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How do we convert 
environmental concern & 
anxiety into NEW sources 
of philanthropic support 
for environmental work?
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1. Eco-Concerned Québec Millennials
2. Francophone Middle-aged Eco-Stewards  
3. High-Income Multicultural Guardians (ON & Prairies)
4. Urban Millennial Climate Advocates (ON & BC)
5. Parents with Modest Means (BC & Prairies)
6. Impact-Seeking yet Skeptical Elites
7. Legacy-Minded Volunteer Boomers (BC & Atlantic)
8. Reliable Empty-Nest Monthly Donors
9. Young Urban Cash-tight Volunteers

9 Lifestyle Segments 
(ranked by Care-Give Gap)

























Why people don’t donate
and what flips them
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Lack of confidence, trust, and
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donating like advocacy or volunteering

Provide more edu opps to learn about
env solutions where they have expertise

Provide more transparent updates
about the impact of their work

Q7: What can ENGOs do?





The Care-Give Gap

Group Care-Give Gap

1 57.2

2 49.74

5 47.63

4 45.94

8 43.48

3 42.50

6 41.50

9 40.22

National Average 38.79

7 37.04

• Care-Give Gap = 
% “concerned” − % who 
donated less or none

• Exposes segments where 
mindset ≠ behaviour

• Guides where to focus 
conversion efforts



1. Concern Is Mainstream

• 83% of Canadians feel anxious 
about climate and nature

• Concern spans every age, 
income, and region. 

• Messaging can segment by 
motivation, not by basic 
awareness.

• Opportunity: convert concern 
into trust + clear calls to 
action.



2. Giving Is Shrinking

• 43% of Canadians reduced or 
stopped environmental giving 
last year

• Lapsed donors are 3-5x 
cheaper to reactivate than new 
ones.

• Cost-of-living strain amplified, 
but relevance also went down.



3. Low Brand Recall

Cannot think 
of any
16%

Can name one 
or more

84%

• 1 in 6 Canadians cannot name 
a single environmental charity

• Visibility remains a major 
growth lever

• Visibility gap strongest outside 
major urban markets & among 
newcomers.

• Fix = omnichannel presence + 
memorable, segment-specific 
value props.
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4. Crisis of Trust
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4. Crisis of Trust
• « Je ne connais pas suffisamment les causes et leurs valeurs pour faire un don » “I 

don’t know enough about the causes and their values to make a donation.”
• « On ne sait pas où va vraiment l’argent » “We don’t really know where the money 

goes”
• “I’m not sure what certain organizations do to help the environment. What actions 

do they do?”
• “I would lime to know what you do with the money?”
• “Not transparent that I don’t think my donation is helping anything.”
• “I don’t know what the money is being used for.”
• “The breakdown of where my donated money would be going is never clear.”
• “There are sometimes misleading statements as to what and where the donations 

are going. More specific details would help.”





4. Crisis of Trust

• Most wealthy segment 
out of 67

• Highest Care-Give Gap 
(70.91)

• Bottom 10 on Trust
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5. Proof & Knowledge Win Hearts

• #1 Motivator: Transparent 
impact updates (40%)

• #2 Motivator: Learning 
opportunities on real-world 
solutions (30%)

• #3 Motivator: Action paths 
beyond donations like 
volunteering & advocacy (27%)



6. Gift Size Lag

Average annual donation
• $130 for Environmental causes
• $700 for Religious causes (~X5 larger)



7. Québec: just ask!

• Highest intent but lowest 
solicitation rates.

• 45% of Québécois say they’ve never 
been directly asked to donate, 
nearly 3x the national norm (17%)

• 29% of Québécois say they prefer 
“French/local spokesperson”

• Levers: French-first campaigns, 
Québec-based impact proof, peer 
champions.



8. Immigrant donors go elsewhere

• Group 3 gives above average to 
social services, average to 
environment.

• Barriers: low awareness, language 
mismatch, cultural resonance.

• Multilingual outreach + community-
leader endorsements close the gap.

• Position env. giving as family 
prosperity & community pride.



9. Volunteer-donor conversion gap

• Groups 4 and 7 volunteer 50 % 
above norm yet donate at the mean.

• Hands-on action doesn’t translate 
automatically to cash.

• Add donation prompts inside 
volunteer journeys.

• Showcase how money amplifies the 
time they already give.



10. Children boost intent

• Segments with kids (G 3, 5, 6) rank 
highest in willingness to give.

• Parents link climate action to their 
children’s future security.

• Family-oriented stories & matching-
gift challenges resonate.

• Offer kid-inclusive events; make 
giving a family legacy act.



Top 10 Lessons Learned

1. Env concern is mainstream 
at 83%

2. Env giving is shrinking (43%)
3. Low brand recall (1 in 6)
4. Mistrust is the #1 reason 

Canadians do not give to env
5. Proof & knowledge win 

hearts

6. Gift size lag (x5 to religion)
7. Québec: just ask!
8. Immigrant donors go 

elsewhere
9. Volunteer-donor conversion 

gap
10.Children boost intent



1. Eco-Concerned Québec Millennials
2. Francophone Middle-aged Eco-Stewards  
3. High-Income Multicultural Guardians (ON & Prairies)
4. Urban Millennial Climate Advocates (ON & BC)
5. Parents with Modest Means (BC & Prairies)
6. Impact-Seeking yet Skeptical Elites
7. Legacy-Minded Volunteer Boomers (BC & Atlantic)
8. Reliable Empty-Nest Monthly Donors
9. Young Urban Cash-tight Volunteers

9 Lifestyle Segments 
(ranked by Care-Give Gap)



Largest Care-Give Gaps: gap between concern and action

Deep-dive segments

Why these three?
Selection Priorities

Distinct barriers we can actually influence

Represent a cross-section of Canada: by region, income, and cultural background

Each offers scalable learning potential for the sector



Group 1 Eco-Concerned Québec Millennials

• 2.6 million young urban 
professionals 

• Widest Care-Give Gap in the 
dataset (57.2)

• Barriers: low trust, rarely 
asked, need local proof 

• Opportunity: French-language 
storytelling + impact 
transparency



Group 3 High-Income Multicultural 
Guardians (ON & Prairies)

• 83% of Canadians feel anxious 
about climate and nature

• High concern = 
massive addressable market



Group 6 Impact-Seeking yet Skeptical Elites

• Wealthiest enviro-concerned 
Canadians (avg. household income 
$175 k+) 

• Already give ~15 % of all env. Dollars 
but big Care-Give Gap remains 

• Barriers: skepticism about ROI, 
governance trust

• Opportunity: investment-grade 
cases, legacy giving, thought-
leadership access



Data Assets Now Available

Data assets now available to EFC 
members

• 8,503-survey records linked to 30+ 
variables each

• PRIZM lifestyle codes  |  DemoStats 
demographics

• SocialValues psychographics  |  Opticks 
media habits

• GivingBack donation behaviour

• Postal-code resolution for targeting & 
look-alike models



















Three Takeaway Insights

Trust

Branding

Solution Literacy



Next Steps Discussion & Q&A
Phase 1a (<$1,500 donor)

•  Environics Analysis (quantitative “who 
isn’t giving & why”)

• Edelman Trust Barometer research to inform 
the next Phases

Phase 1b (<$1,500 donor)
• Partner with a firm

• Focus groups with Groups 1, 3, 6

• Tactics and messaging to reach annual / one-
time donors

Phase 2 ($10k+ donor)
• KCI feasibility study via in-depth interviews 

with High-Net-Worth Individuals

• Message & case-for-support testing

Phase 3 (Fundraising Machine 
Blueprint )
• Scan best-in-class models (Canada & abroad 

e.g., United Way, Heart & Stroke, community 
foundations) 

• Landscape analysis: what structure & 
mechanisms are needed to unlock new 
small- & major-gift revenue 

• Recommend model(s) to build
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