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Let's Get
Started!

If you could have dinner with any
historical figure, who would it be?
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Recording and slides will be sent via email.
Look out for exclusive Bonus Content!
Visit OneCause.com/Resources for on-demand webinars.
Add questions, comment or send emojis in the Chat.

Earn 1 CFRE credit with this webinar! ’
Help share on social! A
CFRE

CERTIFIED FUND RAISING EXECUTIVE
Approved Provider for
ntinuing Education

WIN: Amazon Gift Card

Help drive future webinar content!
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Agenda

* Growth Strategy

* Generational Donors

* Online Engagement

* Seasonal Contributions
* Impact Giving

e Emotional Connection
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Generational Donors

SEGMENTS AND HABITS
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Gen /

ENGAGED IN DIGITAL ACTIVISM

Giving Habits
 Prefer online & mobile donations

* Follow social media & peer recommendations
* Participate in crowdfunding

Year-End Giving
* Respond to transparent impact reporting
* Favors projects aligning with their values

Recurring Giving Generatlon Z

*  Opt for smaller monthly or micro-donations

1997 - 2011

Mindset 20% of the US Population
* Seek authenticity & direct impact
*  Trust organizations demonstrating DEI
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Millennials

INFLUENCED BY PEER NETWORKS

Giving Habits
*  Enroll in monthly giving programs (40%)
* Prefer digital giving platforms

Year-End Giving
* Respond to tax incentives & matching gift opportunities
* Appreciate personalized & engaging storytelling

Recurring Giving

*  Opt for automated donations M i I Ienn |a|$

* Value convenience & consistency

1981 - 1996

Mindset 26% of the US Population

* Demand transparency & accountability
* Seek measurable outcomes & long-term impact
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Gen X

GUIDED BY RESEARCH

Giving Habits
* Respond to the financial benefits of giving

Year-End Giving
*  Maximize tax deductions with end-of-year giving
* Explore charitable gift annuities & estate planning

Recurring Giving
* Engage in larger, regular donations
* Prefer long-term commitments

1965 - 1980

19.5% of the US Population
Mindset

*  Prioritize financial planning & legacy building
*  Trust well-established, reputable organizations

Significant Wealth Accumulation
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Baby Boomers

INTERESTED IN VOLUNTEERISM

Giving Habits
* Donate generously & consistently
* Prefer traditional giving methods
* Use digital platforms

Year-End Giving
* Seek tax deductions & legacy considerations
* Make larger, one-time donations at year-end

Baby Boomers

*  Support ongoing, substantial contributions 19046 - 1964
* Fund tangible projects & endowments

Recurring Giving

21% of the US Population
Mindset

* Loyal to long-supported organizations

*  Value recognition & appreciation



Online Engagement

SOCIAL BLUEPRINT



GEN Z

2700

PLATFORM

Highly visual & interactive
content.
Short videos, memes, &
stories.

ENGAGEMENT

Peer recommendations &
influencer marketing.

INFLUENCE

Video content to
demonstrate impact.
TikTok challenges &

Instagram stories.

STRATEGY

MILLENNIALS

000

Content that tells a
compelling story. Visually
appealing & informative
messaging.

Social media trends & peer
endorsements.

Tax benefits & matching gift
opportunities. Targeted
social media ads & email

campaigns.

GEN X

000

Informative, well-researched
content. Community
connections.

Professional networks &
trusted sources.

Detailed reports & case
studies demonstrating

impact. LinkedIn & Facebook.

BABY BOOMERS

00

Informative, community-
centered content. Direct
communication & email
newsletters.

Trusted organizations &
long-term relationships.

Year-end campaigns
highlighted on Facebook.
Email newsletters.
Personalized appeals



Engage & Retain

AUTHENTIC CONNECTIONS

* Transparency

* Video Optimization
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You can help us name our nhew
foster owl!

ide food for all 11 of his babies, and
nnnnn

* Immersive Social Campaigns ‘ qﬂ YA | |
».'. . ‘ - K .‘ e 23-571s new name slecioni e endof he dontion
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* Emerging Trends 9 W (W

 Gamification
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211 likes, 16

o®m ¢ @ O 5] ' comments.
iﬁiti‘““‘"y Y “#LittleMiss Crohn's
- and colitis edition!”
b :

TikTok - Crohn's &
Gupta ¢ ¢ Colitis Foundation

Donate Now

$16,061
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Influencer Marketing
PARTNERS FOR YOUR CAUSE

* Focus on influencers whose audience v

< Messages

aligns with your donors Redias 5

* Ensure there is an affinity in values : k¥

* Look high engagement scores

“THIS IS GOING TO RUIN THE TOUR" Qv

(symptomsiflaring at the, 130 likes
eginninglofisummer ®) 1,33 sideshowsips ) @ @} It's always monkey time at the

b
Bronx Zoo! We loved the @victorymonkeys pop up at
//

Brew at the Zoo last night!
\}
) @ arose % | Follow ,
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* Track metrics like engagement &
conversion rates
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* Use UTM parameters to monitor traffic

L

My first pregnancy, | was a very young ...

# ’ Q A2 Timberlake - Cry Me a River 2 20 people
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Seasonal Contributions

DONATION PATTERNS AND BEHAVIORS



Year-End Giving NonProfitPRO

THE FACTS
| v | donorbox
* 30% of annual donations are made in December

* Donation sizes increase during the holidays GIW' NGTU ES DAY

* Key dates:
* Giving Tuesday
* Final 3 days of the year I v 1 )
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Make it Easy

SIMPLIFY GIVING

* Enable form-filler
* Include multiple payment options
* Appeal to a wide range of demographics with recurring gifts

* Highlight impact

onecause’



Impact Statements

TAKE YOUR DONORS ON A JOURNEY

Double Your Impact!

Help us Unleash PAWsibilities!

$200.479.46 /$500.000

$250 DONATION

Your donation of $250 will pay for a
family to receive counseling at our
retreat.

$100 DONATION

Buys bait t
for a day!

Covers the cost of a camper's cabin
welcome gift!

Yo wien vannper wovanps

$25 DONATION $85 DONATION

Help off-set the cost for one person
to attend a Viviendo con Enfermedad
Renal y Trasplante seminar full of
valuable information and resources

Provide one at-risk Illinois resident
with a FREE KidneyMobile Screening.
They il receive tests for diabetes,
high blood pressure, and chronic

eople donated $100

$250 DONATION $500 DONATION $1,000 DONATION $250 DONATION

Send five advocates to Springfield
with the Kidney Advocacy Council to
speak up for patient and donor

rights.

Serves up snacks at the canteen for a
day!

Helps stock the arts and crafts cabin
with beads, paint, tie dye, and more!

Sponsors a camper for a week of
summer camp fun!

Camp.

& 115 people donated $250 77 people donated $1

$13,583
L=

'Word of Thanks' to Support
Colorado Kids

 Out a3 Resd Cokoraso

togel

We do 20 by partnaring Wi peciswicans to prescribe’ hgh-quelty bosks o regur web-ctilé visks rom brth o age § twith o specilfocus en
schoal

chidren iving n poverty). heping famibes

3135,275 raised towards goal of $172,000

[ —1 Thank You Donors
i Support Our Cause
—
Become a Sponsor
All Items (5)

Do 0B % & %

$1,000 DONATION
Makes it possible for one child living
with kidney disease or a kidney
transplant to attend a week of Kidney

Support Our Cause

Silent Auction

Live Auction

Games of Chance

Wine Pull

Get Tickets Stop Student Vaping ~ $50

$50 helps one student stop
vaping.

Donate

Provide an Online
Community for Cancer $100
Patients

$100 helps support an online...

Donate

a0 Communties encourage early ieracy skils and healtly parest-Chad Bonds 5o chidren enter 5ci

Dan Reedy Bryan Jacob Laura Mick and Theresa Monroe  Laura Mick and Theresa Monroe  Jake Benc

/

Promote Early Cancer

Detection $225

$225 educates 25 people at
high risk for lung cancer about..

Donate

—_
Ly

Support Lung Cancer
Research $500

Putan End to
Smoking

$1,000

$100,000 geat

e Time: fre—

Donate to the American
Lung Association in

Missouri
Monthly
$1,000 $500
$250 $100 $50

Custom

Donate Anonymously »

Cancel nate

Event Sponsor
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Calls to Action

DRIVE SUPPORT

Directional GIVE NOW

Cause-based SAVE A LIFE

Evidentiary SEE OUR WORK

onecauser



Emotional Connection

MEANINGFUL STORIES,
COMPELLING CAMPAIGNS



Communication Styles

PERSONALIZE MESSAGING

Gen Z Millennials Gen X

* Concise & Visual * Transparency * Practical Impacts * Legacy
* Emotional Appeal « Authenticity * Emalil * Long-term Impact
* Social Justice e Mixed Media * Newsletters * Direct, Personal Mail
* Environmental * Informational * QR Codes
Impact Blogs

onecause’






=) Social Impact

SOLUTIONS
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Meet Candance

* Leads ateam of storytellers dedicated to ending extreme poverty.
* Brings over 18 years of marketing and fundraising experience.
* Transformed Concern’s events into exciting virtual engagements.

* Holds a BA in Marketing Communications: Public Relations & Black World Studies.

* Resides in Wisconsin, having lived in Accra, Ghana and London, UK.

* Celebrates culture, traditions, and diversity in all her work. Ca nda nce patel'T&YIOl’

Vice President, Communications

Concern Worldwide US
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Maya Angelou

éé

Mve learned that

people will forget

what you said,

people will forget

what you did, but

people will never Maya Angelou

forget how you
made them feel.”
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WHEN A CHILD IS ACUTELY MA

?
\I(]og aYe“vvl!lﬂEﬁg ;I.hlc!s“p.iltla-l. Thgre isthe u‘sual hustle and bustle H E OR S H E B E COM ES SO WEAK
of doctors and nurses, patients lining the chairs, and the smell of CAN N OT CRY. IT IS A SOBE RI N‘

antiseptic. You know the drill: tell the receptionist why you are there,

confirm who you are, and take a seat. THAT WE STRIVE TO PREVENT'

BUT SOMETHING ISN'T RIGHT. -A
The sognds we are ac‘customed‘ toina wai_ting room ﬁlled with babies Prog
and children — low-pitched cooing, periodic hiccupping, and bursts of

babble — are muted. Besides a door closing here, typing there, and the
unsettling hum of monitors, there is a resounding silence - a stillness
filling the space void of the simplest sound of life: crying.

WHERE ARE THE WAILS? THE SOBS?

Babies are born with the ability to cry. It’s their most fundamental

way of communicating. To know that babies cry and fuss on average
for almost 3 hours a day can be heartbreaking. But, can you imagine
experiencing the deafening silence of babies who are so hungry that
they are silent — too weak to cry?

YOU WANT T0 BREAK THE SILENCE.
AND YOU CAN.

Your support allows us to leverage our 55 years of experience and c“ ANGE
deliver life-saving programs that not only treat, but prevent, hunger.

When you stand with us, we can do this together. £ A ;- h i e . g 3 ) ‘ = Coﬂf»ER“
; 7\ - : D, / worldwide US

SOUND =

SCAN NOW TO

UNITE TO FIGHT HUNGER
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JOIN CONCERN AND

FIGHT o= 7|\ could provide a farmer in
. x pe! y S A Niger with a Climate Smart [ ]
H“NGE“ —_; " T8 s AR ‘w4 Agriculture kit, including
& E ST A " seeds and tools

CoﬂCEFN

worldwide US

B .. % Storytelling

Candance, though you may have seen how Concern Worldwide continues to

impact the lives of the world’s most vulnerable communities affected by —
extreme hunger, to truly and how your support makes a =

difference i h

ENGAGE SENSES

The sounds of cooking. The joyful noise of abundance. These are the vibrant =7 " 8p (
o,

And we

* Determine the Message

co.uld a}lpw a household of “‘ 9 ﬂ ‘: =
5 in Haiti to purchase food - {:A & e ° Discover the Vibe

for a month

I can almost hear it,

* |dentify the Intersection
* Open the Story

could ensure 25 i : UNITE TO FIGHT HUNGER
malnourished children in i
South Sudan access
medicine to prevent
common illnesses from
becoming life-threatening " ' With Gratitude,

(P

Colleen Kelly
CEO

i onecause’




7 - Impact
Giving
INVEST IN THE CAUSE

e Connect to the Senses to Evoke
Emotion

* |llustrate Impact to Build Trust

* Motivate Action to Engage
Support

onecause’




* Your Invitation
to Raise

11 Nashville, TN

& ;. ; | September ¢ & 10, 2024
i ‘J“‘ ' 14/0
.. I M ! WWw.onecause.com/raise
W B -~ Use Code: WEBINAR24 for $200
OFF


http://www.onecause.com/raise



