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Animal Welfare Research Project:

Online Donor Trends
Research Sources:

The primary data in this research report is derived from a survey of supporters from 3 different animal welfare rescue organizations.  The survey was sent to approximately 785 individuals and a link to the survey was also placed on the websites of participating charities.  Although it is impossible to state with 100% certainty how many respondents completed the survey as a result of the website links, we know that more than 95% of the survey responses were completed within 3 days of the emails being sent out by each of the organizations.  Based on an estimated combined supporter population of 1700 individuals and the 444 completed survey responses, we have determined a confidence level of 95% and a confidence interval of 3.51.
Comparison data used in this report is derived from 2 different studies:

· Canadian Survey of Giving, Volunteering and Participating - CGSVP (2004)

· “Boomers! Negotiating the Generational Divide in Fundraising & Advocacy”.  An American study conducted by Cravers, Matthew, Smith and Company (CMS), in conjunction with The Prime Group (USA Study).

The CGSVP study is well known to most fundraising professionals and is done on annual basis, working with Statistics Canada information.  The CMS study is based on an online survey of 2,333 American adults, conducted in July 2005, which included extensive questioning on online behaviours and attitudes.
Goals:
     The goal of this research is to identify basic donor demographics for the participating animal welfare charities, in addition to identifying their online trends, preferences and habits.  This information is compared to existing available data from the CSGVP and CMS surveys to determine similarities and differences.  Unfortunately, there is precious little data available that is specific to animal welfare charities.  Ideally, this survey data will be increased to reflect more diverse animal welfare related charities which will differentiate between size, location/region, and charitable focus (i.e. wildlife, pet, etc.).   In addition to offering interesting data to similar sized and focused animal welfare charities, we believe the findings within this research project will be highly valuable to charities that share similar characteristics to the participating charities in this study.  For instance, any charity with few or zero employees, charities with younger constituents and charities whose audience is highly internet savvy.

     Animal welfare charities in Canada suffer from a lack of shared, well researched, reliable data and information.  This sector represents a very small portion of the overall giving and charitable revenues in Canada and as a result, very little public study exists to assist these organizations.  In addition to this, a multitude of small volunteer-run charities operate within this sector.  These organizations, like many other small and grassroots organizations, struggle to manage resources and achieve their goals.  While their volunteers and staff (where applicable) are dedicated and loyal, they lack the resources and data to fully capitalize upon many existing opportunities or explore new opportunities that may increase their fundraising and volunteer capacity.  This study is an initial step in helping to identify and quantify their current supporters, while also identifying key areas of opportunity for growth and further exploration.
Demographics Key Observations:

The following key observations relate specifically to the demographics of our survey respondents:

· More than 61% of respondents are age 40 or under, while 34% are 41 years of age or more.  This is most unusual in a world where charitable sector supporters are often categorized as “older”.

· 72% of respondents have received a higher education diploma, undergraduate degree or post graduate degree.

·  16% of respondents report an annual household income of $96,000.00 a year or more.  This is remarkably high, given that the average annual income for individuals in Ontario is $40,000.00. (Statistics Canada, 2005)
· 48% of respondents are married or common-law, while 45% of respondents are single, divorced or widowed.

· 95% of respondents use the internet daily or several times a day.

· Only 54% of respondents have made a charitable donation using the internet.

· Only 12% of respondents indicated that religion or spirituality, highly or somewhat influenced their desire to donate to an animal welfare charity.

· 89% indicated that knowing specifically how their donations will be used is highly or somewhat influential in their decision to donate to an animal welfare charity.

Comparative Highlights:

Compared to the CGSVP, respondents in the animal welfare survey were far more likely to respond to mail, television and radio advertisements, attend events and even telephone solicitations. 
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This is particularly interesting, given that 83% of survey respondents indicated that they somewhat or strongly disliked being contacted by charities via telephone.

Another very distinctive difference between survey respondents and CSGVP findings is the role of religion in Canadian giving.  The CGSVP indicates that 45% of all donations are made to religious organizations.  Not a single respondent indicated making a gift to a religious organization and only 12% indicated that religion and/or spirituality is somewhat or highly influential in making a gift to an animal welfare charity.
Additionally, the CGSVP indicates that 14% of all Canadian donations are directed to Health related charities, while respondents to the animal welfare survey show that more than 46% of participants donate to this sector.  The CMS study offers more insight into online and offline donors and provides more comparison categories similar to those in our study.  
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Respondents to this survey clearly exceed both online and offline donors in the CMS survey.  Unfortunately, the CSGVP offers no data on animal welfare donors or trends. 
The CMS study indicates that only 33% (43% if including political donations) of all respondents have ever made a donation using the internet.  The animal welfare supporters responding to our survey show a much higher inclination to make online donations with more than 54% having made an online donation at some point.    It is also worth noting that, of those who indicated that they have not donated to a charity in the past 12 months, only .5% are represented by internet donors, while more than 20% of offline supporters had not made any kind of donation in the past 12 months.
According to the CSGVP, the donor rates are highest amongst individuals aged 45 – 64.  Interestingly, more than 78% of the individuals who responded to our survey and made online donations are under the age of 45.  The CMS research study indicates that only 30% of all “post boomers” (individuals born in 1965 and later) participating in their study have ever made an online donation.  Furthermore, of all survey respondents, individuals aged 45 and under represent 72.9% of total respondents.
Interests and Motivations
Because this survey was administered online and posted on charity partner’s websites, we anticipated a high degree of internet use among respondents and attempted to learn more about their preferences for website content.  
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When asked to indicate what types of content would be of most interest to them, respondents seemed less inclined towards content that was not cause related.  For fun sections, blogs and communications tools were the least preferred website content amongst our respondents.  We are inclined to view this feedback with a degree of skepticism.  CMS speculates that given that most online givers are not responding to direct online appeals for a donation, and therefore may be responding to other stimuli.  While blogs, forums and other seemingly, frivolous website content may not be a priority for the respondents, it may well be helpful in increasing website traffic and motivating current supporters to return to the website more frequently, ultimately resulting in higher levels of online donations.
     Strong website content becomes increasingly important when we consider that the CMS study indicates that online donors are far more likely than online givers to urge others to donate (59% compared with 34%).  More online givers, referring more potential online givers are the very essence of “viral marketing”.  This type of donor behaviour is incredibly important for all charities, but is absolutely priceless for volunteer-run charities whose lack of paid employees often results in an inability to tap into the many fundraising and volunteer resources enjoyed by larger, employee based charities enjoy.  Our study indicates that 32% of respondents discovered their charity through a personal referral.  This number is slightly less than individuals who indicated they were referred through online search engines like Google and Yahoo!.  While the high number of search engine referrals highlights the importance of search engine optimization, it should also cause charities to consider new ways to encourage and inspire supporters to refer new supporters, volunteers and donors.
     When asked about which factors would be most influential in making a future donation to an animal welfare charity, 3 factors stood out as the most influential:

· Strong belief in the charity’s mission and goals.
· Knowing how my donation will be used.

· Perceived need of the organization.

Factors such as religion, tax receipts and convenience are among the least influential. [image: image4.emf]0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

Compelling Photo's

Compelling Stories

Belief in Mission Personal relationships

Perceived Need

How donation is used

Tax Credits

Religious influence Convenient

Highly Influential

Somewhat Influential

Neutral

Little Influence

Not influential


Plan the work – work the plan
The target audience for these organizations is very distinct.  This predominantly female, younger donor/supporter base is well educated, internet friendly, enjoys medium to high incomes, and donates to more organizations than the general population – in smaller donations.  

Data collected in this survey, combined with complimentary data from the CMS survey, offers interesting insights into online donors and supporters.  Given the high degree of internet use amongst these charitable supporters, and the CMS assertion that these constituents are very comfortable urging others to donate and support their organizations, we strongly advise the participating charities to become more innovative and proactive in engaging their supporters and finding ways to involve them in urging friends, colleagues and acquaintances to support their organizations.  Volunteerism should be redefined to include internet activities that inspire current supporters and recruit new supporters and donors.  To support the internet volunteers, website content must be targeted to meet the preferences and wishes of the unique current support base for these organizations.  
Organizations must know their donors.  With a statistically significant number of high income earners, these organizations must find a means of identifying these individuals and ensuring they are motivated to give to their full capacity.  Furthermore, careful review of the data regarding giving motivations should be carefully considered in all communications and marketing materials.  It is imperative that organizations consistently communicate their mission, goals, need and be very specific about how donation funds are put to use.

CMS data regarding online donor motivations indicates that online givers are highly motivated by urgency, convenience, impulse and outside news related triggers.  Ensure you are communicating your organization as a “cause” and consistently focusing on the urgent need for action and support.   While human resources may be present a challenge for grass-roots and volunteer-driven organizations, this is an area where high school and college students would be well suited for volunteer roles.  These younger individuals tend to be very internet/technology savvy and offer organizations innovative ideas with regards to communicating through a variety of online mediums.  Furthermore, the ability to do this type of work from home or during school breaks allows students the opportunity to participate in spite of challenging schedules.

Finally, organizations should look to veterinarians, pet food stores and other associated partnerships that are capable of providing referrals.  Within the “other” comments throughout the survey, respondents continually commented on donation boxes, adoptions and veterinarian referrals.  These are highly productive relationships that have the capacity to create long-term, constituent relationships with donors, volunteers, and adopters.

Further Study  
There are several areas of further study that should be done to both to clarify and compliment the existing data in this study.  First and foremost is a recommendation for each of the participating charities to deliver this survey via mail to all members, supporters and donors.  Because this survey was conducted online, it is expected that respondents would be highly biased towards internet activities.  It is necessary for the partner charities to obtain similar information from their entire support base to fully maximize their potential for fundraising and volunteer engagement.

In addition to this, the survey creators would be interested to determine how the respondents in this study compare to other, large, employee based animal welfare organizations whose charities offer provincial, national and/or international coverage.  Would the demographics change significantly – or not at all?  Would the propensity for internet activity and/or donations be similar?  It would be interesting and helpful to have a broader picture of which Canadians are actively supporting animal welfare charities, as well as how and why they do so.

Finally, it would be ideal to have more detailed study into Canadian online donors as a whole.  While online charitable donations remain a very small percentage of overall donations, there is an obvious increase in the trends towards making donations via the internet.  Given the lack of information about online donors, it is difficult for organizations to identify strategies to recruit, engage and retain their online supporters.

Dissemination
As mentioned throughout this study, this research report, as well as the corresponding survey data will be shared with each of the 3 participating charities.  All identifying information will be removed to protect the participating organizations and survey respondents.  In addition to this, the survey summary data and research report will be posted and available for download on Laurie Pringle’s, Charity Chatter website. http://www.LauriePringle.com
The authors would be thrilled to share the data with any interested parties, however, given the lack of interest from previously contacted organizations it is unlikely that there will be much demand from additional sources for this very specific data and information.

Resources:

In addition to the survey conducted by the authors of this paper, the resources used in this study include:

· The Canadian Survey of Giving, Volunteering and Participating – Statistics Canada, 2004.

· A Donor Trends White Paper – Craver, Matthews, Smith and Co., in cooperation with Primegroup. This document can be downloaded online by visiting their website at: http://www.cravermathewssmith.com/articles_more.php?id=19
· 2005 tax return statistics from The Canada Revenue Agency

Full study details, contact Laurie Pringle: 416-766-4083



lpringle@rogers.com

