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WHEN IS THE LAST TIME 
YOU SAID THIS TO YOUR 

DONORS? 
[ I mean REALLY ǎŀƛŘ ƛǘΧϐ 
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The % of population that is a visible minority is expected to 

steadily increase across Canada. 
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BUT IS IT GIVING? 

ώ ǎƻǊǘ ƻŦΧϐ 
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Source: CSGVP, 2004, 2007, 2010 

CSGVP 2010 2007 2004 

Donor Rate 

 

84% 84% 85% 

Average Donation 

 

$446 $457 $445 

Volunteer Rate 

 

47% 46% 45% 

Average hours 

 

156 166 168 

OURHOME ANDNATIVELAND  
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NOT ALL DONORS THINK ALIKE: 

 

REPAYER  
[23%] 

 
 

CASUAL GIVER 
[18%] 

 

HIGH IMPACT 
[16%] 

 

FAITH BASED 
[16%] 

 

SEE THE 
DIFFERENCE  

[13%] 

PERSONAL TIES 
[14%] 

WHATDONORS WANT&NEED  

Source: óMoney For Goodô report, Hope Consulting 
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HAVE A PLAN... 
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Source: Ipsos Reid / AFP ñWhat Donorsô Wantô Report, 2012; Percentage Strongly Agree / Agree 
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SPEND LESS ON OVERHEAD... 
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Source: Ipsos Reid / AFP ñWhat Donorsô Wantô Report, 2012; Percentage Strongly Agree / Agree 
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UPDATE THEM ON PROGRESS... 
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Source: Ipsos Reid / AFP ñWhat Donorsô Wantô Report, 2012; Percentage Strongly Agree / Agree 

[WOULD LIKE TO BE ASKED ONCE OR LESS PER YEAR]  
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1. Your ñreputation and trustworthinessò are 

impeccable 

2. You are ñachieving and communicating measurable 

resultsò 

1. They feel they have been ñover-solicitedò 

2. Their ñpriorities shifted to other causesò 

STAY LOYAL WHEN... 
WHATDONORS WANT&NEED  
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Source: The Cygnus Donor Survey, October 2011 



UNSOLICITED SOLICITATION 

Walk home 
from work 

 

Buy 
groceries 

 

Open mail  

Answer 
telephone 

 

άIƛ ǘƘŜǊŜΗ /ŀƴ L ǘŀƭƪ ǘƻ ȅƻǳ ŦƻǊ ŀ ǎŜŎƻƴŘ 
ŀōƻǳǘΧέ 

ά²ƻǳƭŘ ȅƻǳ ƭƛƪŜ ǘƻ ǊƻǳƴŘ ǘƘŀǘ ǳǇ ǘƻ 
ǘƘŜ ƴŜŀǊŜǎǘ ŘƻƭƭŀǊΧΚέ 

ά¢ƘŜ ǎƛǘǳŀǘƛƻƴ ƛǎ ǳǊƎŜƴǘΣ 
ǿŜ ƴŜŜŘ ȅƻǳǊ ǎǳǇǇƻǊǘΧέ 

άIŜƭƭƻΣ ǘƘƛǎ 
ƛǎΧώ/[L/YΗϐέ 

WHATDONORS WANT&NEED  



Unparalleled 
DONOR 

EXPERIENCE 

Deep    
RESPECT 

Stellar    
SERVICE 

Thoughtful 
ENGAGEMENT 

THE DONOR EXPERIENCE 
WHATDONORS WANT&NEED  


