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Why Women Donors Are Likely More Valuable
If you’ve detected a trend in the last
few years that shows women becoming more politically engaged, you’re
not imagining things.
The 2018 election cycle saw new records for the number of women candidates for governor as well as both
the House of Representatives and the
Senate. And they’re not just running-they’re winning. The current crop
of House members includes a record
number of women “by a wide margin,” as Time magazine noted.
This activism goes well beyond
political office—it extends to donor
patterns as well. An analysis by Nonprofit Quarterly found that women’s
political engagement has surged in
the last two years, including donations. This has major implications for
charities that provide basic human
needs.
Research by the Indiana University
Lilly Family School of Philanthropy
found a direct link between income
levels and how donors spend on charitable giving. No surprise there. What
may be surprising is the respective
donation patterns of men vs. women.
As the Nonprofit Times explains, men
are more likely to give to organiza-

tion-focused charities—think schools
and societies, religious organizations,
or youth-focused endeavors. However, “When the woman’s income
increases, the couple is more likely to
give—and give a larger amount—to
charities that provide basic human
needs, such as the Salvation Army,
American Red Cross or a homeless
shelter.”
Women also are more likely to give
from their heart, meaning they are
more likely to be motivated by current events or major trend shifts, such
as an election result.
The research backing this was done
in 2015—before the recent overall
surge in women’s activism. Combining the established tendencies with
the current political environment, and
it’s not a stretch to say that women
are having greater influence than ever
over charitable giving and overall
political activism.
New research from the Lilly School
concludes that adult daughters are
more likely to be influenced by the
charitable giving of their parents than
adult sons. While this underscores
the idea that women have increasing
influence, it also highlights a general

need to bridge the gap between parents and sons.
“If giving is to increase to continue
to address the pressing challenges of
today’s society, then society in turn
must find ways to ensure that these
values are passed on to both sons and
daughters,” the report says.
As a nonprofit executive who relies
on donors to drive your organization,
what should your takeaways be?
First, understand that men and
women are different, even if all other
demographics—income, place of residence, education, etc.—are exactly
the same.
Also recognize that while both
genders show tendencies to form
established donation patters based on
their experiences and values, women
are more likely to shift theirs and
get more involved based on current
events.
You should always tailor your campaigns so they appeal to subsets of
donors based on income, location,
age, etc. If you’re not already targeting men and women differently, too,
consider doing so.
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How did your non-profit
organization fare in 2018?

We will show you how to find out.
FIRST, WHICH OF THESE BUCKETS DO YOU FALL INTO?

BY ANNUAL REVENUE:
n
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n
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Large ($10M+)

GIVING TRENDS BY NONPROFIT SECTOR
Sector

YOY % Change

5.1

Animal Welfare
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0.3

Faith Communities
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0.6

Healthcare

2.0

Higher Education
1.3

Human Services

2.1

International Affairs
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K–12 Education
Medical Research

-2.2
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Public and Society Beneﬁt

GROWTH IN REVENUE:
n

n

n

n

In 2018, overall charitable
giving in the United States
increased 1.5% on a year-overyear basis.

2018 OVERALL GIVING TRENDS BY
ORGANIZATION SIZE

Large organizations grew by
2.3%
Medium organizations
increased 2%
Small nonprofits experienced
a decrease of 2.3% compared
to the same time period in
2017

Small
<$1M

Medium
$1M–$10M

Large
>$10M

Total: 1.5%
Charitable
Giving Report

Continued on other side

How Fundraising Performed in 2018

Source: Blackbaud’s 2018 Charitable Giving Report
For Full Report go to https://institute.blackbaud.com/asset/2018-charitable-giving-report/

How did your non-profit
organization fare in 2018?
MOBILE GIVING

24%

21%

17%

We will show you how to find out.
9%

14%

KEY SECTOR METRICS FROM NONPROFITS ACROSS THE U.S.

FIRST, WHICH OF THESE BUCKETS DO YOU2014
FALL
2015 INTO?
2016
2017
MOBILE GIVING

DONOR AGE

24%

62

Average age of donor:*

DONATION AMOUNTS
Median donation amount
for gifts above $1,000:*

$2,049

Median donation amount
for gifts below $1,000:*

$20
$147

Average online donation amount:

DONOR
AGE
DONOR
RETENTION
Average age of donor:*

62
29%

DONATION AMOUNTS

60%

Median donation amount
First-year,
online-only
for gifts
above
$1,000:* donor

2018

$2,049
22%

Median
donation
amount
Multi-year,
online-only
donor
for gifts below $1,000:*
*in the U.S.

Average online donation amount:

$20
64%
$147

DONOR RETENTION

29%
60%

21%
9%

2014

14%

2015

17%

2016

2017

2018

Blackbaud researchers found “while fewer
households are giving, those that give are donating
at higher levels than ever before. Buoyed by these
generous donors, organizations that prioritize
stewardship and retention of their donors continue
to find the greatest success.”
GrassRoot Communication specializes in
strategizing and production of direct mail, print and
various communications materials for fundraising
non-profits including advocacy groups. By teaming
up with us, you’re adding a quarter century of
experience to your team, and gaining access
to ideas and solutions for connecting with your
audience in the most effective ways. We provide all
the services you need for the entire planning and
production process under one roof, ensuring your
project goes out without a hitch.

Call Arvind Gupta today at 540-428-7000
or email arvind@grassrootcommunication.com
First-year, online-only donor to talk about your next project!

Female Donor Trends: A 2018 Survey Breakdown
Fundraising professionals know
that all donors are not the same.
As women become even more
powerful forces in supporting causes,
organizations should be mindful of
the trends that link female donors
together.

what types of charities get the most
donations, to the methods donors
prefer.
The report also does a detailed
breakdown of male vs. female
donors. Let’s take a deeper dive into
the 2018 report and gain a better
understanding of female-donor
activity.

One of the best regular surveys on
donor trends is the Global Trends
In Giving (GTG) report. Produced
The 2018 version, available at https://
annually by the Public Interest
givingreport.ngo/, includes data from
Registry and Nonprofit Tech for
6,057 donors from 119 countries.
Good, the report surveys thousands
It was conducted from late April
of donors around the world, and
June
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In the GTG survey, 65% of the
respondents were female. Among
GTG’s key findings; female donors
were most inspired to give as a result
of social media (32%), followed by
email (26%) and website outreach
(17%). Males, on the other hand,
preferred email (30%), social media
(24%) and the web (19%).
Other key results from the female
respondent data subset:

45% are enrolled in a monthly
donor program
42% donate to crowd-funding
campaigns
35% give tribute gifts
67% volunteer locally
92% are regular voters.

69%
69%

36%
DON’T
NEED/WANT
GIFT
36%
DON’T
NEED/WANT
GIFT

While the entire dataset is interesting,
our breakdown will focus on two
subsets: female donors—the focus
of this article—North American
respondents (which combines both
the U.S. and Canada). Note that this
doesn’t mean a U.S.-based charity
should not pursue donors from
around the world; in fact, the survey
found that 31% of all donors gave
to a cause based outside of their
country. That said, gaining a detailed
understanding of your most likely
donors—those in your country—
should be the foundation of any
campaign.
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Each of these tracked closely with
male donor data results except for the
tribute-gift response—only 21% male
donors report giving tribute gifts.
Now let’s look at some key figures
from the North American donor
subset. While the following trends
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Female Donor Trends:
A 2018 Survey Breakdown
(Continued)

NEW NAME,
NEW LOCATION

represent all North American donors, note that 70% of those respondents
were females.
One of the most significant takeaways: 56% of North American donors say
“they are most likely to give repeatedly to an organization if they receive
regular communication about the work the organization is doing and the
impact that their donation is making,” the survey found. Among giving
methods, 60% prefer credit card, far out-pacing the next-highest category of
mailing in a donation (17%).
Not surprisingly, the top five causes are tightly bunched: health and
wellness (12%), children and youth (11%), animals and wildlife (9%), faith
and spirituality (9%), and human and social services (8%).

9203 Mike Garcia Dr, Manassas, VA

540.428.7000

sherene@grassrootcommunication.com

Recognition is important, but many North American donors do not want
to see resources (such as paper) wasted in the process: 68% prefer to be
thanked for their donations by email, 20% by print letter, 5% by print
postcard, 3% by social media message, and 3% via text message.
The survey noted that the influence of email- and website-generated
donations in North America makes a .org domain more important as a
trusted source, as 73% of respondents report they trust the .org extension—
the highest percentage among world regions. North America also has
the highest rate of Baby Boomer donors (41%) and donors who have
charitable giving in their last will and testament (20%), the survey found.
While each target donor group has similarities, they often can be broken
down into very specific subsets. Big-picture surveys such as GTG can help,
but the most accurate read comes from analyzing your own donors and
prospective donors, and detecting unique trends. If you don’t know where
to start, give us a call—we’d be happy to sit down with you.

GrassRoot Communication
specializes in the production of
direct mail, print and various
communications materials for
associations, non-profits, businesses
and government agencies. By
teaming up with us, you’re adding
a quarter century of experience to
your team, and gaining access to
ideas and solutions for connecting
with your audience in the most
effective ways. We provide all the
services you need for the entire
production process under one roof,
ensuring your project goes out
without a hitch.

Call us today to talk
about your next project.

