


If you could have dinner with any 
historical figure, who would it be?



ü Recording and slides will be sent via email. 
ü Look out for exclusive Bonus Content!
ü Visit OneCause.com/Resources for on-demand webinars.
ü Add questions, comment or send emojis in the Chat.
ü Earn 1 CFRE credit with this webinar!
ü Help share on social!

YOUR FEEDBACK MATTERS: WRAP-UP SURVEY 

WIN: Amazon Gift Card
Help drive future webinar content!

Beyond the

Webinar
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Generational Donors

S E G M E N T S  A N D  H A B I T S



Generation Z
1997 – 2011

20% of the US Population

E N G A G E D  I N  D I G I T A L  A C T I V I S M

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
• Opt for smaller monthly or micro-donations

Mindset
• Seek authenticity & direct impact
• Trust organizations demonstrating DEI



I N F L U E N C E D  B Y  P E E R  N E T W O R K S

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
• Value convenience & consistency

Mindset
• Demand transparency & accountability
• Seek measurable outcomes & long-term impact

Millennials
1981 – 1996

26% of the US Population



G U I D E D  B Y  R E S E A R C H

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

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

Significant Wealth Accumulation

Gen X
1965 – 1980

19.5% of the US Population



I N T E R E S T E D  I N  V O L U N T E E R I S M

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

Recurring Giving
• Support ongoing, substantial contributions
• Fund tangible projects & endowments

Mindset
• Loyal to long-supported organizations
• Value recognition & appreciation

Baby Boomers
1946 – 1964

21% of the US Population



Online Engagement

S O C I A L  B L U E P R I N T



GEN Z MILLENNIALS GEN X BABY BOOMERS

PLATFORM

ENGAGEMENT

Highly visual & interactive 
content.

Short videos, memes, & 
stories.

Content that tells a 
compelling story. Visually 
appealing & informative 

messaging.

Informative, well-researched 
content. Community 

connections.

Informative, community-
centered content. Direct 
communication & email 

newsletters.

INFLUENCE Peer recommendations & 
influencer marketing.

Social media trends & peer 
endorsements.

Professional networks & 
trusted sources. 

Trusted organizations & 
long-term relationships. 

STRATEGY

Video content to 
demonstrate impact. 
TikTok challenges & 

Instagram stories.

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

campaigns.

Detailed reports & case 
studies demonstrating 

impact. LinkedIn & Facebook. 

Year-end campaigns 
highlighted on Facebook. 

Email newsletters. 
Personalized appeals



A U T H E N T I C  C O N N E C T I O N S

Engage & Retain

• Transparency

• Video Optimization

• Immersive Social Campaigns

• Virtual Events

• Emerging Trends

• Gamification



Influencer Marketing
P A R T N E R S  F O R  Y O U R  C A U S E

• Focus on influencers whose audience 
aligns with your donors

• Ensure there is an affinity in values

• Look high engagement scores

• Track metrics like engagement & 
conversion rates

• Use UTM parameters to monitor traffic





Seasonal Contributions

D O N A T I O N  P A T T E R N S  A N D  B E H A V I O R S



T H E  F A C T S

• 30% of annual donations are made in December

• Donation sizes increase during the holidays

• Key dates: 

• Giving Tuesday

• Final 3 days of the year



S I M P L I F Y  G I V I N G

• Enable form-filler

• Include multiple payment options

• Appeal to a wide range of demographics with recurring gifts

• Highlight impact



T A K E  Y O U R  D O N O R S  O N  A  J O U R N E Y

Impact Statements



D R I V E  S U P P O R T

Directional

 Cause-based

 Evidentiary

GIVE NOW

SAVE A LIFE

SEE OUR WORK



Emotional Connection

M E A N I N G F U L  S T O R I E S ,  
C O M P E L L I N G  C A M P A I G N S



P E R S O N A L I Z E  M E S S A G I N G

• Transparency

• Authenticity

• Mixed Media

• Practical Impacts

• Email

• Newsletters

• Informational 

Blogs

• Legacy

• Long-term Impact

• Direct, Personal Mail

• QR Codes

• Concise & Visual

• Emotional Appeal

• Social Justice

• Environmental 

Impact

Gen Z Millennials Gen X Boomers



E N G A G E  A N D  I N S P I R E

Effective Storytelling

• Collect Beneficiary Stories

• Use Surveys for Feedback

• Highlight Impact

• Incorporate Multimedia

• Share Across Platforms

• Conduct A/B Testing





• Leads a team 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. Candance Patel-Taylor
Vice President, Communications

Concern Worldwide US



Maya Angelou

“ I ’ v e  l e a r n e d  t h a t  
p e o p l e  w i l l  f o r g e t  
w h a t  y o u  s a i d ,  
p e o p l e  w i l l  f o r g e t  
w h a t  y o u  d i d ,  b u t  
p e o p l e  w i l l  n e v e r  
f o r g e t  h o w  y o u  
m a d e  t h e m  f e e l . ”  







• Determine the Message
• Discover the Vibe
• Identify the Intersection
• Open the Story

Strategic 
Storytelling
E N G A G E  S E N S E S



• Connect to the Senses to Evoke 
Emotion

• Illustrate Impact to Build Trust
• Motivate Action to Engage 

Support

Impact 
Giving
I N V E S T  I N  T H E  C A U S E



Nashville, TN
September 9 & 10, 2024

www.onecause.com/raise
Use Code: WEBINAR24 for $200 

OFF 

Your Invitation 
to Raise

http://www.onecause.com/raise



