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Because of coming population shifts, it is essential for nonprofit organizations, especially those that rely
heavily on individual donations, to begin attracting and cultivating younger donors to enhance
organizational sustainability. According to the results of the donor survey described in this report and
existing research, younger donors have different motivations, expectations and preferences than older
donors. Thus, nonprofit organizations need to develop fundraising strategies to attract, cultivate, and
retain younger donors - starting today.

Currently, most philanthropic activities focused on younger donors fall in three areas: 1) programs engag-
ing the young and the wealthy, 2) philanthropic engagement programs focusing on very young people
(school-aged children), and 3) individual nonprofit organizations’ activities, including “young professionals
groups or guilds. Reaching out to younger donors beyond those falling into these small pockets needs to
become a sector-wide focus, as today’s younger donors will be tomorrow’s major donors.

4

Nonprofit organizations must adjust their fundraising strategies to attract, engage, and retain younger
donors. Investing in cost-efficient technology, e-commerce options, and social media, along with modify-
ing basic fundraising techniques, is essential to successfully connect with younger donors.

Your organization can use this toolkit to:

. Understand why this topic is important

. Learn more about the giving habits of younger donors

. Assess your organization’s readiness to develop and implement a young donor program
. Make the case for developing or expanding a young donor program within your

organization

. Expand your knowledge around the role of technology in attracting and engaging
younger donors and learn how to leverage this technology within your organization

. Decide how to start developing a young donor program
. Start developing methods for assessing your organization’s success
Whether your organization decides to devote significant resources to a young donor program or decides

to take a few small steps, this toolkit will help you get started in developing, implementing, and assessing a
young donor program that will help engage tomorrow’s donors today.
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To help inform the dialogue around engaging younger donors, Community Shares conducted a survey on
generational differences and nonprofit donors. Almost 700 people who had given to a charitable
organization in the last three years responded to the survey during April and May, 2007. The respondents
represented a well-distributed range of ages, professions, and geographic locations. Full survey results are
available from Community Shares of Colorado upon request.

Focus Areas
The survey focused on determining whether or not generational differences exist in three areas related to
charitable giving: motivations for giving, expectations for nonprofit organizations, and preferred methods of

giving.

Areas of General Agreement
While clear distinctions existed in many areas of the survey, donors of all ages agreed in some key areas:

. Across all ages, 93.9 to 97.3 percent of donors agreed or strongly agreed with the statement,
“l expect the charity to use my contribution efficiently.”

. Similarly, 87.2 to 97.0 percent of donors of all ages strongly agreed,”l trust that the charity will
use my contribution well.”

. Donors of all ages also agreed that charities should be transparent about their operations
and expect the charity receiving their donations to have a measurable impact in their
community.

Given the agreement in these areas, nonprofit organizations should

highlight their successes or practices in each of these areas in fundraising Investing in
messages. technology can help
. make fundraising
Donation Amounts o h
For survey respondents, the median donation increases substantially as morg erficient, thus
the donor ages, from a median total gift of $200 per year for donors under maklng a focus on
30 to a median total gift of $1,200 per year for respondents over the age younger donors

of 60. This demonstrates why nonprofits typically do not focus their
efforts on younger donors. Generally, older donors give more

to nonprofit organizations and thus the time and effort spent soliciting a
gift is more likely to have a higher return. However, because small gifts are
meaningful for many organizations, focusing on younger donors can be an effective use of resources. By
leveraging technology to make the communication and processing of the gifts cost-efficient, these smaller
gifts become a more viable and important source of income.
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REASONS FOR GIVING

Survey results indicate that people of different age groups give to charitable organizations for slightly differ-
ent reasons. For example, a slightly larger number of older respondents reported that their main reason for
donating to nonprofit organizations is because organizations need donors’ support. This finding is in line
with other studies on young donors that have found that

younger donors are more driven by belief in a cause than by Graph 1:Donors Citing “Improving

a belief in philanthropy itself. Society” as Their Main Motivation for

. . . 30% Givin
More significantly, the main reasons of wanting to help 9

improve society and believing in an organization’s
mission interact interestingly when considering age. 25% Hm
Around 26 percent of donors under 30 and over 60

reported that their main reason for supporting non-

profit organizations is their desire to help improve 20%
society. When looking at the responses of those

between 40 and 49, only about 16 percent of respon-

dents reported that this is their main reason for donat- 15%
ing to nonprofit organizations.

Under30 30to39 40to49 50to59 60+

For those between 40 and 49, the most common reason for donating to charity is support of a specific
organization’s mission. The percentage of those 40 to 49 reporting this as their main reason for giving
(approximately 67 percent) is more than ten percent higher than for those 30 to 39. On significantly lower
levels, respondents reported that their religious beliefs and sense of civic responsibility serve as their main
reason for making charitable donations, with very few respondents citing feeling good or encouragement
from others as their main reasons.

EXPECTATIONS FOR NONPROFIT ORGANIZATIONS
The second phase of the survey focused on donors’ expectations for nonprofit organizations and their chari-
table giving practices, with the following results.

Graph 2:Donors Expecting to Be

Expectations for Involvement Involved with an Organization
Generational differences exist around the amount of . .
65% Beyond Making a Donation

involvement different donors at different stages of their
lives want with the nonprofit organizations to which they
donate. As seen in the table to the right, these results

58% [

correlate strongly with people’s life stages. Younger and 51%
older donors most likely have more time to be more
involved with charitable organizations, whereas middle- 44% -

aged donors are more likely to have children at home and
more demanding jobs. For those over the age of 60, many
may have the time to be more involved but the donor’s
capacity to be involved decreases as the individual ages.
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The Importance of Fun for Younger Donors

According to the survey results, a majority of younger Graph 3:Donors Agreeing or

donors agree or strongly agree that donating to charity Strongly Agreeing that Donating
should be fun. As seen in the graph to the left,almost 55 60% to Charity Should be Fun

percent of donors under 30 agreed or strongly agreed
that donating to charity should be fun, whereas only 28 53%
percent of those ages 50 to 59 agreed.

46%
This finding supports the trend of nonprofit organiza-
tions trying to appeal to younger donors by attracting
them to fun events or developing programming specifi-
cally for younger donors. One approach to this is lower-

. 4 . ) . .
mg 'the ticket price for younger donors for a fun fund 25% 30" 301039 401049 50 10 59
raising event.

39%

32%

Interestingly, however, younger donors also reported a
lower interest in attending events as a means of donating to charitable organizations, with 26 percent of
donors under 30 stating that formal fundraising events were preferable or most preferable, compared to a
high of 36 percent of donors aged 40 to 49 reporting that formal events were preferable or most preferable.
Older donors also reported a higher interest in donating through informal fundraising events. A likely conclu-
sion is that younger donors do not consider many nonprofit events to be fun according to their standards of
fun and therefore are not interested in donating in this

manner. Nonprofits should consider how much their fund- Graph 4: Donors Agreeing or
raising events will appeal to younger donors when trying to
engage younger donors in this way.

Strongly Agreeing with the
Statement:“l Donate to Orgs that

o%r Helped Someone Close to Me.”

Supporting Organizations that Helped the Donor or 60% |-
Someone Close to the Donor
Middle-aged donors are less likely to agree or strongly 5%

agree with the following statement,”l donate to give back
to a nonprofit that helped me or someone close to me.”
Whereas 60 percent of donors under the age of 30 agreed 450, |-
or strongly agreed with this statement, only 45 percent of
donors between the ages of 40 and 59 agreed or strongly 40% — 5 9er30 301039 401049 50 to 59
agreed with this statement.

50% [~

METHODS OF GIVING

Overall, generational differences exist in the methods preferred by donors of different ages and the survey
results in this area will be most helpful for nonprofits in deciding how to proceed in developing a young
donors program. Specifically, these differences were found in areas related to fundraising mailings and the
use of technology in giving. This information will be relevant and informative for organizations developing
younger donor programs.
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Fundraising Mailings
A staple of many fundraising programs, the fundraising mailing, seems to be less appealing to younger
donors. Around 28 percent of respondents under the age of

40 considered responding to a fundraising mailing to be Graph 5:Donors Rat-ir)g Donating
preferable or most preferable compared to around 49 % through a Mailing as
percent of respondents over the age of 60. | Preferable or Most Preferable

49%

Because so many organizations depend on fundraising
through mailings, development professionals should consider
this finding when planning for the future, as mailings may be 5,0, |
less successful as younger donors age and are able to
increase their charitable donations. As online newsletters 31%
and fundraising solicitations become more commonplace,
nonprofits may find that a traditional direct mailing campaign  2°% [nder30 301039 40t049 501059 60+
needs to be targeted to older donors or donors who prefer to

communicate with the organization through the traditional mail system and new electronic solicitations
need to be developed to appeal to younger donors and donors more comfortable with electronic communi-
cation. One benefit of this trend will be the reduced cost, as the costs associated with designing, printing, and
mailing communications can be expected to decline significantly with increased electronic communication.

43% I~

Question to Consider:Is your organization asking donors HOW they would like to receive information? Send-
ing a mailed solicitation to someone who prefers email is a waste of resources.

Giving through an Organization’s Website Graph 6: Donors Rating Online Giving as
Many development directors and organizational leaders Preferable or Most Preferable

complain that either their current online donation program 70% -
has not been successful or state that they do not want to
dedicate the resources necessary to develop a strong online ~ 58%[
fundraising program because of other priorities. Considering
the success of online political fundraising and the continually
increasing use of the internet in people’s daily lives, nonprof- 5,4, 1
its should strongly consider dedicating resources to
strengthen their web presence. 22% -

46% [~

The results of this survey support this recommendation. 10%
Almost 67 percent of donors under 30 and around 65 percent

of donors between the ages of 30 and 39 reported that donating through an organization’s website is most
preferable. Only 15 percent of donors over the age of 60 agreed that donating through an organization’s
website is preferable or most preferable.

Under30 30to39 40to49 50to 59 60+

By looking at this graph, the trend toward a preference for online giving is clear and should be noted by
nonprofit leaders and development directors. As discussed below, many organizations do not have a strong
web presence and do not actively drive potential and current donors to their website. Because of these two
factors, many nonprofits do not have successful online giving programs. If nonprofit organizations do not
develop online giving options, they may be missing important opportunities to increase donations from
individual donors, especially in the future.
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Gifts in Exchange for Donations
Nonprofit organizations often struggle over whether or not to provide gifts or incentives in exchange for
making a gift to the organization. Those organizations that do offer incentives and find them to increase
donations argue that the incentives provide the initial
motivation for people to make a gift, thus allowing the ) .
organization to begin a relationship with the donor. Other Graph 7: Donors Rating The Receipt of a
nonprofit organizations prefer to focus all of their fundrais- Gift in Return for a Donation as

ing revenues on program and operating expenses and do 30% Preferable or Most Preferable

not want to want to pay the extra costs associated with a
gift or incentive.

25% |-
: : - - . 20% [
Others believe that sending unsolicited gifts, like mailing
labels, or offering gifts in exchange for a donation diminishes 150, |
the value of the charitable transactions. Of the open-ended
comments to this survey,a good number were in reference 10% [
to this particular issue, with some respondents making the
point that they do not appreciate charities sending unsolic-
ited gifts and often feel guilted into sending a donation.
Others said that gifts are unnecessary and would like to see charities stop offering them in return for a
donation.

0, 1
>% Under30 30to39 40to49 50to59 60+

These comments slightly contradicted the responses with 26 percent of donors under the age of 30 stating
that they believe it is preferable or most preferable to make a donation “in exchange for a gift, like mailing
labels, a canvas bag, or a t-shirt.” The response significantly declined by age, as seen in the graph to the right.
Charities considering offering a gift in exchange for a donation as a new program to appeal to younger
donors should thoroughly consider the costs associated with doing so, the message it sends to donors, and
the expectations that are established for further donations (for example, will donors continue to give without
the incentive?).
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IMPLICATIONS FOR NONPROFIT ORGANIZATIONS

Nonprofits can expect to attract some younger donors without doing anything. Organizations interested in
diversifying revenues by attracting younger donors and thus enhancing organizational sustainability should
seriously and deliberatily consider assessing their organization’s development programs to see if the organi-
zation is missing opportunities in this area. If a nonprofit organization decides to actively focus on attracting,
engaging, and retaining young donors, a long-term approach is likely to be most successful.

Many fundraising experts and fund development professionals seem to agree that organizations need to
focus their young donor efforts on the young and wealthy because these activities will likely result in a higher
return on the investment of time and effort through a larger gift. Based upon the fact that many nonprofit
organizations receive many small and mid-sized gifts and these gifts are essential to sustain the organization
from year to year, Community Shares strongly believe that donors of less means also deserve nonprofits’
attention.

Although donors are mobile and may not support an organization for ten or fifteen years, investing in a donor
who is willing to give an organization a reasonable level of support for three to five years, and possibly bring
in their friends and colleagues as many younger people do, could result in significant revenues for the organi-
zation over time. Therefore, this group of donors deserves more attention from fundraisers.

ASSESSMENT: Is your organization ready?

Clearly, nonprofit organizations need to weigh the costs and benefits of developing programs focused on
younger donors. One organization might find their particular mission to be especially appealing to younger
donors or another organization might have a strong enough database to conclude that 20 percent of their
donors are under the age of 40. In these cases, moving forward to determine the feasibility of developing
fundraising programs focused on younger donors could be an attractive investment of resources. On the
other hand, an organization might have a very strapped development office or disorganized fundraising
programs. In these cases, focusing limited resources in other areas would most likely be a better course of
action.

The following elements are key considerations for any organization interested in focusing on younger

donors:

. Resources and capacity, specifically in the areas of development and communications

. A place to start, like a mission that appeals to younger people, a small group of engaged
younger donors, or a natural expansion of an existing fundraising program

. An organizational culture that is willing to offer younger donors a way to be meaningfully
involved in the organization and accept the implications of such increased involvement

. Someone in the organization who is willing to champion the program over time

. Infrastructure and resources to track involvement and donations over time

. Commitment to analyzing results and make adjustments as necessary

Community Shares has developed an assessment tool that nonprofit organizations can use to
assess their readiness for this type of effort, as follows.
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Is your organization ready to develop a program for attracting, engaging, and cultivating younger donors?

Generally, how appealing is your mission to younger donors? (select one)

. Our message is specifically targeted to an older audience because they make up

the majority of our constituents. 1 point
. Our message is universal and our language is not targeted to any specific age groups. 3 points
. Our message has specific elements that may appeal to younger donors. 5 points

Points for this question:

Does your organization have the resources and capacity necessary to develop fundraising programs
focused on younger donors? (select one)

. We do not have the funding or resources to reach out beyond our core donors at this time. 1 point
. We have the capacity to expand our overall donor program but would need

a solid financial return 5 points
. We have the capacity and resources to expand or create a young donor program with

reasonable success measures. 10 points
. Pursuing young donors is a necessary step to realize our mission and we have the

capacity and resources to set measures of success other than financial. 15 points

Points for this question:

Does your organization have ways for younger donors to become meaningfully involved? (select one)

. Young donors would be welcome to participate in our existing programs but they

are not specifically designed for a younger audience. 1 point
. Young donors would enjoy our existing programs because they are built to appeal to all ages. 3 points
. We have events and volunteer programs specifically targeted to appeal to young donors. 5 points
. Add 1 bonus point for each of the following:

. We have at least one board member under the age of 35

. We have employees under 35 in key (executive or management) staff positions

Points for this question:

Does your organization have the ability to track a donor’s giving and involvement over time? (select one)

. We don't have a formal donor database. 1 point

. We track donor gifts but not volunteering. 3 points
. We track volunteering but not donor gifts. 3 points
. We track donor gifts and volunteering but in separate databases. 3 points
. Our database tracks all contact with constituents. 5 points

Points for this question:

Does your organization have the ability and resources necessary to modify your communications to
appeal to younger donors? (select all that apply)

. Our database can be coded to sort donors into groups. 2 points
. We have staff capacity to create copy for different communication pieces. 3 points
. We have an electronic newsletter. 2 points
. We have an interactive electronic newsletter that readers can forward easily to others. 3 points
. We segment contacts/communications and send different messages to different audiences. 5 points

Points for this question:

Points for this page:
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Does your organization have a culture that will be accepting of younger donors and will welcome their
active involvement? (select one)

. Everyone is welcome but younger donors are not our target audience. 1 point
. Our culture is not specific to any age group; younger donors would feel as

comfortable as everyone else. 3 points
. We have a culture that intentionally invites younger donors to become actively involved. 5 points

Points for this question:

Does your organization have a strong web presence? (select all that apply)

. We have an informational website. 2 points
. We have an interactive website. 3 points
. We have an electronic newsletter. 2 points
. We have an interactive electronic newsletter. 3 points
. We use key words and search engine optimization to amplify our web presence. 3 points
. We track our website traffic and wusage rates. 2 points

Points for this question:

Is someone in your organization willing to serve as a champion for a campaign to increase the number of
and revenue from younger donors? (select all that apply)

. We have the knowledge and expertise to manage and increase our online presence. 2 points
. We have young staff people or volunteers who can inform our marketing and outreach

pieces to young donors. 3 points
. We have a key staff person who can dedicate significant time to attract young donors. 3 points

Points for this question:

Does your organization have an obvious or relatively easy place to start on a campaign to engage more
younger donors? (select all that apply)

. We have online communication pieces we could ask donors to send to friends. 3 points
. We have events appealing to young donors. 2 points
. We have a volunteer program that is appealing to young donors. 3 points
. Our organization is appealing overall to young people, we just need to

adjust our marketing to a new audience. 2 points

Points for this question:

Does your organization already have some engaged younger donors? (select one)

. We do not track donors by age but we likely have young donors. 2 points
. We have some young donors who generally became aware of us through their parents. 4 points
. We have a young donor group that fits into our traditional fundraising program.

We hope to “graduate” these donors into our existing donor programs. 6 points
. We have a growing group of young donors interested in uniquely engaging with our

organization. These donors seem to be looking for new ways to interact with our organization. 8 points
. We have many young donors and many were organically referred by other young donors.

We set up our programs to make it easy for our donors to share information with others

and invite others to give. 10 points

Points for this question:

Points for this page:
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Interpreting the Results

Points from page 10:

Points from page 11:

Total Points:

Using your organization’s score as a guide, you can assess your readiness to move forward:

7510 100 It is probably worth moving forward on a campaign to attract, engage, and retain younger donors.
Working on a measurable plan or starting on a small pilot project might be a good first step.

50to 74 It may be worth your organization’s time to conduct a more detailed assessment and feasibility
study for a campaign to attract,engage, and retain younger donors. Alternately, your organization
could start with a small pilot project in an area that makes sense to see if it is worth devoting more
resources and time to the project.

Under 50 Your organization’s resource may best be used in another area. If resources or capacity increase or
organizational barriers are diminished, reconsider moving forward.

Obviously, other considerations, like support from the board or other organizational priorities, will factor into the

decision to move forward with developing a young donors program. This assessment, along with the results, will
help your organization see where opportunities exist or where your organization needs to focus its efforts.
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After completing the organizational assessment, organizations can start with the following recommendations to
help in integrating actual fundraising programs according to the specific needs and areas of fundraising expertise
within an organization. Many of the items discussed below are basic best practices in nonprofit management and
apply to fundraising in general, with some specific modifications meant to appeal more strongly to younger
donors. These efforts, while focused on younger donors, are important elements of nonprofit management and
some of them will likely have positive impacts in other areas when thoughtfully implemented.

For organizations that are ready to develop, improve, or start a program focused on attracting, engaging, and
retaining young donors in the near future, the following four recommendations can help the organization focus
its efforts and resources.

Recommendation 1: Figure out if your organization has younger donors and ask them what they think
Almost all nonprofit organizations will have some younger donors,and as shown above, they probably want to be
involved beyond just giving money. One good way to get younger donors,and donors in general, involved and
invested in the organization’s work is to ask them what they think about your organization. Additionally, these
donors are a good place to start in terms of developing or improving your organization’s activities focusing on
younger donors. Gathering information can take place in a variety of ways, including web-based surveys, focus
groups, and individual meetings.

In gathering information, an organization should ask the following questions:

. Why do you give to this organization?

. Do you like our communication pieces? Is the information interesting and relevant?

. What other communications would motivate you to make a gift?

. Would you like to be able to donate in other ways?

. What could we do better? (Think about events, programs, communications, fundraising, etc).

In asking these types of questions, an organization needs to be prepared to receive difficult but valuable feed-
back. If an organization is choosing to devote resources to improving or developing a young donor program, this
research stage is critical unless the organization has already conducted a similar assessment or has specific exper-
tise available, like a development professional or consultant with expertise in this area.

Gathering continual feedback and monitoring efforts and return on investment will help an organization deter-
mine if it is on the correct path or if it needs to reassess its activities in this area. This is especially important
because of the limited resources available within nonprofit organizations; continuing ineffective programs is
counterproductive and wastes resources. Consider using the participants in these initial activities to create a
formal or informal advisory council. In the future, new ideas can be bounced off this group or they could help
provide content and stories for communication pieces, or participate in developing fundraising events.

Tools for smaller organizations: If your organization does not have the resources to have a professional facili-
tate a focus group or administer a survey to younger donors, these kinds of activities may seem daunting and
expensive. For a low cost, ranging from free to $20 per month, an organization can use a tool like
www.surveymonkey.com to administer an online survey. Using the questions outlined above, with questions
added or modified as necessary, an organization could administer a quick and easy online survey to current
younger donors. Although focus groups are often facilitated by professionals, your organization could host a less
formal discussion focused on the questioned outlined above. The key to hosting this type of event is to stay
focused on gathering information and listening; getting defensive or monopolizing the conversation will reduce
the quality of information gathered.
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Recommendation 2: Adapt fundraising messages and programs to appeal to younger donors

In developing programs targeting young donors, nonprofit organizations should experiment with messaging. For
example, do donors find the name for your organization’s young professionals group to be patronizing? Does
the name of the program send the message that the young professionals are sitting at the “kids’ table” or that they
are being taken seriously and are considered important in achieving the organization’s mission?

Your organization could also consider “test marketing” fundraising appeals to see which message results in the
most donations. If your organization is conducting a direct mailing campaign and can segment the database by
age, consider sending two different letters with different messages to see which is the most effective. If you have
an online newsletter, consider tailoring one version to younger donors by adding a profile of a younger donor
and including a story tailored to the interests of younger donors.

Additionally, by modifying existing fundraising programs, such as offering a“young professionals” ticket price for
events, nonprofit organizations can take small steps to engage younger donors in existing fundraising programs.
Nonprofit organizations should also consider young donors’ desire to participate in fundraising programs that are
fun, as this is a significant motivator for many younger donors. When planning an event, ask yourself, or better yet
your younger donors, if an event will be appealing and fun to younger donors or people at similar life stages. Be
sure to track the number of responses or ticket purchases to events or programs for any “young professionals”
program. This will help your organization track its success over time.

What if we only have a few younger donors?

If your organization only has a handful of younger donors, choosing one or two activities to focus upon will
probably be the most successful strategy, given your organization’s limited capacity or limited donor base. For
example, your organization could agree to establish a “young professionals”rate for your annual fundraiser and
highlight a young donor in two of your organization’s four yearly newsletters.

Recommendation 3: Give young donors ways to become involved in the organization

Based upon the survey results discussed above, many young donors want to be involved with an organization
beyond making a donation. For some donors, this can mean preparing mailings or sorting mail at a homeless
shelter, but for others it can include an opportunity to serve on an advisory board, an event committee, or eventu-
ally the board of directors.

One nonprofit fundraiser said in regard to cultivating younger donors,“People fund people, not ideas,” adding,
“Nonprofits must also include more young people on their boards and in other positions of power. A nonprofit
with a mostly white or male staff and board will have trouble cultivating black or female donors, age is no differ-
ent.” If your organizational culture is not open to allowing younger people to participate at all levels, a younger
donor program is unlikely to be successful.

Resources:

The strategies to make your organization more inclusive in other areas often work when talking about age. The
Denver Foundation offers an 18-module toolkit on inclusiveness that could be useful in making your organization
more inclusive of younger people. For more information, visit www.denverfoundation.org.
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Recommendation 4: Integrate your organization’s communications

Integrating communications should include three key steps:

. Improving your organization’s online presence
. Utilizing and leveraging technology
. Developing communication pieces that appeal to younger donors

Does this sound like something one of your donors might say?

“One of the organizations | support is in the middle of a capital campaign and recently held their annual
fundraising dinner. They have my email address, but they do not use it to their advantage. | have not
received a single email reminding me about the event, updating me on the capital campaign, or alerting
me to a news story about the organization that appeared in a major newspaper. Because | care a great
deal about the organization, | would appreciate more frequent communication. If  knew how they
would use my donation, | might give more.” - 27 year-old donor

If so, your organization needs to include younger donors as a component of your organization’s
communications plan and as part of specific communication strategies.

Utilizing Email Addresses

For organizations interested in attracting younger donors, not using email addresses is simply a missed com-
munication and fundraising opportunity. Many of the survey respondents stated that it is frustrating to only
hear from an organization when being asking for money, but many nonprofits are only able to communicate
through fundraising solicitations because other means of ongoing communication has been traditionally
expensive. With improving technology, someone with basic computer skills can develop an e-newsletter for
less than $0.03 per email address through a service like Constant Contact (www.constantcontact.com). Today,
there is almost no excuse for organizations not to use these types of technological solutions to their advantage.

Online Presence

A strong online presence is essential for organizations interested in attracting, engaging, and retaining younger
donors. As discussed above, a large majority of younger donors find donating online to be preferable or most
preferable and a strong website with compelling information could help encourage and/or increase the size of
a donation. Ease of use is also very important, as someone is not going to spend a significant amount of time
looking for the way to donate online. Please see the Social Media Guide in this toolkit for online giving
resources.

Once a good website is in place and a user-friendly online donation solution has been integrated, a website will
help to establish an organization’s online credibility. To be effective, an organization must drive traffic to the
website and create reasons for donors and supporters to keep coming back, which means keeping the site
up-to-date and filled with interesting, accurate information. According to Groundspring, an organization offer-
ing technology services to nonprofit organizations, online donations are steadily increasing each year. Their
findings after Hurricane Katrina indicate that people giving online gave 50 percent more than those giving by a
different mechanism and 65 percent of their survey respondents indicated that the organization’s website
influenced their gift.
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Other Online Communication Tools
In addition to a strong website, nonprofit organizations should consider other online communication vehicles
to communicate efficiently with their supporters. Many nonprofit leaders would probably not think to develop

a blog for their organization unless they have a young staff person or a technologically-minded personin a
leadership position. The political community should serve as a model for the power of this communication

mechanism, especially given the power of blogs during the last presi-
dential election.

Nonprofit organizations have also found success in engaging people
in their mission by establishing a blog, which can be set up with little
investment beyond staff time. The Women'’s Foundation of Washing-
ton, DC, has recently established a blog and it is their website’s most
popular feature. Staff members blog about the organization’s fund-
raising efforts and women'’s issues. Todd Ziegler of the Bivings Group,
a communications consulting company, states,“Nonprofits are small
and their budgets are strapped. The technology is accessible ... (for
nonprofits) trying to raise money or build awareness around their
issues.Using blogs is a way to really connect with people.” Sharing
your organization’s work and activities in this way is a means of
getting people to come back to your site, thus keeping them
engaged over time.

E-newsletters, as mentioned above, are another easy and cost-
effective way for a nonprofit to communicate more regularly with
donors and are particularly appealing to younger, technology-savvy
donors. Because they are simple to roll out, e-newsletters would be
a good first step for smaller or resource-strapped organizations.

Tip: People change email addresses often. Give donors and
constituents an easy way to update their contact information,
like a form on your website or through a link in your electronic

Assuming it is up-to-date and
interesting, drive people to your
organization’s website by
including a “tickler” in each
communication piece.

For example, your fundraising
letters can include something like,
“We encourage you to visit our
website at www.cshares.org to
learn more about our impact in
the community and to read
about one of our partner
agencies, in their own words.”

Additionally, every newsletter,
paper-based or electronic, should
also drive people to your website,

whether it is to make a gift, sign
up for an event, or just learn more
about your programs.

communication pieces. Spending the time to be sure email addresses are kept up-to-date will help increase
the success and return-on-investment of such fundraising and communications programs.

Final Thoughts on Recommendation 4

A blog and other electronic communication vehicles may not be right for some organizations or might not be
an appropriate place to allocate resources. In these cases, it is still important for the organization to be sure its
other communication pieces have at least some appeal to younger donors and are communicating the right
messages about the organization. Some simple initial steps for integrating messages for younger donors into
traditional communication pieces could include profiling a younger donor in a newsletter or discussing the
organization’s efforts in trying to develop a stronger base of young donors, along with a solicitation for input
(not dollars). Finally, communication pieces should be easily accessible through an organization’s website, even
if they were not originally distributed electronically. Nonprofits should strive for this level of integration and
sophistication, even if it is not immediately realistic because of limited resources. Please see the social media

guide for more information on this topic.
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If your organization decides to move forward in developing fundraising programs focused on younger
donors, your organization should also commit to tracking the success of such initiatives, especially if signifi-
cant resources are devoted to the programs.

If your organization already tracks and analyzes the success of fundraising programs, integrating programs
focused on young donors will likely be a simple task. However, if your organization is developing new
programs or using new technological solutions, developing benchmarks and measurement tools ahead of
time will help your organization track its success over time and assess whether or not resources are being
used wisely.

Some basic tips on tracking success:

. Analyze your current base of younger donors prior to implementing young donor programs.
Gather information on the number of donors, the amounts of their gifts, and their
involvement with the organization. Then, track these numbers over time to see if the number
of identified younger donors has increased, if they are giving more, and if they are more
engaged (more younger people are attending events, etc).

. Using technology, nonprofits can gauge how many people open their newsletter, click on
links to their website, donate in response to an electronic appeal, and learn about what
younger donors are thinking by reading their comments on a blog. Try to integrate this
technology to help track your success from the beginning.

. Develop baseline measures for success. For example, your organization could decide that it
will develop a“young professionals” rate for events, highlight a young donor in two
newsletters, host two focus groups with younger donors, and develop an advisory council of
five younger donors. Actual fundraising increases during the first year or phase of a program
might be unrealistic for some organizations, so the initial phase could focus on establishing
programs and engaging younger people, instead of raising money from them.

. If your organization has established a“young professionals” program for events, be sure to
track the number of responses and tickets purchased over time to gauge success. Be sure to
track returning attendees and new attendees, and sample new attendees to find out why
they decided to participate in a program or event.

Books on fundraising and communications strategies typically have entire chapters devoted to measuring

success and tracking results If your organization is interested in developing a more comprehensive
approach to measuring success, consulting these resources would be helpful.
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The coming demographic shifts are inevitable and those nonprofits prepared to deal with new fundraising
realities will likely be more sustainable organizations in coming years. By investing in attracting, engaging,
and retaining younger donors today, nonprofits will reap the benefits tomorrow. Nonprofits that have the
resources and capacity to proactively work with this population can build on the success of some of the
pioneering organizations, or blaze their own way based upon the opportunities available to their
organization.

Getting started now, even with some of the small steps described in this toolkit or with a more dramatic
fundraising program overhaul, can help ensure that individual nonprofit organizations are engaging
tomorrow’s individual donors today, thus strengthening their organization and the sector as a whole.

One important strategy for sustainability should be attracting, engaging, and retaining tomorrow’s
donors today.
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leveraging technology, e-commerce, and

Where to begin?

Many discussions about nonprofit organizations “leveraging technology”inadvertently sabotage the
process before it begins. First, the discussion is often unnecessarily intimidating. Fundraisers do not need
to know how the post office processes bulk mail to have the capacity to send a direct mail letter. Non-
profit organizations do not need to build their own venue to host a special event. Just as fundraisers and
organizations use 3rd party support services to manage their other fundraising programs, they can work
with outside resources to efficiently manage online and technology efforts.

Second, starting with end goals - “we need a top notch website to be competitive” or “a better online
giving platform will attract new donors” - can lead an organization down the road of optimizing their
technology capacity rather than leveraging technology to optimize their capacity to achieve their mission.
Technology alone does not make a message or mission appealing in the long term. However, thoughtfully
utilized, technology allows an organization to “lift less and leverage more,” increasing the reach and
resources of the organization.

When considering the introduction of new technology, start by identifying what the goal is in human and
mission terms, not by making a list of technology products to purchase.

What are the key technology pieces a nonprofit should consider?

The purpose of this toolkit is to discuss engaging young donors and focuses on fundraising functions
including communication pieces, e-commerce and social media. This toolkit proposes small changes in
use of technology and conceptual changes in how to interact with young donors.

This toolkit does not include a detailed discussion of database and constituent/contact relationship
management (CRM) software options. Because we are focusing on young donors specifically, discussing
an expensive database change falls outside of small changes that can be made by almost any nonprofit
organization. Database changes and CRM software typically require a significant capital expenditure and
should be part of a long-term capacity building plan. The options discussed here are cost-effective and
easy-to-use.

Specifically, the two key online technology components to consider introducing first include effective
online communication pieces and e-commerce options. Additionally, nonprofits should be aware of
technological shifts, including the impact of social media (email, text messages, and social networking
sites) on how young people communicate, utilizing such technology as appropriate.

engaging tomorrow’s donors today IH



Simple Ways to Make Your Website and Online Communications More Effective

Many nonprofit organizations are struggling to introduce Web 1.0 capabilities as Web 2.0 is changing the
marketplace. Web 1.0 is the first wave of internet use which focused on publishing information. Often-
times, this meant producing an informational website that had the same information printed in brochures
available on the internet. (This can affectionately be thought of as “brochureware”)

If your organization has a Web 1.0 site (a good measure is if content on the site was copied and pasted
from print documents) it is essential to make some immediate and simple upgrades. First, consider what
your ideal user experience and outcome is. What
do you want someone to do when they come to
your site? Consider the idea of “perfect circles” -
the route you want a visitor to take when navi-

gating through your website. Every page on your 40 percent of people who either donate,

site should include the opportunity for the visitor .
N p pportunity volunteer, or advocate for a nonprofit
to click into the “perfect circle” you've created. If

From Chronicle of Philanthropy:

your goal is to have someone attend an upcom- organization report they consult an
ing event, there should be an opportunity to online source for charity information
enter the “perfect circle” (i.e., learning about the BEFORE making donations.

event, registering, and purchasing a ticket online)

nearly everywhere on your site. This requires

updating your site content and “entry points”as Of those who do all three, 55 percent

the desired outcome changes. go online first. Over 60 percent said
they went to the organization’s

Also, you must make your site more effective in g ; ;
y y website to get information.

responding to search engines. Utilize young
volunteers to make an in-kind donation of
expertise to help with search engine optimiza-
tion by updating key words and alt text. The two key pieces to consider are putting yourself in the mind-
set of the visitor/searcher and starting with the desired outcome. If someone is looking for your website,
what key words will they likely use? If someone finds your site, what page do you want to serve as the
entry point depending upon the search terms entered? For example, i