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• Social Giving Trends and Key Findings

• How to Use the Data



Sample Size
1,101 Social Donors

Quotas set to ensure census representation

Survey Approach
Online survey in April/May 2023

Self-reporting questionnaire

Conducted by Edge Research

Social Donor Definition
In the last 12 months 
• Donated or attended a fundraising event, 
• Sponsored someone or participated in a fundraising run, walk, ride
• Donated or requested donations as a part of a fundraising challenge, 
occasion, or giving day

Blog: https://www.onecause.com/blog/who-are-social-donors/



SOCIAL TRENDS & KEY FINDINGS



❑ Fundraising events (gala, golf, ticketed event)

❑ Occasion campaigns (birthday, memorial, tribute)

❑ Run, walk, ride (peer-to-peer) events

❑ Challenge campaigns (ice bucket challenge, competition)

❑ All of the above

Multiple choice

POLL: What types of social giving do you currently employ?



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.)

Donated or requested 

donations for an occasion 

like a birthday or in 
memorial/tribute

 

33% 24%31%36%40%





Combined event peer-to-peer donor likelihood to continue support.



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.



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.



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. 



$171
Average Social
Donation Amount
(how much was your last social donation)

2022: $196
2021: $220
2018: $198

How did you make your donation?



❑ 30% of social donors surveyed were active donors

❑ 39% of social donors surveyed gave again after being lapsed 
for 1+ years

❑ 27% of social donors surveyed were first-time givers

❑ All of the above.

Multiple choice

POLL: Which is true?



30%27% 39%





Urban Donors
Donated more money 45%

Plan to give $500+ over the next 
12 months

45%









% very easy (excluding DK/NA)





How do you prefer to engage with 
organizations you donate to?



Percent of event donors who rated their experience as 
“excellent,” a longitudinal look.

When you are considering going to an event for a nonprofit or 
charitable organization, how important is it that there are different 
ticket options and packages (e.g., a standard or VIP experience)?



❑ Yes

❑ No

POLL: Do you offer VIP ticket options at your events?



of event donors said their 
last event offered a VIP 

ticket/experience

of event donors 
purchased a VIP 

ticket/experience

Disabled
Income 

$200k+/yr
Millennials Urban Men

Purchased a 
VIP option

49% 47% 42% 41% 34%



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



HOW TO USE
THE DATA

Think about ways to be intentionally 
inclusive.

Review donor feedback and cross-reference 
generosity motivators to tailor outreach and 
comms.

Invest in quality venues and unique 
experiences.



.

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/


Now’s our time to 
hear from you!

Q U E S T I O N S ?







info@onecause.com 888.729.0399www.onecause.com

mailto:info@onecause.com
http://www.onecause.com/
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