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Agenda
• Why it's important to understand 

generational giving patterns 
• Research, stats, and tips
• Recap and Q&A



Which Generation Are You?

A) Boomer: 1946-1964 or Mature 1928-1945
B) Gen X: 1965-1980
C) Millennial: 1981-1996
D) Gen Z: 1997-2012





Source: Giving USA Study



S A M P L E  S I Z E

Research

1,101 SOCIAL donors
Quotas to ensure census representation

S U R V E Y  A P P R O A C H

S O C I A L  D O N O R  D E F I N I T I O N

Online survey April/May 2023
Self-reporting questionnaire
Conducted by Edge Research

In 12 months prior to survey:

• Donated or attended fundraising event

• Sponsored someone or participated in a run, walk, ride

• Donated or requested donations in a fundraising challenge,  
occasion, or giving day



~1 in 4 U.S. adults 
surveyed identify as 
social donors

Social donor numbers appear to be 
returning to "normal" levels seen 
before the pandemic

23%
in 2023

29% in 2022
27% in 2021
23% in 2018



Social Giving Experiences

EVENTSRUNS/WALKS/RIDES CHALLENGESGIVING DAYSOCCASIONS

Donated at or by attending a 
fundraising event like a gala, 
golf tournament, or similar 

event – either virtually or in-
person

Sponsored someone or 
participated in a fundraising 

walk, run, ride

Donated to or participated in 
a fundraising challenge or 

virtual campaign (like the Ice 
Bucket Challenge)

Donated or requested 
donations for a specific 
day/month (like Giving 
Tuesday, Black History 

Month, etc.)

33% 24%31%36%40%

Donated or requested 
donations for an 
occasion like a 
birthday or in 

memorial/tribute
 



Social Giving by Generation

EVENTSRUNS/WALKS/RIDES CHALLENGESGIVING DAYSOCCASIONS

Gen Z 31%

Millennials 34%

Gen X 44%

Boomers 48%

Gen Z 31%

Millennials 37%

Gen X 37%

Boomers 35%

Gen Z 33%

Millennials 42%

Gen X 30%

Boomers 18%

Gen Z 41%

Millennials 32%

Gen X 27%

Boomers 37%

Gen Z 29%

Millennials 31%

Gen X 25%

Boomers 12%



Generation Social Giving Type
Boomers RWR, Events, Occasions
Gen X RWR, Occasions, Giving Days
Millennials Giving Days, Occasions, RWR
Gen Z Events, Giving Days, RWR, Occasions

Social Giving Generational Recap 



Quick Tip: Event Types
BOOMERS
Gala dinners 
with auctions

GEN X
Wine Tasting and Art 

Auction, benefit concerts 
(bands from their youth)

MILLENNIALS
Unique peer-to-peer 

events, themed events 
that appeal to nostalgia

MULTIGENERATIONAL
Beach cleanups, Eco 

Fairs, community service 
days, cultural festivals

GEN ALPHA
Family fun runs, involve 

kids in creating art pieces 
related to cause and 

auction them

GEN Z
Gaming marathon/day 

for charity, TikTok dance 
challenge



Gen Z & Y most 
likely to donate to 
a current issue or 

need.

Millennials 
strongest social 

givers.

Up 14% in 
social giving.

Giving Summary





PUTTING DATA
INTO ACTION



Thinking about the last 
social fundraising event or 
campaign you donated to, 
how did you hear about 
this donation opportunity? 
Please select all that apply. 

Tip: Spreading the Word

Make your event and social giving 
opportunities EASY to share



Make-A-Wish Mission Statement
Together, we create life-changing wishes for children with critical illnesses.

The First Wish
The first wish was in 1980. Chris Greicius, a 7-year-old boy diagnosed with leukemia, 

wanted nothing more than to become a police officer. 

YouTube video: It Started with One Wish: True Story of Make-A-Wish Chris Greicius

Why Wishes Matter
Research shows children who have wishes granted build the physical and emotional 

strength needed to fight critical illness. This can improve their quality of life and 

produce better health outcomes.

Tip: Provide Talking Points

https://youtu.be/H-PhXulzrdk


The 5 Wish Types
• Have
• Be
• Go
• Meet
• Give

Make-A-Wish grants a wish to a child battling critical illness every 34 
minutes.

Currently, Make-A-Wish grants more than 15,600 wishes for children 
with critical illnesses in the US every year. But there remains a 
tremendous gap between the number of wishes they grant today and 
the estimated 27,000 children in the United States who are diagnosed 
with a qualifying condition annually.

Learn much more about Make-A-Wish at www.wish.org

Tip: Provide Talking Points

http://www.wish.org/


Tip: Share Images

Library of images that people can 
access.



Tip: Share Images



Tip: Use Infographics



Whatever your interest, there's always a wish 

you can relate to.

• Wish Kid Olivia's Rainbow-tastic Playhouse Tour

• Wish to Meet: Austen meets Demi Lovato and reunites 

with her post-treatment as a Wish alumni

• A Wish Stays with You: Disney

• Wishes Are Waiting

• Sam's Wish Comes True at NFL Draft

• Wishes Need Stars Like You PSA

Tip: YouTube Videos Tell Your Story

https://youtu.be/uPogFPjgQZg
https://youtu.be/YvJRcmSSvu4
https://youtu.be/YvJRcmSSvu4
https://youtu.be/uoNAAEaKSqc
https://youtu.be/bdHSJV7u9Pk
https://youtu.be/QUld6wiy3Yo
https://youtu.be/EoLXTIXBlXA


Thinking about the last 
social fundraising event or 
campaign you donated to, 
how did you hear about 
this donation opportunity? 
Please select all that apply. 

Tip: Leverage Work Networks

Have an annual event? Partner with local 
companies looking for CSR/volunteer 
opportunities.



Work Networks: Community
Gen Z
• Tech support
• Social media
Millennials

• Online fundraising coordinators
• Event planning & logistics

Gen X
• Team leaders
• Corporate partnerships

Boomers/Matures
• Ambassadors
• Event Hosts

Gen Alpha
• Even though they may be very young, they can participate in kid-friendly 

roles, such as greeting guests or showcasing their artwork or projects related 
to the cause.



Work Networks: Volunteer Ideas

BOOMERS
Ambassadors
Event hosts

GEN X
Team leaders

Corporate Sponsorships

MILLENNIALS
Online fundraising coordinators

Event planning &  logistics

GEN ALPHA
Even though they may be very young, they can participate 
in kid-friendly roles, such as greeting guests or showcasing 

their artwork or projects related to the cause.

GEN Z
Tech support
Social media



Tip: Imagery & Generations

Take a thoughtful approach to 
language and imagery you use in 
digital ads according to age groups



Tip: Representation Matters



Tip: Try Nostalgia
Take a trip down memory lane



Thinking about the last 
social fundraising event or 
campaign you donated to, 
how did you hear about 
this donation opportunity? 
Please select all that apply. 

Want to try something unique?
Explore affordable billboard ads in 
high-traffic locations.
• Blip digital billboards

Tip: Billboards & Blips



Thinking about the last 
social fundraising event or 
campaign you donated to, 
how did you hear about 
this donation opportunity? 
Please select all that apply. 

How They Heard: By Generation
Gen Z Millennials Gen X Boomers/Matures

Friend, 
family member, 

or colleague
45% 50% 61% 59%

Work 27% 23% 16% 4%

Direct outreach 19% 31% 16% 26% 

Advertisement 26% 25% 17% 8%

Celebrity or 
influencer 22% 16% 12% 3%

Thinking about the last social fundraising event or campaign you donated to, 
how did you hear about this donation opportunity? Please select all that apply. 



How They Donated: By Generation
Gen Z Millennials Gen X Boomers/Matures

In person 48% 52% 45% 35%

Website 
donation 49% 39% 35% 36%

Mobile 
donation 32% 31% 26% 11%

Social media 
donation 18% 23% 15% 7%

Through 
the mail 14% 13% 10% 14%

Text 
donation 11% 10% 8% 3%

How did you make your donation?



Thinking about the last 
social fundraising event or 
campaign you donated to, 
how did you hear about 
this donation opportunity? 
Please select all that apply. 

Payment Type by Generation
Gen Z Millennials Gen X Boomers/Matures

Cash 42% 46% 31% 19%

Credit or
debit card 53% 52% 53% 50%

PayPal, Venmo, 
Apple Pay, etc. 39% 41% 26% 14%

Check or
money order 10% 16% 14% 23%

Cryptocurrency 5% 5% 4% --

What payment form did you 
use to make this donation?



Social Media Platforms
Gen Z Millennials Gen X Boomers/Matures

Facebook 16% 55% 74% 89%

Twitter 7% 10% 7% 2%

Instagram 40% 16% 11% 4%

TikTok 12% 6% 1% --

LinkedIn -- 1% -- 2%

YouTube 22% 10% 6% --

Where did you find out about this 
donation opportunity?



Fun Fact

How can you take advantage of this?



Thinking about the last time you donated through social fundraising, how well do 
each of the following describe WHY you donated? Generosity 

Motivators



Generosity Motivators by Generation



PUTTING DATA
INTO ACTION



Tip: QR Codes Feed Immediacy Needs

Vince
n

Iris Stanton

GenerGeneral Admission



Include QR codes in direct mail, email, 
ads, etc.

Consider creative ads with a QR code 
to learn more information

Ensure destination URL is mobile-
optimized

Tip: QR Codes Feed Immediacy Needs



Tip: Make Them Feel Like VIPs

of event donors said their 
last event offered a VIP 

ticket/experience

of all ages purchased a 
VIP ticket/experience

Gen Z Millennials Gen X Boomers/Matures

Rated VIP 
options as "very 

important"
36% 42% 29% 14%

Purchased a VIP 
option 23% 42% 26% 10%



Tip: Welcoming and Inclusive Messaging

Create welcoming messaging/resources for all ages

Build inclusivity into your events, campaigns, and 
community resources



Tip: Build Trust

What makes you feel as if this is an 
organization you can trust and/or 
that uses its money wisely?



Tip: Build Trust
Add trust indicators to your marketing assets 
like:
• Event homepage
• Website
• Direct mail pieces

Include impact information from past
years’ events and campaigns 

Feature testimonials from past event attendees

Include an event contact for FAQs in 
your outreach



Tip: Be Sure to Share Impact 



Tip: Be Sure to Share Impact 



Which of the following impacts your 
decision to give to this organization or 
cause again? Select all that apply. 

Impacting Retention





.

https://www.onecause.com/ebook/2023-giving-experience-study/

DOWNLOAD
2023 GIVING EXPERIENCE RESEARCH

Access to Full Findings

https://www.onecause.com/ebook/2023-giving-experience-study/
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