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Executive Summary 
More Strategic is Australia’s 
leading fundraising, research 
and experience management 
consultancy specialising in 
insight-driven strategies for 
not-for-profits. 

More Strategic has conducted 
research on behalf of many 
of Australia’s largest and 
most respected charities. 
We have a particular passion 
for collaborative research 
that is beneficial to the 
whole charity sector. 

Fundraising Strategy 
Program strategies 

Practice audits 

Predictive modelling 

Benchmarking 

Analysis 

Experience Management 
Journey mapping 

Dialogue and Feedback 

Motivational segmentation 

Moments that matter 

Marketing & Research 
Brand and Proposition  
development 

Supporter and public research 

Social and services marketing 
research 

2. 

1. 

3. 

6. 

5. 

4. 

Young people are more public in their support. 
Use them to amplify your message and 
normalise giving. 

Young people are still forming their identities 
and are more likely to be looking to protect those 
they love, have a sense of belonging and want 
to gain knowledge. Help them learn, protect 
and connect. 

Young people are more likely to support higher 
ideals of equity, rights and joy. Show how your 
practical actions and immediate results support 
these notions. 

In keeping with other donors, most young people 
see themselves as caring, helpful and hopeful. 
Capture and affirm their identity. 

Young donors are more emotional and say they 
want greater immersion in the charity’s work. 
Offer them engaging, emotional, empathy-driving 
experiences. 

They want action now. They buy into the vision 
but are impatient for change. Show how your 
immediate actions make long-lasting change, 
and be clear on your emotional offer. 



      

   

   

   

                               

 

      

     

 

 
 

 
 

 
 
 

  

Values and Beliefs 
How people see the world and what is important to them 
determines whether and to whom they donate. 

THE 8 STATEMENTS PEOPLE 
MOST AGREED WITH 

PEOPLE SHOULD TAKE RESPONSIBILITY 
FOR THEIR SITUATION 31%33%36% 

32% 32% 29% 
LOOKING AFTER THE COMMUNITY’S 
INTERESTS FIRST BENEFITS US ALL 

31% 27% 21%I AM A CITIZEN OF THE WORLD 

I RECEIVED HELP FROM OTHERS 
TO GET WHERE I AM 21% 17% 19% 

42% 40% 27% 
I’VE FOUND MANY PEOPLE 

UNTRUSTWORTHY 

27% 23% 20%POLITICALLY I AM MORE TO THE LEFT 

32% 30% 31% 

IT IS MOST IMPORTANT TO HELP 
THOSE WHO ARE TRYING TO 

HELP THEMSELVES 

15% 10% 8%I LIKE TO KNOW THE STORIES 

A YOUNG B MID C OLDER 
UNDER 35  35 TO 54 55+ 

Young people are more: global; less 
trusting; left-leaning and believe in 
people taking personal responsibility. 

Young people are more public in their 
support and more inspired by stories 
than facts compared to older people. 

Younger donors are more left-leaning 
than their non donating peers, and 
believe in looking after 
community. 

Judgements about 
who is “deserving” 
can influence the way 
charities frame messages 
to potential donors. Younger 
supporters appear to have a 
slight preference for people looking out 
for themselves and striving to improve 
their lot in life. They are a little less likely 
to believe we all have a responsibility 
to help people in need, though this is 
markedly different for those who donate. 
It is possible that younger people have 
been somewhat less exposed to those in 
need as they grew up in greater comfort 
and have had better opportunities. 
Charities need to connect with 
empathetic young people and use their 

Show 
how you are  

helping others 
to help 

themselves 

willingness to share to amplify messages. 

‘‘Young people are very willing 
to tell others about their 
giving – they can amplify 

our messages.’’ 
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Job to be Done 
Understanding the benefits the donor receives from 
giving helps charities form stronger connections. 

Help 
young people 

learn and 
connect. 

WHAT ARE THE DIFFERENT REASONS FOR GIVING AND WHAT GIVING DOES FOR YOU 

35% 27% 23% 23% 

11% 15%16% 19% 

40% 16% 21% 22% 

8%13%24%23% 

50% 14% 33% 14% 

7%9%24%33% 

LUCKY POWER/AGENCY 

BELONGING 

PROTECTION 

PURPOSE KNOWLEDGE 

SELF IDENTITY 

FAITH 

Younger people are more likely to 
see giving as helping to protect 
those they love than older people. 

Although not the primary motivators, 
young people also see greater 
benefits in belonging, recognition 
and gaining knowledge. 

Half of older supporters feel lucky, 
giving reminds them of their own 
good fortune, whereas this applies 
to only one in three younger donors. 

One in three older supporters have 
also achieved a greater sense of 
self identity and purpose through 
their giving; this is less than one in 
four for younger supporters. 

Those who were expressing faith or 
had a sense of belonging tended to 
donate more. 

YOUNG 
UNDER 35 

A MID 
35 TO 54 

B OLDER 
55+

C 

‘‘Supporting causes is one way younger people may 
be experimenting with their identity development’’ 

Based on the work of Clayton Christensen of Harvard, who theorised that 
every purchase does a job for a buyer that is not necessarily a functional 
one, we identified 13 personal benefits of giving. Older supporters 
appear to be more intrinsically orientated, with giving supporting their 
own view of themselves, whereas the younger supporters are perhaps 
still forming their identities. The younger age group were also less likely 
to be expressing their faith through their giving. We have observed a 
trend of faith in action where donors express their beliefs more through 
giving than observance, but this appears to be less true for younger 
donors. From our interviews, young people spoke of the need to gain 
skills through volunteering to get the jobs they seek. Charities need to 
help young people belong and recognise their contribution – in whatever 
form it may take. Young people may appreciate the thanks. Older 
supporters want to do the thanking. 
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  Moral Outcomes 
What people want to achieve through their giving 
impacts who and how they support. 

GENERALLY, WHAT DO YOU ACHIEVE THROUGH YOUR DONATIONS? 

Show 
how practical 

actions support 
higher 
ideals 

CREATING 
HELPING 

37%

45% 

25%

27%

35% 28%
OPPORTUNITIES 

22%

19%

21% 
PART OF A TEAM 

PEOPLE GET BRINGING AND OR MOVEMENT 
BACK ON JOY TO EMPOWERING CREATING 

THEIR FEET PEOPLE PEOPLE CHANGE 

20% 

20% 

11% 

20% 18% 18% 18% 
HELPING 

BREAK THE 
CYCLE OF 
POVERTY 

UPHOLDING 
ESSENTIAL 

RIGHTS 

19% 

25% 

19% 14%SPEAKING UP 
FOR THE 

VOICELESS 

FOLLOWING AND 
EXPRESSING 

MY FAITH 

MAKING THE 
WORLD FAIRER 

HELPING REDUCE 
LONELINESS AND 

DISTRESS 

STOPPING 
SUFFERING 

20% 

19%12% 13% 

16% 16% 14% 

Younger people 
are more orientated 
towards rights, equity 
and joy than their 
older counterparts. 

The youngest 
group (19-24) were 
strongest on feeling 
like they were part of 
a movement creating 
change. 

There were only small 
differences across 
the age groups for 
expressing their faith 
and again faith donors 
are higher value. 

14% 

11% 

16% 

18% 

13% 

20% 

A YOUNG B MID C OLDER 
UNDER 35 35 TO 54 55+ 

‘‘Young people are more idealistic and less practically orientated than the older group.’’ 
The older supporters appear to be somewhat more homelessness. In most cases, we find donors less 
practical in their outlook, seeking to get people back able to separate the two, and this may still be the 
on their feet, break the cycle of poverty or reduce case for the younger audience. Again, we also 
distress. The younger respondents supported more see that belonging is more important, especially 
idealistic notions of fairness, rights and joy. From for the under 25’s – we need to let them in. An 
our research, we have often seen differences in issue could be framed as ‘rights and equity’ or 
attitudes between the provision of practical support ‘recover and break the cycle’ but will appeal to 
and showing dignity, for example, when addressing different audiences. 
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38% 36% 

16% 30% 

37% 42% 

11% 37% 

47% 57% 

10%40% 

DESCRIBE YOURSELF AS A SUPPORTER 
OF CHARITIES OR NOT FOR PROFITS 

HELPFUL CARING 

HOPEFUL LOYAL 

‘‘  Don’t thank people for their 
generous donation. Thank them for 

being a caring person ’’ 

Self Identity 
Reinforcing or changing how 
people view themselves has 
been shown to instil greater 
loyalty and connection to 
a charity. 

12% 9% 
9% 6% 
4% 3% 

VISIONARY SUPPORTING 
SUCCESS 

YOUNG 
UNDER 35 

A MID 
35 TO 54 

B OLDER 
55+

C 

Younger people tended to choose fewer 
words than the older respondents. 

The top three words (caring, helpful and 
hopeful) were consistent across the 
generations, though lower in each case 
for younger people. 

The older respondents were least likely to 
consider themselves generous. 

Younger supporters were more likely to 
describe themselves as loyal, visionary 
and supporting success. 

The youngest group, 
under 25, were the 
most passionate, 
committed and 
nurturing. 

Understand 
how giving 

makes them 
feel 

The pioneering work of Adrian Sargeant and Jen Shang has shown that identity is important for strong 
relationships with supporters. Although this can change from cause to cause, life stage and tenure of 
relationship, we find, across many studies, that Australian donors generally see themselves as caring, helpful, 
supportive and compassionate. When people have to decide not to give (because they feel overwhelmed by 
the number of requests), this is at odds with their self-image and therefore causes discomfort. This is a major 
challenge for the sector. Understanding and then playing back an expressed identity that is personal to that 
donor has been shown to impact lifetime value. Charities need to find out how giving to them makes the donor 
feel, and the identity it affirms. 
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‘‘Show how your 
authentic stories 

deliver impact, 
today and against 

your vision ’’ 
Needs 
Donors make decisions about giving in different ways 
and have different needs from the charities they support. 

Young people are WHICH STATEMENTS BEST DESCRIBES YOU? 
more trusting, want 

I IMMERSE MYSELF IN to solve immediate 
UNDERSTANDING THE problems and 

WORK OF THE CHARITIESwant to be more 
I SUPPORT 

immersed in the 
work of the charity. 

Younger self-
declared donors 
tend to be more 
trusting, delegational 
and make decisions 
with their hearts than 
young non donors. 

39% 31% 27% 

I HAVE HIGH TRUST IN 
Younger charity THEM TO DO THE RIGHT 

respondents were THING WITH MY 
CONTRIBUTIONSmore likely to see 

their donation as 
an investment, 
want long term 
impact, to plan 
their giving, and be 
more delegational 
and visionary in 
their giving (this 

53% 46% 48% 

may reflect one of 
A 

I DONATE WITH MY HEART 
TO MAKE THINGS BETTER 

61% 63% 60% 

 I WANT TO SOLVE  
IMMEDIATE PROBLEMS 

47% 42% 34% 

I HAVE A PLAN FOR WHEN 
AND HOW MUCH 

I WILL GIVE 

57% 56% 57% 

SUPPORTING THE VISION 
OF THE CHARITY 

49% 48% 42% 

YOUNG B MID 35 C OLDERthe charity partners 
UNDER 35 TO 54 55+propositions). 

Across all our studies we see that younger respondents say they want to be more 
immersed. This is coming from a place of seeking knowledge more than questioning 
the organisation as their trust scores are high (though they are yet to be convinced 
charities have the impact they could). Whilst there is no evidence to say they will consume 
what you provide, we need to find the right way to engage with this vital audience. They are seeking 

Offer  
young people 

immersive 
experiences 

emotional, authentic stories that deliver against the vision of the organisation. 
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NEED Segments People cluster around 

Be clear 
on your 

emotional 
positioning 

30% 30% 27% 12% 
24% 38% 27% 10% 
27% 35% 24% 15% 

EMOTIONAL EMOTIONAL RATIONAL RATIONAL 
SPECIFIC VISIONARY SPECIFIC VISIONARY 

INVOLVE SCALE SEGMENT 
39% 34% 19% 8% 
30% 39% 22% 9% 
29% 32% 22% 17% 

DELEGATE DELEGATE IMMERSED IMMERSED 
SPECIFIC VISIONARY SPECIFIC VISIONARY 

EMOTION INVOLVMENT SEGMENT 

EMOTIONAL 
DELEGATOR 

48% 13% 15% 25% 
49% 13% 17% 20% 
42% 19% 20% 19% 

EMOTIONAL RATIONAL RATIONALIST 
IMMERSED IMMERSED DELEGATOR 

EMOTION TIME SEGMENT 
35% 

EMOTIONAL 

YOUNG 
UNDER 35 

A MID 
35 TO 54 

B OLDER 
55+

C 

25% 31%  9% 
31% 32% 27% 11% 
30% 31% 23% 16% 

EMOTIONAL RATIONAL RATIONAL  
FUTURE NOW FUTURE NOW 

INVOLVED TIME SEGMENT 
27% 45% 20% 7% 
34% 36% 22% 9% 
31% 30% 22% 16% 

DELEGATE DELEGATE IMMERSED IMMERSED 
NOW FUTURE FUTURE NOW 

TIME SCALE SEGMENT 
41% 17% 25% 17% 
35% 16% 22% 26% 
31% 19% 21% 28% 

SPECIFIC SPECIFIC VISION VISION 
FUTURE NOW FUTURE NOW 

combinations of needs. 
Recognising the unique 
combinations for each 

supporter builds stronger 

EMOTION SCALE SEGMENT 

connections. 

Young people are much more 
likely to be Immersed Visionaries, 
though the majority are still 
Delegational Visionaries. 

Young people are more likely to 
be Rational Visionaries though 
the largest segment is Emotional 
Visionary. 

Most young people are Emotional 
Delegators; this is lower than for 
other age groups, and young 
people are more likely than others 
to be Emotionally Immersed. 

Young people are equally split 
between Emotional Immediate and 
Future; this is similar to others. 
They are higher than others on 
Rational Immediate. 

Young people are equally split 
between Delegate Immediate and 
Future; this is lower than others. 
They are higher than others on 
Immersed Immediate. 

Young people are the highest on 
Vision Immediate and lower on 
Specific Future. 

These unique combinations of needs 
reinforce the desires of young people to 
act now, to be immersed, and to support 
the vision of the organisation. When 
we look at the differences between the 
public donors and non-donors within the 
under 35 group, those that are Emotional 
Delegators, Emotional Visionaries, 
Emotional Future and Delegate Now 
were more likely to be donors. 
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Publication Series 
This is the third of seven publications exploring in great depth 
the lives of Young People and how they think, feel and behave 
towards causes and giving. 

UPBRINGING 

STABILITY 

INFLUENCES 

FINANCIAL SITUATION 
AND ATTITUDES 

2. 
INFLUENCING 

3. 
MOTIVATIONS  
AND NEEDS 

INFLUENCING OTHERS 

INFLUENCED BY 
RESPONSIBILITIES 

PERSONAL VALUES  
AND BELIEFS 

JOB TO BE DONE 

MORAL OUTCOMES 

PERSONAL IDENTITY 

NEED STATES 

4. 
TRUST AND 

IMPACT 

6. 
SOCIAL MEDIA 

POWER 

7. 
BEQUEST DRIVERS 

By Age Group 
Donor v Public 
Lifestage 
Implications 

ONLINE ACTIVITY 

SOCIAL MEDIA 
CONFIDENCE AND 

SHARING 

SOCIAL CHANNEL USAGE 

SOCIAL MEDIA IMPACTS 

TRUST 

EFFECTIVENESS 

ETHICAL 

IMPACT OF GIVING 

PROPENSITY 

BELIEFS 

DRIVERS 

1. 
MONEY 

AND MEANING 

5. 
WHO AND 

HOW 
TO HELP 

CAUSE CONCERNS 

DIRECT GIVING 

LOCATION PREFERENCES 

ASK EXPOSURE 

GIVING MECHANISMS 

DECLARED AMOUNTS 
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About the study 
Before commencing the research 
project, we reviewed existing PUBLIC PANEL COMPOSITION 
published studies of generational 1500 respondents being nationally representative 
giving attitudes and conducted across gender, state, age, and family. 
analysis of the 10,000+ respondents 
to recent studies we have conducted 
over the past two years. GENDER MALE 

FEMALE
Working with our charity partners, we 
identified the most critical knowledge 
gaps and completed 34 depth 
interviews with donors and supporters 
under the age of 35. 

This was followed with public 
quantitative research amongst the 
Australian population with a sample 
size of 1500. The sample was 50% STATE VICTORIA 31% 69%
people under 35 and 50% over 35. 

NEW SOUTH WALES 29% 71% 
The data was reweighted for overall QUEENSLAND 32% 68% 
analysis, and the sample of under 35’s WESTERN AUSTRALIA 38% 62% 
further split into three subsegments. SOUTH AUSTRALIA 21% 79% 

TASMANIA 48% 52% 

In addition, our charity partners AUSTRALIAN CAPITAL TERRITORY 24% 76% 

invited samples of their supporters to NORTHERN TERRITORY 43% 57% 

complete the survey, with a total of 
NON-DONOR (UNDER $50) DONOR ($50-$2500)480 respondents across all ages. 

NON-DONOR 
(UNDER $50) 

DONOR 
($50-$2500) 

68% 

71% 

32% 

29% 

AGE 0% 

0% 

49% 

51% 

61% 

39% 

58% 

42% 

71% 

29% 

70% 

30% 

83% 

17% 

82% 

18% 

86% 

14% 

UNDER 18 19-24 25-29 30-34 35-44 45-54 55-64 65-74 75 & OVER 

NON-DONOR (UNDER $50) DONOR ($50-$2500) 

FAMILY 
GRANDCHILDREN 

CHILDREN LEFT HOME 

CHILDREN LIVING AT HOME 

NO CHILDREN 

14% 

21% 

36% 

34% 

86% 

79% 

64% 

66% 

NON-DONOR (UNDER $50) DONOR ($50-$2500) 
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Our Research Partners 
This project was only made possible thanks to the foresight of the following not-for-profits who provided 
input to the question design, contacts for participation in interviews and surveys, as well as vital funding: 
The Smith Family, Asylum Seekers Resource Centre, Cerebral Palsy Alliance, Ronald McDonald House 
Charities; Act for Peace; Royal Flying Doctor Service QLD and Wilderness Society. 

About The Authors 

Martin Paul is one of Australia’s most 
experienced and respected fundraisers. He has 
a passion for evidence-based decision making 
in the not-for-profit sector and always wants to 
understand why people do what they do. With 
a background in economics and marketing, 
Martin led fundraising teams at WWF, The 
Heart Foundation and Cancer Council before 
co-founding More Strategic in 2008. Martin is a 
popular presenter at fundraising conferences in 
Australia, Europe and Asia. 

Katynka Powning has been involved in the charity 
sector from the inception of Include A Charity. 
Her expertise in research and insights in the 
charity sector is well-known having completed a 
large number of both qualitative and quantitative 
research studies. In conjunction with data 
from charities she uses her experience in the 
corporate sector to design and optimize supporter 
experiences to maximse lifetime income. Her 
clients include MS Research Australia, UNICEF 
Australia, Guide Dogs and Cancer Council Victoria. 
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Get in Touch 
If you’d like to better 

understand and connect 
with your supporters 
please get in touch. 

Martin@morestrategic.com.au 
Mobile: 0435 306 202 

PROMOTIONAL PARTNER 

Sign up for the Next Generation Publications series at 
morestrategic.com.au/next-generation/ 


