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Homebase in little Rhode Island

Mom to 10-month-old Gemma and 
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● Nonprofit sector is facing immense change and considerable challenges
○ New donors fell 21% from 2022 to 2023 and donor retention rates fell 15%. 

Why now?
Understanding donors is of critical importance! 

● Transfer of wealth between generations 
○ ~ $84 trillion will be passed from Baby Boomers to Millennials & Gen X in 

the next 30 years. 

● Understanding donor preferences is incredibly valuable
○ Each generation has unique spending habits, donation preferences, and 

motivations. 

● Please note, all donors are unique 
○ This report and the takeaways should be used as a guide for fundraising 

decisions and are not without nuance. 



Generational Findings



Gen Z Overview 
Born between 1997 and 2012. The age range of respondents was between 18 and 27 years old.

● Gen Z is excited to volunteer at organizations 

they care about.

● Gen Z is the generation that most enjoys 

in-person and hybrid fundraising events.

● Gen Z is most likely to donate through a 

digital wallet.



Gen Z Takeaways
 Strategies nonprofits can take to best engage with their Gen Z audience

● Provide opportunities for Gen Z to amplify 

their impact through volunteering and 

peer-to-peer opportunities.

● Gen Z is excited to gather in person and 

support nonprofits. Invite them to your 

fundraising events. 

● Encourage Gen Z to subscribe to your 

organization’s newsletter.



Millennial Overview
Born between 1981 and 1996. The age range of respondents was between 28 and 43 years old.

● Millennials are online. They learn about 

nonprofits through the organization's 

website and social media presence.

● Millennials place more importance on client 

testimonials and an active social media 

presence than how how an organization is 

spending their funds.

● Continued support is important to 

millennials. 65% of millennials prefer to 

donate multiple times in a year.



Millennial Takeaways
Strategies nonprofits can take to best engage with their 
Millennial audience 

● Amplify social media and online presence 

to appeal to millennials.

● Ensure that enrolling in recurring giving or 

monthly giving plans is easy.

● Highlight the impact that donors and 

volunteers have on a monthly basis.



Gen X Overview  
Born between 1965 and 1980. The age range of respondents was between 44 and 59 years old.

● Second most likely generation to donate with a digital 

wallet.

● If this is high school yearbook, Gen X is winning almost 

every superlative. Most likely to…
○ Serve on a board or committee 

○ Participate as a peer-to-peer fundraiser

○ Volunteer

○ Attend a fundraising event 

○ Share a nonprofit’s social media post

○ Encourage their family/friends to get involved 



Gen X Takeaways
Strategies nonprofits can take to best engage with their Gen X audience 

● Gen X’ers make great peer-to-peer fundraisers.

● Recruit Gen X to serve on committees and 

boards.

● Make donating through a digital wallet easy 

● Gen X will react to an urgent need.



Baby Boomers+ Overview 
Born prior to 1964. The age range of respondents was 60 and up.

● Low or no organizational overhead is 

important to this generation. 

● Baby Boomers are most likely to be 

subscribed to a nonprofit’s email list - Yay! 

● Providing continued support to nonprofits 

is important to Baby Boomers.



Baby Boomers+ Takeaways
Strategies nonprofits can take to best engage with their Baby Boomer and beyond audience 

● Communicate regularly and often to retain 

Baby Boomer’s support.

● Transparency with financial information.

● Baby Boomers are excited to hear about 

client stories and program updates.

● Being active on social media is a great way 

to engage all generations, including Baby 

Boomers!



1. Social media is not just for 
younger generations



Social media isn’t just for younger generations!

After making a donation, most donors (regardless of their generation) prefer to receive updates 
about the organization they gave to via email and social media.

● One of the reasons donors stop 

giving is because they no longer feel 

connected to your cause.

● Donors of all generations are most 

excited to hear client impact stories.



Social media isn’t just for younger generations!

1 - Find Your Story

Interview scholarship 
recipients, parents of 
youth in your 
programs, people 
receiving your 
services, volunteers, 
frontline staff, etc. 

Collect material 
monthly to learn what 
your NPO’s needs are 
and what your impact 
is. 

2 - Filter Story 
Contents 3 - Write! 

Use your “impact 
content” in longer 
content like thank you 
cards or your 
e-newsletter, then ask 
ChatGPT to write social 
media posts 
summarizing your 
work. You can even use 
ChatGPT to shape your 
quotes/content into an 
email!

4 - Disperse 

Schedule your social media 
posts and e-newsletter (or 
direct email thank you to 
donors) that contain impact 
stories–no fundraising asks.

You can even link to a blog 
on your website that goes 
into more detail so your 
supporters can “read 
more”!

Rinse and repeat. 

Save needs for 
fundraising appeals. 
Locate quotes/stories 
about impact and pull 
next month’s 
e-newsletter and 
social content from 
those stories. 

Quotes, images, even 
iphone videos that 
provide an update 
work!



2. Matching gifts are going 
unmatched



Review how you promote matching gifts in 2025 
Less than 20% of donors have had their donation matched by their employer!

● 65% of Fortune 500 companies offer matching gift 

programs. 

● Between $4 and $7 billion of matching gifts go 

unclaimed each year.

● Add a matching gift tool to your website’s donation 

form. Use tools like Double the Donation to make the 

process easy for donors!

● Running a direct mail campaign? Include a QR code or 

link to your matching gift landing page or search bar 

in your direct mail. 



Inspiration for 2025 matching gift efforts!
Less than 20% of donors have had their donation matched by their employer!



3. Storytelling is more 
important than ever to connect 

with all donors



Make sure your storytelling is strong
Members of all generations rank client stories as the highest, or second highest, communication 
they want to receive from a nonprofit. 

Included in Top 10 Reasons Donors Continue 

to Give:

● Donor feels like they’re part of an 

important cause

● Donor receives info showing who is 

helped

● Donor perceives an organization to be 

effective



Make sure your storytelling is strong
Stories of those you impact are important to your donors! Here are the 
key elements of an impactful story:

1. Character: Who is the story about?

2. Conflict: What is your character struggling with?

3. Goal: What are they working toward and why?

4. Change Over Time: What is the result?



Storytelling in 2025 
Donors of all ages want to regularly hear from you! 

● Donors of all ages prefer to hear about 

non-fundraising related updates on a 

monthly basis. 

● Email is the preferred channel for 

donors of all ages to receive updates.

● Donors are most excited to hear about 

program updates, then client stories.



Storytelling in 2025
Regular communication to donors is worth the effort! How you communicate with donors is 
something you can control to prevent losing supporters. A study by Adrian Sargeant found the 
following reasons why donors stop supporting nonprofit organizations:



Storytelling in 2025 
Donors want monthly updates. Regular communication to donors is worth the effort! In 
your regular updates you can mention:

 ● Employee & volunteer spotlights

● Information on any seasonal offerings/programs

● Updates on community partnerships

● Details about what donations have provided

● Upcoming events 

● Volunteer opportunities

● Messages from leadership (your president or board 

members)

● Messages of appreciation

○ Thank donors for giving to a specific 

campaign

○ Spotlight a donor!

● Stories about those impacted by donations. 

These can be:

○ Animals in your shelter

○ Patients in your care

○ Testimonials from parents with youth 

in your programs

○ Testimonials from volunteers on their 

experiences with your clients

○ Families fed or housed



4. Word-of-mouth referrals 
and peer-to-peer campaigns to 

boost your donor pipeline 



Word-of-mouth referrals 
The #1 way people across all generations learn about a nonprofit is through their social 
network, including their family, friends, peers, coworkers, etc. 

● Our personal connections are powerful. 

● Donors also learn about nonprofits 

through a connection w/ a nonprofit staff 

member. 

● The average peer-to-peer fundraising 

campaign in Qgiv acquires 300 donors!



Word-of-mouth referrals help you get discovered
Making talking about your organization, and fundraising on behalf of your organization, easy!

● Make advocacy templates for your 

engaged supporters and employees to 

share on social media.

● Run a peer-to-peer campaign encouraging 

your supporters to raise funds on your 

behalf. This campaign can be…

○ Entirely DIY 

○ A board fundraising campaign

○ A race or walk event



Word-of-mouth referrals help you get discovered
A peer-to-peer fundraising campaign example:

● Madina Academy set a goal to raise $4,000 to 

support Islamic Relief USA and their relief 

efforts in Turkey and Syria.

● They raised over $45,000!

● “A lot of students took it as a challenge, 

because they wanted to be in the top five…” 



5. Donor retention is an area of 
opportunity



Surpass donor expectations with a personalized thank you!

Over 60% of donors responded to our survey and said they do not expect a 
personalized thank you after making a donation. Show gratitude by: 

● Sending out handwritten thank-you notes to 

bridge the gap between donor and 

beneficiary.

● Including video thank-you messages.

● Getting your board members and organization 

leadership involved with stewardship efforts.



In conclusion…



In conclusion…

● Donors of all generations want to hear from your 

regularly.

● Find ways to reuse impactful stories and disperse 

those through the channels that matter most to 

your donors. 

● Use these findings in tandem with your CRM! 

Always look at the data you have on your donors 

and their interests!



Questions?


