Online Giving Research

(full reports at http://artsandsciences.virginia.edu/kipps)
More than 65 percent of donors used information from the Internet before giving, whether online or offline – and 40 percent always go online before giving, regardless of whether they give online or offline. 

(Kintera Luth Nonprofit Trend Report, 2005)
Roughly 19 percent of men and women who use the Internet donate to charity online. (compared to banking online: 41 percent; or buying something: 67 percent)
(Pew Internet and American Life Project, 2005)
In 2005, the 100 schools responding to the CASE online fundraising survey raised more than $4.8 million online. 

(Council for Advancement and Support of Education, 2005)
Overall, online giving climbed 37 percent in 2006 over 2005. 
(Chronicle of Philanthropy, June 2007)

“In May, a social-action start-up called Project Agape launched a new program on Facebook called "Causes," in which users can create online communities to advocate for various issues, charities and political candidates. Since then, the program has attracted more than 2.5 million Facebook users, raising some $300,000 for nonprofits and politicians, says Joe Green, 24, the project's co-founder.” 

(Wall Street Journal, August 2007)
The number one reason donors say they give online is convenience. Other top reasons include giving quickly at times of crisis, making multiple gifts in one transaction through a giving portal, and seeing their overall giving history.
(Network for Good, 2007)

Online donors are younger than the average donor. 

(Blackbaud, 2005)

Online givers are young, with men and women giving in equal numbers. The median age of donors at Network for Good is 38, with the average between 39 and 40. This is significantly younger than offline donors, who tend to be 60+ according to most studies (Source: Craver, Mathews, Smith & Company). 

(Network for Good, 2007)
The majority of online donors have little to no prior giving history with an organization. This can be interpreted to mean that it is easier to acquire an online donor than it is to convert a current donor into an online donor. (Blackbaud, 2005)

Online donors are not new to giving, but they tend to be new to giving online. 

(Network for Good, 2007)

Online donors are generous. Whether due to income levels, the impulsive nature of online giving or the credit card effect, online donors give significantly more than offline donors. 
(Network for Good, 2007)

In higher ed, the median level of lifetime giving is much greater for online givers than for regular givers: from 50 percent higher to more than double. (Peter Wylie, 2004)
Offline-only donors who also received e-newsletters gave more than twice as much as did offline donors who did not receive electronic communication. 
(Convio and Strategic One, 2007)

Some of the newer Web-based nonprofits, such as DonorsChoose and Kiva, are attractive because contributors say they allow them to connect directly with their recipients. Donors or lenders can hand over money directly to, respectively, teachers and students in urban public schools or individual entrepreneurs in developing countries, rather than sending a check that ends up with an abstract recipient. 

(Wall Street Journal, September 2007)

Forty percent of donors always go online before making a donation, either online or offline. 

(Kintera Luth Nonprofit Trend Report, 2005)

Charitable contributions to colleges and universities in the United States grew by 9.4 percent in 2006, reaching $28 billion. 
(Survey of Voluntary Support for Education - 2007, Council for Aid to Education)
Giving to education overall in 2006 rose an estimated 9.8 percent, to $41 billion. (Giving USA, 2007)
Online giving is growing exponentially each year, from $250 million in 2000 to more than $4.5 billion in 2005. (ePhilanthropy Foundation, 2006)
Percentage of an organization’s total giving that came from online gifts: Heifer International, 21 percent; Leukemia & Lymphoma Society, 20 percent; American Red Cross, 15 percent; Mercy Corps, 12 percent; and National Multiple Sclerosis Society, 12 percent. 

(Chronicle of Philanthropy, June 2007)

In a survey of 15 non-profit organization, e-mail message open rates averaged 25 percent between September 2004 and September 2005, a decline from the previous 12-month average of 30 percent. Average response rates to e-mail advocacy appeals were 10 percent, while average response rates to e-mail fundraising appeals were just 0.3 percent. 

(e-nonprofit benchmark study 2006)
Using aggregate data from more than 1000 clients of Convio, GetActive and Kintera, the average email open rate was 19 percent, the average message click-through rate was 4 percent, and the average online gift was $95.

(e-nonprofit benchmark study, 2006)
As the growth in the number of unique visitors slows, methods of assessing engagement with sites is becoming the relevant metric for online success. For a representative set of 10 higher-ed sites, engagement (defined as web pages consumed per person) increased more than 70 percent in 2005 over the prior year. 

(Nielsen Netratings, 2005)
From our sample, the e-mail messages sent Thursday and Friday showed a statistically significant higher click-through rate – 6 percent higher – than messages sent Monday through Wednesday. This defies conventional wisdom in online marketing that sending e-mail messages on Fridays reduces response rates. 

(e-nonprofit benchmark study, 2006)
Weekdays are when most donors make their contributions. By dollar amounts, Monday, Tuesday and Wednesday are the days donors are most generous. People seem to be at their most generous on weekdays, not weekends. 

(Network for Good 2007)
Nearly three-quarters of respondents said they would rather read the printed version of a magazine even if they could get the same information online. 

(Deloitte & Touche's "State of the Media Democracy" study; March 07)
There are more than 1.5 milllion 501(c)(3) nonprofits in the United States. 
(Stanford Social Innovation Review, Winter 2007)

Regardless of age, household income or ethnic background, all participants in the ethnographic Internet deprivation research study experienced withdrawal and feelings of loss, frustration and disconnectedness when cut off from the online world. Users described their time offline as 'feeling left out of the loop,' having to 'resist temptation' and missing their 'private escape time' during the day. 

The study shows that the Internet affords people the ability to overcome time and distance and to manage communications with a larger social circle, thereby creating an effortless community. Participants in the study found they missed the ability to exercise control over the pace and content of communication with different layers of friends and families. As a result, during the deprivation period, participants' outer circle of relationships suffered.
(Yahoo! and OMD Internet deprivation study, 2004)
