%

Find it useful to discuss findings
with funders

41%

Work collaboratively to
determine what / how evaluate

13% 11%

Work with funders to determine
how to use findings

Funders see admission of failure
as learning opportunity

37%

Sometimes funders ignore
findings in decision-making

71%

6%

19%

33%

5%

67%

52%
24%

11%

39%

19% 11%

Evaluation driven more by funder
needs than own experiences

38%

9%

20%

3%
35%

40%

7%
17%

24%

23%
64

How can organizations tell their stories of
their value to the community. . .
. . . when moving beyond basic outputs to
ROI and impact are difficult and expensive?
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Millions saw the apple fall,
but Newton was the one

who asked why.
Bernard M. Baruch
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67
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69
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