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This web-based survey was conducted during the month of October 2001 among 
the communications directors of 321 of Americaôs premiere foundations.  It is 
sponsored by The Communications Network, a non-profit membership 
organization that promotes strategic communications as an integral part of 
effective philanthropy, and Douglas Gould & Co., a strategic communications 
consulting firm. 

The Respondents

Of the 321 foundation communications directors who received the survey, 10% 
(32) responded.  While the data is not fully representative, it does suggest some 
patterns in the communications priorities of the nationôs foundations. 

Of the 32 foundations that responded, over one-third (12) have grantmaking 
budgets in excess of $35 million for this fiscal year.  Eight have grantmaking 
budgets between $15 million and $35 million, four between $10 million and $15 
million, and six of less than $10 million. 

General Findings

Only two foundations reported that their grantmaking priorities changed 
significantly after September 11, 2001, although eight more indicated that the 
terrorist attacks had hastened their entry into new project areas that were already 
under consideration.  Taken together, these total nearly a third of respondents 
(31%).  Changes included outreach to new audiences such as the Muslim 
community, the mental health field, aging workers, and multi-lingual individuals, 
and programs on religious tolerance, bioterror, teen pregnancy, and violence 
prevention.   

Following September 11, three foundations reallocated their communications 
budgets in order to cover changed priorities.  Two of those intensified their use of 
electronic communications, particularly public service announcements and 
documentaries, and one made a gift to its local National Public Radio station. 

A large majority (27 or 84%) of communication budgets stayed the same 
following September 11 and only 2 (6%) decreased.  The decrease was 
attributed to anticipated loss of investment income. 



Current and Prior Year Budgets 
 
While 17 (53%) report having communications budgets last year of under 
$250,000, 14 (44%) report communications budgets over that amount.  Five 
foundations (16%) say they spent over $1 million. 
 
The communications budgets of 19 foundations (59%) increased between this 
year and last.   
 

• Ten said the increase was due to new program activities, including 
technical assistance with messaging, an increase in general 
communications activities, a new grantmaking system and an increase in 
the number of funded projects.  One said the foundation had begun 
making program-related investments. 

 
• Two said the communications budget increased because of increased 

foundation income. 
 

• Seven said the increase covered the addition of new capabilities:  One 
established a new communications department.  Another had a change in 
leadership priorities.  Several increased technology or web spending.  One 
initiated a branding and positioning campaign and others expanded 
promotion for the work of grantees. 

 
 
Activities Included in Foundation Communications Budgets 
 
The range of communication activities within foundations is comprehensive.   
 

• 30 respondents said they included web sites and audio/video production in 
their communications budgets.   

• 28 engage in media relations. 
• 26 are involved in public affairs. 
• 24 plan and conduct special events.   
• 23 say they budget for crisis communications and for publications.   
• 22 provide technical assistance to grantees and 21 deliver training.   
• 20 are responsible for writing speeches. 
• 7 also include other activities, such as public education campaigns, 

anniversary events, and graphic design. 
 
Planning and Management of Communication Functions 
 
A full 75% of respondents (24) say that communications activities and budgets 
are planned and managed by a separate communications department within the 
foundation.  The remaining respondents said that their budgets were developed 



and managed by some combination of communications staff, program officers, 
and/or senior management. 
 
As a group, the foundations that responded to our survey have rather lean 
communications staffs.   

• Over half (17/53%) have 1 to 2 full time staff. 
• 7 have between 3 and 6 full time staff. 
• 3 have between 7 and 12 full time staff. 
• 3 have more than 12 full time staff. 

 
 
Forecast for Next Year 
 
While most respondents anticipate a good deal of stability in overall budget 
allocations for the next fiscal year, some reallocations among communications 
activities are expected.   

• Nearly 63% (20) say they are likely to increase investment in websites.   
• The second most likely area for increase is in media relations, cited by 

nearly 38% (12) of respondents.   
• Other areas expected to gain a greater share of communications budgets 

are:  public affairs (8/25%), audio/video production (7/22%), and technical 
assistance (7/22%). 

 
Respondents were split on two areas:   

• Nine (28%) anticipated increases in special events, while six (19%) 
anticipated decreases. 

• Five (16%) said their foundations are likely to increase funding for training, 
while six (19%) said they expected decreases in this area. 

 
Use of Consultants 
 
At least 22 respondents (nearly 69%) say they hire outside consultants to plan or 
execute some communications activities.  The areas identified include:   

• web site development (22/69%) 
• publications (15/47%) 
• media relations (14/44%) 
• special events and celebrations (13/41%) 
• spokesperson training (9/28%) 
• crisis communications (3/9%) 
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