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Housekeeping

e Listen-only mode for attendees
* Use Q&A feature to submit your questions

* Questions will be visible to all attendees, but there is an option to

submit anonymously

* Presentation recording will be available on our website at

environicsanalytics.com/resources/webinars
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https://environicsanalytics.com/en-ca/resources/webinars

Introductions

Hi, I’'m Ephraim Hi, I'm Jennifer

z.'\"\r\\iHita \ \\ AN 7 RN t‘U
* Founder, 1832 Communications e Director, Business Development & NFP Lead

o Marketer, Consultant and Data Geek

e Partner with NPQO's to build more relationships,

raise more money, service more people, have e About Environics Analytics
more impact in the community o Founded in 2003
o Now Part of Bell Canada
 When fundraising and marketing work together, o Analytics, insights, location intelligence, data services

it's a beautiful thing!
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Key Trends in the Industry

>

&

. . Younger donors
Number of Donors Shift to online g
. . showing up for
decreasing donations
causes
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Common questions we get from NFPs

e Should we be focusing on younger donors?

e How do we attract younger donors and retain them?

 What should we be doing differently to tailor the donor experience to
this younger audience?

e Does our mission and message align with their values?
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Today’s Presentation

o]@]e. . . .
@ Millennials in Canada

Not all Millennials are the same

@ How can you differentiate your charitable
organization to meet the needs of your

Millennial donors?

©2021 Environics Analytics
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Defining a Millennial
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Source: DemoStats 2020
!
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Defining a Millennial

Source: DemoStats 2020

8.2M

Millennials
representing

1 in 5 Canadians

Millennials
Ages 25-39
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Millennial Generation will Grow as a result of
Immigration as the Number of Boomers Decline

PROJECTED POPULATION GROWTH IN CANADA
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Millennials are more Likely to Live in Large
Urban Areas

PERCENT OF POPULATION LIVING IN AREAS WITH 100,000+ PEOPLE

" 6 Largest Metropolitan Areas

" Smaller Cities

" Town & Rural Areas

Millennials Gen X Boomers

Source: Statistics Canada, 2016 Census
!
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Penetration Map of Millennial Households
Toronto, ON
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Millennials, Especially Women, are more Highly
Educated than their Parents

% OF POPULATION BY EDUCATION LEVEL

| |
| |
| |
! 74% |
| |
| |
: ! 57%
I 19
I 41% I e
I : 21% [ University Bachelor or above
: I 18%
1 : College - below bachelors
|
: : 19% [ Apprenticeship or trades
I 27% : 26% certificate or diploma
|
I : 16%
: 6% 1 7%
: Female : Male Female
I . . I
! Millennials ! Boomers
e ettt 8 |

Source: Statistics Canada, 2016 Census
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Giving Tendencies Between the Millennial

Genders are Starting to Differ as well...

| MEw s s -
| e

25.2% of Millennial females
donated in the past year

VS.

23.7% of Millennials males

Source: Opticks Vividata Gender 2020
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.. However Average Dollars Donated Differs even
more Dramatically, in the Opposite Direction
| LS e -
$2 10 is the average gift from |

Millennial females
in the past year

VS.

$253 is the average gift from

of Millennial males in the past
year

Source: Opticks Vividata Gender 2020
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The Millennials

m Couple no children

* Diverse group in transition

 Families as well as singles and
couples

m Family with children

® One person
household

e Homeowners and renters
 Highly educated
e Culturally diverse, many second
generation
* High use of technology

m 2+ non-family

Home Owners
54%

Source: Statistics Canada, 2016 Census
!
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Three Millennial Lifestyle Types

WP g acm\ms
MILLENNIALS 30%

BUDGE
MILLENNIALS 37%

FAMILY
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Demographic Characteristics
BUDGET MILLENNIALS ~ UP & COMING MILLENNIALS ~ FAMILY MILLENNIALS

e —
n ! )’/K\ g 4
i AN N,
= &- = 3 f.
= A

o

AGE Under 34 years old 24 — 39 years old Under 44 years old
@ HOUSEHOLD STRUCTURE Singles & Couples Singles & Couples Youngcli]a;lrgil‘;is with
C@% HOME OWNERSHIP Renters Renters Owners

@ HOUSING Older Apartments High-Rise Condos Newer Houses
URBANITY Urban City Centres Urban City Centres Suburban

Source: Environics Analytics PRIZM 2019, DemoStats 2019
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Demographic Characteristics
BUDGET MILLENNIALS ~ UP & COMING MILLENNIALS ~ FAMILY MILLENNIALS

AVERAGE HOUSEHOLD S75,263 $130,311 $119,252
INCOME 2021
AVERAGE HOUSEHOLD S87,454 S154,724 $136,216
INCOME 2026
@ EDUCATION Mixed University University
% EMPLOYMENT Blue Collar White Collar White Collar
ﬂgﬂ%l TWRUARNKSPURTA“UN 10 Public Transit and Walk Public Transit and Walk Drive

Source : Environics Analytics PRIZM 2021, DemoStats 2021
| ENVIRONICS
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Wealth & Giving Behaviours

BUDGET MILLENNIALS ~ UP & COMING MILLENNIALS ~ FAMILY MILLENNIALS

7, ;q g L

Net Worth $306,946 $827,088 $451,683

Liquid Assets $188,270 $482,578 $236,351

Average Dollars Given to
Charitable Organization

Cha.rltable Category of Development & Housing Arts & Culture /
Choice Environment

$492 $1,523 $733

Education & Research

Source: Environics Analytics PRIZM 2021, WealthScapes 2021, Household Spend 2021, GivingBack 2020
ENVIRONICS

ANALYTICS
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Social Media

Facebook
Twitter
Instagram
LinkedIn

Snapchat

Source: Environics Analytics PRIZM 2021, Opticks Social 2021

BUDGET MILLENNIALS ~ UP & COMING MILLENNIALS ~ FAMILY MILLENNIALS

% W DTAC
fﬁ"{ 4, N ;/\ A 2%

79.4% 76.2% 79.2%
31.7% 35.3% 31.2%
42.5% 48.8% 42.7%
41.9% 53.5% 42.9%
14.4% 11.4% 15.3%
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Top Values

BUDGET MILLENNIALS

Multiculturalism

Financial Concern
Regarding the Future

Flexible Families

Source: Environics Analytics PRIZM 2021, SocialValues 2021

UP & COMING MILLENNIALS

DA Lo
N DN

Social Learning

Effort Towards Health

Personal Control

FAMILY MILLENNIALS

North American Dream

Personal Optimism

Primacy of the Family

©2021 Environics Analytics
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Over to Ephraim!
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Millennials: A Snapshot

20% of the population
Multitaskers
Tech savvy

S20 billion annual donations

©2021 Environics Analytics




Millennials: A Fundraising Snapshot

e Motivated to make the world a
better place

 Value networks: Want to use
their collective voice

e Passionate about issues, NOT
institutions

* 60% give to 3.3 NPOs

ENVIRONICS
ANALYTICS
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2019 Millennial Impact Report (Achieve, Case
Foundation

* Time, skills, talent, money, voice:
All are equal

* Buying from socially responsible
company = doing good

 Small or large scale = doing good

* The message: Who = what

©2021 Environics Analytics



2019 Millennial Impact Report (Achieve, Case
Foundation

e Number 1 influence on
engagement with your NPO?
Peers!

e 90% stop giving: Lack of trust

* 75% stop giving: Lack of info on
how gift was used

©2021 Environics Analytics



What is Fundraising?

e “SHOW ME THE MONEY” X
* Building relationships

e Start NOW!

* Older Millennials
e Peak earning years

ENVIRONICS
ANALYTICS
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Millennial Motivations for Giving

They’re motivated by:
e The cause, NOT the NPO
* The story of who will benefit

* Inclusivity

ENVIRONICS
ANALYTICS
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Communicating & Marketing to Millennials

* They grew up in a connected
world- meet them where they
arel

* Mobile responsive site

* EMAIL!

* You are:

e Easy to reach

* Responsive to comments/questions

©2021 Environics Analytics



Communicating & Marketing to Millennials

* Social proof: Showcase their
peers Jowey Mikes

#DAYOFGIVING

100% o SALES
DONATED

* Feature corporate partnerships

e Social, email, text, in-person
events

 |nconsistent comms turns them
off (Qgiv’'s Generational Giving
Report)

©2021 Environics Analytics




Your Website and Millennials

66% will research before making
a gift (Qgiv’s Generational Giving
Report)

* They research impact (data time!)
* Web speed and mobile matter

e Storytelling

e Fight distrust

ENVIRONICS
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Social Media, Email and Millennials

@ mssociety & -« Following

mssociety @ "My life changed 10
years ago with the diagnosis of
multiple sclerosis. From learning how
to walk, clear vision again, to even just
holding a fork. So many mental
challenges finding strength, getting
through the sadness, and confusion
that came from this disease over the
years.

* Keep them updated

They WILL connect with brands
on social

I wouldn't be here alive thriving and
growing if not for my doctors,
healthcare workers, family unit,
amazing friends, and the daily grace of
° S h . | . h h God.

I n e a S p Ot I g t O n t e m It's not a celebration of being
diagnosed with multiple sclerosis. It's
a celebration of finding self-love when

I T B L

oQv A

891 likes

SEPTEMBER 8

@ Add a comment...

e Share testimonials & impact

ENVIRONICS
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Millennial Fundraising: Include Them!

1%  YOUNG LEADERS 2 69w

Our #UJAyoungleaders spent

yune’  YOUNG LEADERS 2 89w

Thanks to all who
joined tonight to learn
about wellness trends,

the day packaging food for

¢ LOWG r t h e ba r Of e nt ry ! delivery at @metcouncil

philanthropy, and
building a business

e Offer opportunities to get
involved
* Board & committees
 Virtual activities- e.g. mentoring
kids

* Volunteering
Each box packaged at their

warehouse will feed another

. Send message ) YV

#UJAyoungleaders

* Awards are for everyone

Send message

©2021 Environics Analytics



Millennial Fundraising: Peers

 Ambassador fundraising
* Friendraising- give them the tools

e Kick-offs before events

ENVIRONICS
ANALYTICS
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Millennial Fundraising: Digital

* Make giving easy!

 From Qgiv’s Generational Giving
Report
* Yes to Apple Pay, PayPal, Google

OO0 0 DO

Wa”et : QIWIEIR|TIY|U|IO|P
 Allow giving via text/app s
* They’ll pay processing costs Text to donate

Pick up your phone and text “Planet” to

44231, It's that easy.

©2021 Environics Analytics w



Millennial Fundraising: More Ideas

* Sell cool merch (they’ll wear you on
their sleeve)

e Corporate partnerships

* Experiences (marathon, bike race,
dance-a-thon)

* First-time welcome package

ENVIRONICS
ANALYTICS
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Millennial Fundraising: And Finally...

-

 Don’t just do what YOU want.
Ask THEM what THEY want!

e Decision making process should
be inclusive

ENVIRONICS
ANALYTICS
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Millennial Fundraising: Post Donation

e Show how gift made

a difference

 Storytelling!

e Constant updates

e Relationship with

NPO staff

Meet Bridget

Bridget, a student and a bar manager,

was laid off during the COVID-19
pandemic. “I'm laid off and I'm
actually a student. I'm trying to
graduate. | graduate in two weeks
and my school is actually the one that

baldd mam mlmid blis TaAdiabeilag idiam 7

Stories of how your
donation will make an
impact in the lives of your
neighbors experiencing
hunger:

Graer Bietabagh £

community| 1 “

More than 36.6 Million pounds of
food to the

March 16 to Decomber 31 amid COVID-19

revtee = food bank
miore than debvered by -ross
28.9 million 385 agencies, M cousis s o %
founds of foodte  partners and southweestern
st neighbors programe Erm—— /
. 8 Ja, a =1
mon than 7,048 nearly 15,876 moes than 2,004
70,600 people L1 deliveries 413,000 m"-’"“ A
housshaks  recerved restecin  pounch  Apelied for
....... o roretnan  Milllon Sifoadte  SMAP (lecd
n | mmsann PUNder  TREY L eadren | stemps)
mceg: e 352,400 foad 400,000 7% eliingin
3.5 pounds af  were poundsaf e more than
million  foed = iy o during e 1,6
poundsol  Emegency lhvoush | throughthe Lol O
food througn 2% o ood Banks | o tne million
services FoodBark  Doorstep oot pourws of
123 at the Food  partners Dabwary Youth Cafe | food

drive-up
distributions  wanshouse

Meet Curtis and Audrey

Curtis and Audrey are doing their best
to make ends meet, but the COVID-
19 pandemic is making that a
challenge. While Audrey waited for
her disability to come through, Curtis
had been working at a hotel and a

©2021 Environics Analytics




|deas to Consider

Extra Life: Gaming for good
Virtual scavenger hunt
Networking events

Speakers

PLAY GAMES TO CHANGE KIDS' HEALTH AND CHANGE THE FUTLIRE

WE PLAY GAMES 50 THAT CHILDREN'S HOSPITALS IN THE UNITED STATES AND

CANADA HAVE THE FUNDING THEY NEED.

SIGN UP

©2021 Environics Analytics
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Great Idea to Learn From

LoginorSignUp

Event Home Share Your Story! S5C Home

SEATTLE
SHAKESPEARE

Welcome to Bill's Bash 2021! Welcome to Bill's Bash!

ENVIRONICS
ANALYTICS
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Great Idea to Learn From

Let's color Shakesbear!

Fill Shakesbear in his garden with your
own colors! Share your artwork on social
media and tag us #BillsBash2021
#55CShakesbear — we'd love to see
your work!

Print, Cut, and Decorate Your
Own Ruffs

#BashSelfie

Fancy yourself up with a printable ruff!
Tag us using #BillsBash2020
#BashSelfie to share your selfies on
social media.

Get your ruff here!

Recent Activity

A donation was made to Patrick
O'Kelley

Share: §1 W

A donation was made to Ariel
Rosemond

Share: 1 W

A donation was made to Jain
Rutherford

Share: 1 ¥

Melissa Huther donated $500.00 to
Bill's Bash 2021

Share: §1 ¥

Alison Nesmith made a donation to
Bill's Bash 2021

Share: 1 W

O View More Recent Activity

ENVIRONICS
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Great Idea to Learn From

Q& HOO
QOO K O

Sarah Alsdorf
View All $1.250.00 raised

Virtual Zoom Background!

Turn any meeting into a Bash with this
special virtual background! (Right click
and save this image to use.)

1._!_.: | Dream of Shakespe...

‘i’ | Dream of Shakespe...

| Dream of Shakespe...

©2021 Environics Analytics
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b1 This Evant nvo

Event Home

REGISTER NOW

‘Wags to Riches Slumber Party!

Maui Humane Socisty is hosting their annual slumber party with &
luxurious twist on May 1, 2021, This year, the Wags to Riches
event will be sending shelter animals from the daghouse to the
penthause| Participants will compete for a caveted sleepover spat
in tha kennels with top fundraisers earming a VIP night for a shelter
dog at a luxury Wailea hotel including Four Seasons Resort Maui,
Falrmont Kea Lani & Andaz Maul at Wailea Resort!

Register to fundraise for our animals with a donation goal of $2000.
During tha manth of April, you'll use this platform to email
messages to yaur network, connect to your FB page or FB
Fundraiser and automatically keep track of your progress. Best of
all, you'll be able to view the leaderboard to see where you stand
25 & top fundraiser!

On April 30th at 12:00 pm, the top 16 fundraisers will be
announced with the leaders eaming a luxury night with a shelter
dog and the remainder cuddling up in the kennels! Contact us
anytime with questians, mahalo!

Event Leaderboard
Incivicuals v

g Jamie-Sue West
$12.001.00 raised

Jennifer Rappenecker
$8,970.43 raised

[2  Judith Aikawa
Judith 5627500 raised
Alkawa

Anne Leung-Stevens.
$5,000.00 raised

Maui Humane Socisty
$3,170.00 raised

L AmyReisenauer
$2,733.75 raised
Reisenauer

Jody Reale
$2,541.03 raised
Al Andrews.
$1,784.00 raised

lel  Ruby Littleton-Fleck
RUBY 51 422,00 raised
Littieton-

Fleck

REGISTER

Register As Event Participant Donate to the Event or a Participant

LoginorSignUp ~

May 1, 2021

DONATE NOW

Every Dog Has A House... or Penthouse!

1.7 s57.511.21
o) | $50,000.00
"7 115%

of your goal reachea

Register For This Event

Share Wags to Riches

SLES S

Recent Activity

Jennifer Fitzpatrick
$1,382.50 raised

Adanation was made fo Amy Reisenauer

Share: ] W
View Full Leaderboard
Amy Hudson donated $25.00 to Stephen MacKinnon
Share: 1 ¥
Wags to Riches Video

Lianne & Kevin Yoshida donated $100.00 to Jennifer Rappenecker
Share: ] W

$50.00 was donated to Maui Humane Society
Share: E1 W

§500.00 was donated to Maui Humane Sociaty
Share: 1 ¥

O View More Recent Activity

Event Sponsors

N

=) a)
cLUNCHBOX -
“The Rig Kahuna of Toland Grinds*

Shop our SWAG

Iy maul
2 humane
o Tsnciety

Peer-lo-Peer Fundraising
Pawered By

Privacy Policy
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Questions?

|OA®; |OA®;

Ephraim Gopin Jennifer Robins
Principal Director, Business Development
1832 Communications Environics Analytics
ephraim@1832comms.com Jennifer.Robins@EnvironicsAnalytics.com
y @EphraimGopin y @JenniRob

ENVIRONICS
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