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Introduction 
 
 The community foundation movement emerged with the establishment of the early 
community trust model and the Cleveland Foundation by John D. Rockefeller and Frederick 
Goff (a leading citizen of Cleveland) respectively. Initially community foundations were 
established by banks as a vehicle to remove the “dead hand” and bring life back to charitable 
trusts, as identified by Goff. Through this new, innovative vehicle of charitable endowments, 
banks hoped to attract wealthy clients to increase their holdings, while reducing legal and trust 
department costs (Leonard, 1989). After the Great Depression and failure in banks, community 
foundations formed as separate nonprofit entities (Leonard, 1989). Today, there are more than 
800 active community foundations in the United States and over 1,680 worldwide (WINGS 
Report, 2010). The role of community foundations has expanded to include much more than 
bequest management. Most community foundations must build assets to ensure the sustainability 
of the foundation.   
 
 In the U.S., one tool that has been used in the asset development strategy of community 
foundations is the donor-advised fund. Donor-advised funds allow donors a tax deduction on 
their tax return of the year in which the gift was made, and recommend distributions to charitable 
organizations (Reynolds, 2008). Most foundations work with attorneys, certified public 
accountants, financial advisors, stock brokers and trust officers to identify potential donors 
because often they know the charitable intentions of their wealthy clients. Community 
foundation staff members then work with donor advisors throughout their life and the result is 
often a planned gift from the donor advisors’ estate at the time of their death (Leonard, year?). 
 
  In her work The Balancing Act Dorothy Reynolds describes the role of community 
foundations as “quite a few almost abandoned traditional endowment-building strategies and 
focus all their energies in this arena” (Reynolds, 2008).   If this is the primary asset development 
strategy of most U.S community foundations, then what asset development strategy are they 
using to engage donors who are not yet working with professional advisors?  The next generation 
will presumably make up the next generation of donors to community foundations. In addition, a 
2002 Council on Foundations report on a survey of 200 community foundations found that 83 
percent of foundations require a minimum contribution to create a new donor-advised fund—a 
median of $10,000, a mean of $14,481 and a range of $1,000 to $500,000 (Luck and Feurt, 2002)  
The average individual from Generations X and Y has not advance enough financially to 
consider establishing a donor-advised fund with a charitable entity. 
 
 “Philanthropy is no longer the exclusive province of the blue-blooded and gray-haired. 
Teenagers are moving into the nonprofit world’s boardrooms as grant- makers, making difficult 
decisions, often asking tougher questions than their adult counterparts” (Garza and Stevens, ??).  
While few foundations have targeted strategies to engage donors from Generations X and Y, for 
years some have been engaging middle and high school students in youth philanthropy. “Since 
the emergence of youth philanthropy in the mid-1980s, more than 250 youth philanthropy 
programs have been identified in the United States and several other countries (e.g., Canada, 
New Zealand, Poland), and new programs are on the drawing board in countless communities” 
(Garza and Stevens, ??). Youth philanthropy is a means to instruct students in the process of 
reviewing grant proposals and making grant recommendations. Grant awards can range from 
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$100-$10,000. Some foundations allow youth philanthropy participants to develop the funding 
area, the request for proposals, make site visits and even fundraise on behalf of the fund. The 
long-term benefits of these programs are just beginning to be realized, but it is clear that these 
initiatives can create a culture of philanthropy in communities. They allow youth to develop 
knowledge and skills that will make them better students and citizens, and increase their aptitude 
for future leadership roles in the community.   
 
 During a visit to the Berks County Community Foundation (BCCF), which has had an 
active youth philanthropy fund for the past 15 years, the staff told a story about some graduates 
of the foundation’s youth philanthropy program who requested meetings with community 
foundation staff in the cities where they were looking to attend college (Interview-Berks 
County). Because of their experience at BCCF, they wanted to ensure that a community 
foundation in their new city would be able to be a resource for them. This example shows that 
through engagement at a young age, a life-long relationship can be developed and established 
only between youth and their home community foundations, but also with the community 
foundation field in general. 
 
 Most community foundations today are using donor-advised funds as their prior cultivation 
tool and youth funds as an engagement tool. Family philanthropy and private foundations are 
being engaged by organizations like Resource Generation (www.resourcegeneration.org) to 
engage the next generation in philanthropy. Resource Generation is committed to organizing 
young people with wealth and those who are trustees for family foundations to leverage their 
resources and privilege to strategically work for social change. However, the missing 
demographic between donor-advised fund establishers and youth philanthropy fund members are 
the individuals in Generation X and millennials who do not have significant wealth and will not 
inherit a leadership role at a private foundation. Even private foundations, which are traditionally 
known to be more insular than community foundations, have recognized the importance of 
engaging [integrating?] the next generation in their work. If most community foundations are 
only using donor-advised funds and youth funds as strategies for engaging younger people, then 
they are overlooking young professionals who are interested in getting involved with the 
foundation but don’t know how. 
 
 Foundations should consider the outlook of these generations when determining how to 
connect with them. Generation X refers to individuals born between 1965 and 1981. This 
generation grew up with personal computers, video games, and economic uncertainty. They are 
more diverse than their predecessors and a great percentage of them were “latchkey” children of 
divorced parents. Generation Y or millennials were born in the late 1970s to early 2000s1. The 
millennial generation is similar in size to the baby boom generation of the 1940s and 1950s, 
which  gives them the power to be very influential. The millenials are part of the digital 
communication age and are heavily influenced by MTV (Music Television channel). The 
majority of Generation X and millennials are culturally liberal, supporting cause like same-sex 
marriages and equal opportunities for minorities. Four factors to consider when understanding 
                                                           
1 Generational data is imprecise, as several sources report different ranges. 
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millennials are:  
1.  You have only one chance to gain their trust.  
2.  They are multi-taskers able to consider various variables at one time.  
3.  Most are committed to saving the environment. 
4. Their expectation of services and relationships is high.  

 (“Generation Y: The Millennials Ready or not, Here they Come”)   
Given these characteristics, it is possible that foundations are not employing adequate strategic 
means to connect with individuals from Generation X and millennials. 
  
 In the 2006 report “Foundations Issuing Publications and Maintaining Websites” compiled 
by the Foundation Center in which 20,981 foundations were among the respondents, ten percent 
of foundations surveyed stated that they did not have a website. The majority of the U.S. 
population would identify a website as a basic element of communication, just as important as a 
telephone. In the age where donors can use their mobile devices to make a donation ( like the 
American Red Cross text message campaign for Haiti, which raised over $5 million in a few 
weeks) how does “old school” philanthropy keep up with the changing demographics and the 
free-flow of information of the 21st century? Many nonprofits have been more pro-active than 
community foundations in using mobile and online techniques to raise significant funds for 
natural disaster relief or for an event  (Van Grove, 2010). Additionally, consider the following 
statistics:  

•   Generation Y outnumbers Baby Boomers, and 96% are members of an online social 
network. 

• 1 out of 8 couples married in the U.S. last year met via social media or online sources.  
• Facebook added over 200 million users in one year. If Facebook were a country it would 

be the world’s 4th largest between the United States and Indonesia. 
• 78% of consumers trust peer recommendations.                                   (Qualman, 2009) 

 
Considering this data, how can community foundations stay connected and relevant? With 
available social media, online giving platforms and websites that gather and publicize 
information about nonprofits, potential donors from Generations X and Y are capable of learning 
about nonprofit organizations and doing their own due diligence to make their giving decisions. 
“Young donors and volunteers, snubbing traditional appeals such as direct mail and phone calls, 
are satisfying their philanthropic urges on the Internet” (Silverman, 2007). Philanthropic 
organizations, specifically community foundations must learn, adapt and work to stay relevant 
with the next generation.  
  
 “Social networking systems hold great potential for community foundations, both as tools 
for organizing and building community and a means for extending and enriching donor 
management and outreach” (Kasper, Fulton and Bernholz, 2006). Despite the growth in social 
media outside the philanthropic sector, foundation leaders have not entirely embraced the idea 
that Web 2.0 and social networking can help them further their work in philanthropy. While 
usage of social media by foundation leaders is emerging as a trend, it is not yet a regular practice 
of most chief executives of foundations, according to the Foundation Center report “Are 
Foundation Leaders Using Social Media?” Fewer than one third of foundation executives are 
using Web 2.0 services, such as blogs, Twitter, Facebook, YouTube and Podcasts on a regular 
basis. Of foundation executives:  
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• Just 6 percent use Twitter regularly; 
• About one-third (33 percent) of foundation chief executives use Facebook regularly, and 

a similar number (30 percent) regularly read blogs; 
• About one in 10 foundation chief executives uses Podcasts (11 percent) or YouTube (10 

percent) on a regular basis; 
• Nearly two thirds (65 percent) use e-newsletters regularly, while about half (47 percent) 

use Listservs regularly.   (The Foundation Center, 2010) 
Of course, not all social media can be applied to work in community philanthropy. However, 
what matters is that community foundations stay abreast of generational adaptations and 
expectations, and also that organizations share successful and failed experiences on the Web 2.0 
frontier.  
  

This study will examine strategies that community foundations could use to be relevant 
with donors from Generations X and Y and draw on examples from philanthropic groups, 
community foundations and international organizations to form a set of recommendations for 
community foundations to engage the next generation. An overview of social media, giving 
platforms and nonprofit information sites will be provided, in addition to examples of the social 
media strategies of community foundations to highlight organizations that are engaging the next 
generation. The result of this study will be a set of recommendations to help community 
foundations engage the next generation in a meaningful way and provide tips for foundations to 
establish a social media presence to target the next generation of donors.  
 
 
Research Methodology 
 In this study, qualitative research was conducted to determine the common trends in  
community engagement activities and the philanthropic role of the next generation of donors in  
community foundations. This methodology includes interviews with key staff members of 
various organizations to produce case studies of organizations engaging the next generation in 
meaningful ways. The organizations included in these case studies are: the Brooklyn Community 
Foundation (Brooklyn Do-Gooder Awards); Coastal Community Foundation (Charleston 
Charitable Society); Ann Arbor Area Community Foundation (Next Generation Philanthropists); 
Rochester Area Community Foundation (NextGen Rochester); The Community Investment 
Network; and the Turkish Philanthropy Funds.  
 
Some research questions that were considered are:  

1. How do community foundations fit in with these digitally connected individuals 
capable of creating their own networks?  

2. How does the next generation perceive community engagement and their 
philanthropic role?  

3. What type of cultivation methods should community foundations utilize to engage 
these potential donors? 

4. What do philanthropic leaders need to do to be effective in capturing the next 
generation of donors to engage with community foundations?   
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Tools for Community-Building   
 Most of the tools needed for community-building focus on social networks. “An old 
concept, social networks are the circles of people that any one person knows or can be connected 
to with a few introductions – the Internet has expanded their reach and the speed with which 
these networks can be activated” (Bernholz, 2008). Social networking tools allow users to create 
“virtual communities that transfer real-world connections and social acquaintances.” These 
systems also allow strangers with common interests to connect to each other.  They offer great 
opportunity for community foundations, both as tools for organizing and building community 
and as a means for extending and enriching donor management and outreach (“Keeping Your 
Community Foundations, 2006). Currently the largest and most popular social networking site is 
Facebook. 

 
Founded in February 2004, Facebook is a social networking site that helps people 

communicate with friends, family and coworkers. Facebook users can create a personal profile, 
add other users as friends, share photos, event invitations and exchange messages, including 
messages that can be uploaded automatically via the Newsfeed function. Additionally, users may 
join common interest groups, organized by workplace, school or college, businesses and 
nonprofit organizations through pages initiated by those particular organizations.2 The name 
“Facebook” is from the book that was given to students at the start of the academic year by 
universities in the United States to help students get to know each other. Currently Facebook has 
more than 500 million active users. Some additional statistics about Facebook are:  

• There are over 900 million objects that people interact with (pages, groups, events and 
community pages). 

• The average user is connected to 80 community pages, groups and events. 
• The average user creates 90 pieces of content each month. 
• More than 30 billion pieces of content (web links, news stories, blog posts, notes, photo 

albums, etc. are shared each month.  
 
Another popular social media tool is Twitter, which emerged in 2009. Twitter is a real-

time information network that immediately connects users to information that they might find 
interesting. Twitter is based on small portions of information called Tweets.  Each Tweet is 140 
characters in length, and users can also embed media such as photos, videos, and links in each 
Tweet.  Twitter can be described as various forms of communication linked into one source, 
instant messaging, blogging and status updates. “Though users can answer the prompt, “What are 
you doing?” tweets have evolved to more than everyday experiences, and take the shape of 
shared links to interesting content on the web, conversations around hot topics (using hashtags), 
photos, videos, music, and, most importantly, real-time accounts from people who are in the 
midst of a newsworthy event, crisis, or natural disaster” (“What is Twitter?”). Businesses, 
associations, nonprofit and philanthropic organizations use Twitter.  

  

                                                           
2 Facebook statistics (facebook.com/statistics).  
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Blogs are web logs that usually relate to a specific topic, which are updated regularly by 
their authors. “In some cases blogs are used as daily diaries about people’s personal lives, 
political views, or even as social commentaries”. However, the content is developed and 
determined by the author. Blogs are meant to give authors the opportunity to create content that 
is unique to them. People and organizations have the opportunity to interact with visitors while 
promoting who they are and what they do. Also, they are non-traditional news sources that may 
be more specific or expert on a particular topic, as the information comes directly from an 
individual with a specific point of view. As of February 16, 2011, there were over 156 million 
active public blogs  (“What are Blogs?”). 
   
 Facebook, Twitter and blogs are just three of a myriad of ways that people are connecting 
to each other online.  Some other social networking or sites where information can be shared 
include LinkedIn, Flickr, and YouTube. Because of their widespread popularity, especially with 
a young demographic, foundations should consider the opportunity to become involved in these 
networks. In September 2010, the Foundation Center published a report on social networking 
activities of foundations, which encompass blogs, Facebook, Twitter and LinkedIn. The study 
found that just over 650 foundations use Web 2.0 tools and 190 are active on Twitter. 
Community foundations that can “integrate and capitalize on emerging online innovations will 
have a distinct advantage in playing leadership roles with their constituencies” (Kasper, Fulton 
and Bernholz, 2006). These tools offer community foundations the opportunity to engage the 
community, but translate the dialogue into an online forum with the same type of communication 
in order to build trust with a younger demographic.  Social media should ideally augment the 
activities that foundations are already doing.  
 
  Foundations should also remember that social media tools were not developed 
specifically for nonprofits, and a strategy is necessary to develop personal relationships. In the 
article “How Non-Profits Can Maximize Engagement on Facebook,” two major cautions were 
raised for nonprofit entities in social media: lack of purpose and being too promotional. In 
establishing a social media presence, foundations should identify clear purposes and goals. 
Without identifying these factors, it will be hard to measure success. Also, nonprofits should 
develop customized content for their Facebook, Twitter and blog accounts. Fans and followers 
will not be interested in boilerplate press releases and nonprofit scientific white papers. Social 
media plans are a new aspect for foundations and are meant to govern the specific types of 
activities that the foundation is conducting using social media. These plans emerged as a type of 
strategic direction for the social media efforts of foundations.  
 
Social Media Plans  
 Every foundation will have a different way of conducting its social media strategy. Some 
of the factors affecting the strategy depend on the number of staff dedicated to social media, the 
importance of social media to the organization and various external and internal factors.  These 
social media plans are aimed to govern the social media uses by community foundations. The 
existence of such plans shows that community foundations are engaged in and committed to 
having a social media presence. After evaluating six of these plans from various community 
foundations, a few elements appear to be consistent. Most plans describe and define social 
media, how the foundations use it, and the appropriate uses of social media for the foundation.  
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The social media plan of the Greater Atlanta Community Foundation opens with the 
statement, “Instead of starting with the tool, our focus at The Community Foundation is to start 
with the goal. What are we trying to accomplish? Whose behavior are we trying to change? Then 
we can consider what social media tool might help us reach that goal.” In considering venturing 
into the social media frontier, community foundations should consider these same or parallel 
questions.  
  

In the social media plan, of the Coastal Community Foundation, the strategies section 
opens with the following statement:  “Keeping our objectives in mind, our Web 2.0 strategy 
primarily includes its use as a  platform to engage donors, prospects nonprofits, the media, and 
the community at large. Although Web 2.0 is for collaborative and knowledge-sharing purposes, 
each social media tool additionally has its own, focused strategy.” This plan identifies the 
different audiences to be served by the social media of the Foundation. The plan then follows 
with the types of social media and how they are used by the Foundation.  
  

These plans and the others that were examined by the author show that community 
foundations are considering social media and employing adequate strategic planning to pursue 
Web 2.0 methods. However, no plan examined identified any targeted strategy for using social 
media to engage with the next generation.  
 
Tools for Mobilizing Resources and Communicating Needs  
 As the opportunities for online philanthropy have grown, more effective and 
sophisticated tools for facilitating online giving have emerged. “In some cases, the tools could 
bypass community foundations as hubs for community knowledge and action” (Kasper, Fulton 
and Bernholz, 2006).. Community foundations should be cognizant of the changes in the giving 
landscape and recognize these websites as competition and also as resources. “Such advanced 
online matching tools could help community foundations assist their donors in finding 
organizations working on the issues they care most about, connecting and pooling funds with 
peers interested in similar issues, and facilitating fast and easy philanthropic transactions” 
(Kasper, Fulton and Bernholz, 2006). 
 
Some questions that community foundations should consider are: 

1. How is technology changing the market, increasing our competition, and changing 
expectations of our donors and prospects?  

2. What is the mission of our organization and how can technology help us to work toward 
that mission? 

3. Is there a way for community foundations to help donors to align their competencies and 
interests with these charitable platforms without fragmenting effort and reducing impact?  

4. What would be lost if community foundations were no longer among the primary 
vehicles used for organized philanthropy?  (Blau and Fulton, 2005) 

 
Donors from Generations X and Y are turning to various social networking websites, blogs, and 
other tools in order to support their favorite causes. On the next page is a small sampling of some 
of the online tools that are being used to mobilize resources and communicate various needs. 
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Charitable Online Platforms  
Apps.Facebook.com/
causes 

An application on Facebook that allows users to create pages to 
advocate for various issues, nonprofit organizations and political 
candidates. With this application, anyone with a Facebook account can 
use it to mobilize his or her network of friends. Causes boasts 140 
million users, $30 million dollars raised for 25,000 nonprofits and 
500,000 user-created causes.  

CanadaHelps.org A website that engages Canadians in the charitable sector, providing 
accessible and affordable online technology to both donors and 
charities to promote charitable giving in Canada. Since 2000 donors 
have given over $150 million through CanadaHelps. 

Care2.com  A website that promotes opportunities for action for various causes by 
integrating various blogs, original stories and syndication partners. 
Through the site, members can earn Butterfly Reward Credits that they 
can redeem to support causes and initiatives. 

Change.org A website that allows users to create campaigns or “virtual 
foundations” for various causes.  Each cause has its own webpage, and 
users can search the site to find issues that speaks to their passions. 

DonorsChoose.org A website that allows donors to directly support projects submitted by 
classroom teachers. Donors receive special thank-you notes from the 
teacher and the students.  DonorsChoose has raised $83,235,535 to 
date.  

DoSomething.org A nonprofit that aims to get younger people involved through social 
action, by leveraging the resources of the Internet, television, mobile 
and pop culture.  

Firstgiving.com A platform that provides online fundraising pages for people to raise 
money for their favorite nonprofit organizations and causes.   

Give Meaning.com A website that allows users to list projects and initiatives that they are 
trying to raise money for and then visitors can then contribute funds.  

IdoFoundation.org  A website that links engaged couples to causes that allow them to link 
their social consciousness to their wedding planning. Their guests can 
support their cause in lieu of gifts.  

Impact.MySpace.com A platform through the social networking website MySpace that allows 
users to use the website to support their favorite charities.  

Jolkona.org A website that connects users with global philanthropic activities and 
shows the impact of their decisions. “Jolkna” means drop of water in 
Bengali.  

JustGive.org  A website that provides donors access to 1.5 million charities. In 
addition the site keeps records of the donor’s giving history and 
provides a single tax receipt for al donations throughout the year that 
donors can view or print at anytime. 

Karma411.com A website that provides donors with the tools to form “people to 
people” campaigns to raise funds and awareness for causes. Karma 
campaigns facilitate online donations as well as record offline 
donations.  
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Kiva.org A website that connects donors to individuals globally that need loans. 
The loans are $25, and Kiva partners with microfinance institutions to 
find borrowers and report their stories. The total value of the loans 
made through Kiva is $211,513,125. 

NetworkforGood.org  A website that allows users to research and give to 1.2 million charities, 
and will also store donors giving history and favorite charity lists. Also, 
it allows donors in certain states to find volunteer opportunities. 
Network for Good has raised over $500 million dollars.  

Onepercentfoundatio
n.org 

A non-profit organization dedicated to addressing persistent global 
challenges by building a broad-based movement for next generation 
philanthropy. Their goal is to empower young adults to give away at 
least one percent of their income to philanthropy each year. The have 
raised over $140,000.  

Philanthroper.com 
 

A website modeled after Groupon3 that allows anyone to donate to a 
worthy cause, starting at just $1. Essentially each day there will be a 
new cause that allows you to donate money too, much like Groupon. 

Razoo.com A website that allows users to donate to specific causes, to fundraise for 
the charity of their choice, and to collaborate to raise money as a team. 
Razoo has raised over $45 million.  

Six Degrees.org A website that allows users to support their favorite charities by 
donating or creating fundraising badges, and view the causes of others 
including celebrities.  

Twestival  A single day, global movement that uses the power of social media to 
organize offline events that mobilize communities in support of a local 
cause. Twestival was born out of the idea that if communities were able 
to collaborate on an international scale, but working from a local level, 
it could have a spectacular impact. Since 2009, over 200 cities have 
participated in Twestival, raising close to $1.2 million for important 
causes like clean water and education. 

Experienceproject 
. com/twit cause  

The Experience project asks Twitter Users to follow the @TwitCause 
account on Twitter, re-tweet messages and also donate directly to make 
an immediate impact.  

 

 With tools available such as electronic giving histories, electronic tax receipts, the ability 
to connect with grantees and to find volunteer opportunities through these online websites, 
donors from the next generation can act as their own program officers and may not need to rely 
on community foundations as do previous generations. Community foundations should build 
their awareness of these tools and pursue interesting models of engagement in order to add value 
to the philanthropic process for the younger generation. If community foundations do not find 
models that engage a diverse pool of the population, they will eventually become irrelevant to 
younger generations. Consequently, they will run the risk of operating like private foundations if 
they are not engaging the entire community in their mission. Inevitably the large donor base from 
the baby boomer generation will pass away and leave a huge gap in the donor demographic of 
                                                           
3 Groupon is a website that negotiates discounts of usually 50 to 90 percent  with popular businesses. The site sends the offers to 
thousands of subscribers in a free daily email,which gives participating businesses new customers. 
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community foundations. By not taking steps to engage the next generation, community 
foundations are drifting from their core mission to serve the community in their geographic area. 
The various available tools for due diligence enhance the reasons why they should be pursuing 
ways to engage the next generation.  
 
Tools for Due Diligence 
 In addition to charitable giving platforms, a number of websites dedicated to being 
charity “watchdogs” have emerged. Potential donors now have access to information about 
nonprofit organizations from several third-party sources, and no longer have to rely solely on an 
organization’s annual report to make an assessment of the validity of an organization’s 
operations. The IRS form 9904 is available to the public and accessible through the Internet. The 
Form 990, which was revised in 2008, consists of of an 11-page “core” with one or more 16 
associate schedules. This part of the form is a good starting point for evaluating the work of a 
nonprofit organization. “More than a numeric compilation of revenues, expenses and assets, it is 
useful summary of an organization’s mission and significant activities, as well as governance and 
program service accomplishments” (Celentani, n.d.). In addition, information about 
compensation, loans to insiders and fundraising is also on the organization’s Form 990. The form 
can be found for many nonprofits online at Guidestar.org, or through the Foundation Center’s 
990 finder.  Previous generations have traditionally relied on community foundations to 
complete their due diligence task and while community foundations can be seen as the bank for 
community knowledge, resource websites highlighted in the chart below are easily accessible 
online. Given the availability of this information community foundations should be considering 
the following questions: 

1. How can our foundation add value to the information we provide to donors concerning 
nonprofits, given the availability of 990 forms on the Internet? 

2. Is there an opportunity for community foundations to educate donors to use this 
information in an effective manner? 

3. How do these “watchdog” sites change the expectations of donors from the next 
generation?  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                           
4 Form 990 is an annual reporting return that certain federally tax-exempt organizations must file with the IRS. It provides 
information on the filing organization's mission, programs, and finances. 
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Resource Description  
Better Business Bureau (BBB) 
www.bbb.org 

The Better Business Bureau’s mission is to be a 
leader in marketplace trust. The BBB 
acknowledges role models and denounces 
substandard marketplace behavior. All 
information is free.  

Charity Navigator 
Charitynavigator.org 

Charity Navigator provides information on 
over 5,000  nonprofit organizations by 
evaluating the financial health of the 
organizations. All information is free.  

American Institute of Philanthropy (AIP) 
www.charitywatch.org  

The AIP, a nonprofit charity watchdog and 
information service, with the goal to maximize 
the effectiveness of charitable donations by 
providing donors the information they need to 
make informed giving decisions.  A one-year 
membership is $40.  

Federal Trade Commission (FTC) 
www.ftc.gov 

The FTC protects consumers against unfair 
marketplace practices, conducts investigations 
and educates consumers about their rights. All 
information is free.  

Foundation Center  
990 Finder 
foundationcenter.org/findfunders/990finder/ 

The Foundation Center is one of the leading 
sources on philanthropy worldwide. One tool 
on the site, the 990 finder, allows users to 
search for individual 990 forms.  

Guidestar 
www.guidestar.org 

Guidestar is an online database that gathers and 
publicizes information about nonprofit 
organizations, including some 990 information.  
Basic access to the site is free, and premium 
access is $1,500 per year.  

Internal Revenue Service  
www.irs.gov  
 

The IRS provides key resources including the 
IRS determination letter, which confirms that 
an organization is tax-deductible. In addition, if 
an organization loses its nonprofit status, the 
IRS publishes a list of these organizations.  

 
Given the availability of this information through online sources, the due diligence 

process can be fast-tracked.  Donors from the next generation, given their inclination to multi-
task and desire for immediate information, will expect community foundations to expedite this 
process and also add value using their community knowledge. There is also an opportunity for 
community foundations to add value to the information listed on these sites to educate donors 
about issues facing nonprofit organizations and tax laws.  
 
Cases of Next Generation Engagement  
 In this section, examples of next generation engagement initiatives are highlighted to 
provide examples from community foundations, philanthropic groups, and diaspora funds that 
are successful in engaging the next generation. Most of the groups described are considered 
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giving circles. A giving circle is a vehicle of philanthropy for individuals who have the capacity 
to give to pool their donations and collectively support one or more causes. “Giving circles are 
not a modern concept, considering the myriad ways people have been pooling their time, talent, 
and treasure together to benefit their communities or to support a specific charity or cause over 
time” (Lindsay, 2005). These structures have empowered individuals who did not believe that 
their gifts were significant and provided them the opportunity to make contributions to causes 
that they care about (Lindsay, 2005).   
 

On April 18, 2011, Steve Gladys a board member at the Community Foundation of 
Northern Virginia submitted an article to the Council on Foundations recounting the onset of the 
Young Business Leaders group of the Community Foundation of Northern Virginia:  
 

About two years ago, I found myself having breakfast with a group of aging 
leaders/philanthropists. The purpose of the meeting was to discuss the future of 
philanthropy in Northern Virginia, a hotbed for hi-tech and government 
contracting businesses. One of the senior participants asked where we thought we 
were going to find the next generation of philanthropists. None of us had a ready 
answer, except that they would likely ‘emerge.’ From where, no one knew. 

 
Currently, most community foundations are in this position; they believe that the next 

generation of philanthropists will “likely ‘emerge’” but are not identifying any targeted strategies 
to engage the next generation. The examples below are not exhaustive, but rather a small sample 
of next generation philanthropic efforts currently underway at various organizations.  
 
Ann Arbor Community Foundation – Ann Arbor Social Capital Fund, Next Generation 
Philanthropists  
  

In 2008 the Ann Arbor Community Foundation in started two giving circles, the Next 
Generation Philanthropists and the Ann Arbor Social Capital Fund.  Foundation vice president 
Martha Bloom stated that the Foundation had been engaged in youth philanthropy for 23 years 
and was looking for a way to engage the next generation of  philanthropists in their community.  
In addition, a young man who inherited wealth came to the Foundation with the intention of 
starting an initiative to encourage next generation philanthropy. The Next Generation 
Philanthropists giving circle emerged from these conversations. This group is comprised of 
members primarily in their 20s and 30s who were not previously well acquainted prior to their 
involvement with the giving circle. The minimum membership fee to this giving circle is $500. 
Currently, the Next Generation Philanthropists has 19 members, and they have distributed 
$30,000 in grants. Another example is the Ann Arbor Social Capital Fund, which was initiated 
by a group of individuals who were well acquainted and had the desire to participate in the 
philanthropic process together. These individuals are in their late 30s to early 40s, and the 
minimum membership fee is $1,000. The group has 20 members and has generated $44,000 in 
grants since 2008. Currently, these groups are not implementing specific social media strategies, 
but are intending to use Facebook and Twitter to get their message out.  
  

However, membership growth is not the ultimate goal of these giving circles. The 
members hold events to raise money and awareness, but the desire of the group is to keep the 
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grantmaking as an intimate experience. Ann Arbor Community Foundation views their 
involvement in this giving circle as a long-term investment in the community, especially since 
two members were members of the foundation’s Youth in Philanthropy group. 
  

One of the challenges mentioned by Ms. Bloom is that it is difficult for the Foundation to 
realize any financial gain on such giving circles, at the same time acknowledging that this is not 
the goal of these efforts. Another minor difficulty mentioned by Ms. Bloom was keeping the 
process continuous with the groups since they are all at such busy points in their lives. However, 
when generally asked if these efforts had caused any drain on staff support, Ms. Bloom stated, 
“they don’t need us,” and she applauded them for their willingness to be involved and 
independent.  
 
Brooklyn Community Foundation - Brooklyn Do-Gooder Awards 
  

In 2009 the Independence Foundation, converted from a bank foundation to the Brooklyn 
Community Foundation. Prior to this conversion, it operated as a private foundation that made 
grants to organizations in Brooklyn, but was not engaging the community in this role. In 2010, 
the organization began to consider how it could engage the broader community of Brooklyn, 
which is experiencing revitalization and gentrification due to the high percentage of young 
professionals moving there.5 In addition, this demographic follows the generational trend of 
being highly interested in civic and environmental issues such as bike lanes and community 
gardens. Also, these Brooklynites tend to be highly connected via social media tools. Brooklyn 
has one the largest community of bloggers in the United States. With no daily Brooklyn 
newspaper, these bloggers are the news source for Brooklyn.6 With the Foundation’s new status 
as a community foundation they began to think how they could tap into this unique community. 
The Brooklyn Do-Gooder Awards were the idea of the Foundation’s newly hired vice president 
of marketing and communications, Dara Lehon. The primary purpose of the awards program was 
to serve as an awareness campaign geared toward a younger demographic and to identify local, 
grassroots leaders in the community, since the foundation was assuming a new role as the 
Brooklyn Community Foundation. The results and response that the Foundation received from 
the community were overwhelming.  
  

Following a public nomination and voting period, 20 finalists were determined through of 
the  participation of thousands of people who cast over 300,000 votes online. Six awardees were 
selected by a panel of judges, each of whom received $5,000 to reinvest in his or her Brooklyn 
charity of choice or in a Brooklyn Community Foundation Field of Interest fund. Then, an event 
was held at the Brooklyn Botanical Garden to recognize each of the finalists.7 Ms. Lehon stated 
that in the process she aimed to engage the “influencers in the community.” In order to make the 
campaign interactive, she engaged young professionals in the advertising and technology 
industry to create interesting collateral to create a buzz about the campaign. No paper or hard 
copy ballots were provided for the voting process; this was intentional to drive users online. The 
response was so great that the online system failed at one point during the voting process!  
  

                                                           
5 Brooklyn Community Foundation- ELIFP site visit 3/24/2011 
6 Interview with Dara Lehon, Vice President of Marketing & Communications 4/28/2011 
7 Program Description - http://www.brooklyncommunityfoundation.org/content/brooklyn-do-gooder-awards 
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Ms. Lehon stated that one result of the campaign was increased readership of the 
Foundation’s online newsletter. While the Foundation cannot correlate the success of the awards 
with an increase in donations, Ms. Lehon is positive that the response from the Brooklyn Do-
Gooder Awards served to raise the awareness of Brooklyn’s growing population of young 
professionals.  
 
Charitable Society of Charleston – Coastal Community Foundation of South Carolina  
 The Charleston Charitable Society was founded in 1992 by a group of young 
professionals interested in making a difference. Membership is comprised of at least 40 members 
with a maximum of 73 active members at any time. Membership requirements include 
completing 4 volunteer projects each year, payment of membership dues, and involvement on a 
selected committee, which meets monthly. Dues are $125 per year with a onetime initiation fee 
of $50. The Charitable Society of Charleston has contributed $446,706 to local charities.  The 
organization raises funds through hosting successful ticketed events such as an Oyster Roast and 
End of the Summer Party, attended by a large number of young professionals, and the Reindeer 
Run, which is generally well attended by young professionals and the greater community.  
  

In addition, the Charitable Society donates a portion of the money raised each year to an 
endowment fund at Coastal Community Foundation, and uses annual returns on the money 
donated to the fund to make small grants through a committee process that is facilitated by the 
Foundation staff. The Foundation staff forms a pool of applicants for the Charitable Society 
Grant Committee from applications submitted to other foundation grantmaking processes. While 
only a small group participates in the process each year, the members of the organization gain 
experience and exposure in working with the staff of the Foundation and the grantmaking 
process. The endowment of the Charitable Society has already reached $100,000 and members 
are hoping to use it to sustain the operations of the organization and increase their grantmaking 
in the future.  
 
Rochester Community Foundation – NextGen Rochester 
 The NextGen Rochester was started in January 2009, and the process was largely 
initiated by the staff of the Rochester Community Foundation. Stephanie Griffin, philanthropic 
services associate, stated that several of the staff attended a conference that highlighted next 
generation efforts, and as a result were trying to create some strategies for the Foundation to 
reach out to the next generation. They created NextGen Rochester, a giving circle comprised of 
young professionals from ages 21 to 45. The initial advisory committee of the group was 
comprised of seven people; at the end of 2010 the group had reached 40 members.  Each member 
pays a minimum membership fee of $100 to join the group, and all members have an equal vote 
in the grantmaking process, regardless of whether they contributed more than then the minimum 
amount.  
  

This group is under the auspices of the community foundation, but Ms. Griffin described 
it as a peer-led form of philanthropy. The members of the group are actively involved in the 
proposal process and the committees run independently with minimal staff support. The main 
role of the staff is to educate the group on community needs and to conduct surveys to gauge 
their awareness and interest in community issues. For internal communications and to reach new 
members and to raise awareness, the staff uses Facebook, Twitter and LinkedIn. 
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 According to Ms. Griffin, the Foundation hopes its investment of time with a giving 
circle like the NextGen Rochester group will eventually create a base of donor advisors within 
the Foundation. One of the challenges associated with hosting this group is how to help 
community members and board members understand the importance of engaging the next 
generation of donors. The Foundation often solicits sponsorship from business leaders and 
employers of the individual next generation members to generate more funds for grantmaking. 
Even though managing these efforts can be a loss leader for the Rochester Community 
Foundation from the revenue perspective, the costs far outweigh the benefits to the Foundation.  
 
Spoleto Festival USA - Spoleto SCENE  
 Spoleto Festival USA was founded in 1977 by Pulitzer Prize-winning composer Gian 
Carlo Menotti, Christopher Keene, and others who sought to create an American counterpart to 
their annual Festival of Two Worlds in Spoleto, Italy.  Searching for a city that would provide 
similar charm as Spoleto and possessing a wealth of theaters, churches and other performances 
spaces, they selected Charleston as the ideal location.8  Spoleto SCENE was established in 2006 
as a result of the efforts of a committed staff member who is a millennial. He saw that most of 
the patrons and festival attendees were over 50 years old and that there was no initiative to 
involve younger people. He agreed to take on the initiative SCENE in addition to his other job 
duties.  The acronym SCENE stands for “Support Festival operations; Connect with like-
minded people; Experience Spoleto Festival USA behind the scenes and mingle with the artists; 
Network with your peers; and Enjoy exclusive benefits including an extensive schedule of 
performances and events during the Festival.” Each year SCENE patrons contribute a 
membership fee ranging from $100 to $400 in order to gain special access to various parties and 
events that are planned especially for them. In addition, SCENE members have access to a 
special ticket package that provides discounted tickets and priority seating for SCENE members 
for certain performances.  
  

Membership in the SCENE group increased from 160 in 2009 to 222 in 2010, raising 
$27,000 for the Spoleto Festival. Also, the retention rate within the group is very high 
(Zimmerman, 2010).  Elizabeth Lipscomb, a 26-year-old member of the group’s steering 
committee, said, "’Without SCENE, unfortunately the festival is just another missed opportunity 
each year’” (Zimmerman, 2010). The steering committee helps to facilitate this initiative by  
seeking sponsorships and donations from local businesses to make the gifts through SCENE 
entirely tax-deductible. SCENE maintains a private page and a public page on Facebook and 
uses Twitter to promote the group and to inform members of events and opportunities. Steering 
committee members are encouraged to create a buzz on their personal Facebook and Twitter 
accounts to encourage their friends to join SCENE.  Because of the success of SCENE, the 
organization has begun to include SCENE members in other aspects of its cultivation. For 
example, SCENE members had the option of purchasing tickets for $100 each instead of the 
market rate of $300 for the Spoleto Auction, one of the organization’s largest fundraising events. 
In addition, two members from the SCENE steering committee were included on the auction 
planning committee. While these efforts are small, they could be viewed as a great step for the 
organization. 

                                                           
8 www.spoletousa.org/about  

http://www.spoletousa.org/about
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The Community Investment Network 
 The Community Investment Network was started in 2003, through the efforts of Darryl 
Lester9 who, as a staff member of a community foundation considered the questions: “Where are 
the young, African-American philanthropists? Why aren’t community foundations engaging 
these individuals?” Mr. Lester saw that his community foundation had no intentional strategy to 
engage a broader audience of donors. In partnership with Linetta Gilbert of The Ford 
Foundation, he conducted listening tours with next generation African-Americans in the 
American South. One common theme that Mr. Lester found on the tour was a deficiency in 
donor education; in other words, young donors did not define their giving activities as 
philanthropic. Another theme that emerged during the facilitated focus groups was that they did 
not believe that the funds they contributed could make a difference, and they were not aware of 
community foundations and how to connect with them. As result of the efforts of Mr. Lester and 
the Ford Foundation, this work yielded 12 giving circles, three of which were founded for the 
purpose of engaging African-Americans from the next generation: the Next Generation of 
African-American Philanthropists (NGAAP) in both Raleigh-Durham and Charlotte, North 
Carolina; and the Birmingham Change Fund in Birmingham, Alabama.  At their inception and to 
help the giving circles get established, The Ford Foundation provided support in the form of 
matching gifts.  In her article “Are We the Right Sort of Glue?”, Ms. Gilbert states, “These 
circles are also spaces for young donors to gain deeper insights about their communities as they 
move into community leadership opportunities” (Gilbert, 2006).  
  

In the inception of these next generation organizations, according to Mr. Lester, the first 
level of organizing entails building relationships. For example, members of the Birmingham 
Change Fund are on average in their mid-20s and most work for private companies. Most of the 
members of NGAAP – Raleigh-Durham are in their mid-30s and work in the nonprofit sector.  
The networks of the founders were central to the establishment of the giving circle. Connecting 
with a community foundation was also important for these individuals in order to stay locally 
focused.  
  

One interesting insight concerning challenges community foundations face when 
engaging African-American philanthropists is that community foundations commonly have a 
reputation of remaining neutral. Women’s giving circles and youth philanthropy are the most 
common strategies for engaging the next generation, approaches and activities that reflect 
neutratlity and that do not highlight issues of race and economic disparity.  The neutrality of 
most community foundations leads them to continue the same types of engagement strategies. 
However, in order to engage diverse donors of the next generation, community foundations need 
to strategically do something different.  
 
The One Percent Foundation  
 The One Percent Foundation is a public charity that is committed to instituting 
philanthropy as a practice of next generation individuals. Their mission is to create a new 
generation of philanthropists by encouraging them to contribute one percent of their income and 
pooling these resources to have a greater impact. The One Percent Foundation was started in 
2007 by a group of friends in the area of San Francisco, California. In 2009, after some members 
                                                           
9 Darryl Lester is founder and president of Hindsight Consulting. 
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dispersed to pursue different opportunities, the group decided to widen the network beyond just 
their family and friends to continue the work of the giving circle. Even though the scope is 
national, the model has remained similar to the work of the original group. Every quarter, grants 
are made in 5 issue areas: education, environment, health, international aid and poverty.  All 
members contributing one percent of their income have the option to nominate an organization to 
apply to the Foundation . The website even has a calculator to help prospective members 
determine the amount of their contribution based on their income. Most members do not 
participate in the nomination process, however a group of volunteer members are responsible for 
conducting the due diligence process for each of the nominated organizations, which includes 
reviewing the relevant 990 forms. The groups of partners meet via teleconference to narrow the 
grants pool to five finalists. Then, all partners have the opportunity to read and vote for the top to 
organizations of the pool to receive a grant. Mr. Kaufman, executive director of the One Percent 
Foundation, describes the process as a bottom-up approach, requiring minimal staff involvement. 
Through social media, the Foundation promotes events to engage potential donors in specific 
issue areas. These events utilize examples from their work and experience with grantees. 
According to Mr. Kaufman, the One Percent Foundation is not focused on developing permanent 
their donors, but rather are interested in introducing under-engaged millennials into the process 
of strategic philanthropy and, hopefully, instilling a passion for philanthropy that they will have 
for the rest of their lives. A challenge that the organization faces is that it does not have staff 
support from a community foundation.  There is no staff person in the role of leader on the 
ground,and members are dispersed throughout the country.  
  

Another project that the Foundation is newly engaged in is providing the one percent 
platform to third parties. The platform manages the nomination and the voting process for the 
organization. These third parties include companies, national nonprofit organizations (e.g.Teach 
for America), individuals and community foundations. According to Mr. Kaufman, community 
foundations are looking to engage people under 50 with an easy way to get involved with their 
work, and the one percent giving model may be a solution. He also stated that traditionally 
millennials are not included in the in the cultivation strategies of most community foundations.  
One strategy that Mr. Kaufman suggested is that foundations create a space on their boards and 
advisory committees for a member of the next generation. In providing its model to third parties, 
the One Percent Foundation faces the challenge of minimizing the cost so that the maximum 
amount of funds is allocated to grantmaking. The One Percent Foundation model effectively 
demonstrates a national model of philanthropy from the ground up.  
 
Turkish Philanthropy Funds (TPF) 
 The Turkish Philanthropy Funds (TPF) was established in 2007 as a New York-based 
diaspora foundation to provide donors in the United States with a vehicle to support 
organizations in Turkey. The catalyst was Haldun Tashman, an entrepreneur from Arizona who 
wanted to build a movement that excites members of the Turkish community. His idea was not 
only to give back to Turkey, but also to promote philanthropy among Turkish-Americans and to 
tap into the under-appreciated capital of diaspora philanthropy. The TPF grew its assets from 
$1.4 million in 2008 to $3.8 million in 2009 to $12 million in 2010.  The organization believes 
that its transparency and ability to gain its community’s trust led to the success of TPF. 
Additionally, being able to add an intangible value to donors' gifts through their networks and 
provide strategic plans for meeting the Turkish communities’ challenges is an added value that it 
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offers to donors. According to TPF’s executive director Senay Ataselim, the goal of the 
organization is to establish itself as a thought leader in Turkish philanthropy. 
  

While the organization does not have any special programs to engage the next generation, 
it uses social media to connect with Turkish and Turkish-American individuals from the next-
generation. Ms. Ataselim, who is in her mid-30s, believes that her age has given her an 
advantage in connecting with the next generation of donors. She meets with them one-on-one to 
educate them about the work of Turkish Philanthropy Funds. In addition, TPF has a social media 
plan to increase its social media presence by building dialogue and momentum around TPF’s 
work. To this end, one of the goals is to turn TPF into a go-to resource for information on 
philanthropy, as well as other topics such as gender equality, arts and culture, education and 
economic development. Ms. Ataselim hopes to use a combination of donor education and social 
media efforts to engage the next generation of donors . 
 
Recommendations for Community Foundations 

Drawing on information from interviews with foundation staff, and a review of the literature, 
below are some recommendations for community foundations to successfully engage the next 
generation. While these recommendations are not conclusive of all methods to engage 
individuals of the next generation, they provide some tips that could be helpful to community 
foundations. 

o Waive the initial endowment minimum and allow the next generation groups to use a 
spendout or “charitable checkbook” type of fund. 

o Do not be afraid of next generation groups being too intensive on staff time, since they 
are comprised of young ambitious people who can send out their own requests for 
proposals and develop their own grant recommendations. Community foundations can 
best support their work by providing online financial statements, gift acknowledgement 
and correspondence assistance and information on nonprofit organizations that might fit 
their giving mission. 

o Donor education is the key. Most individuals of the next generation are not aware of 
community foundations; social media and specialized community connection events are 
necessary to connect with them.  

o Use Twitter to engage and educate the community about particular issues.  
o Solicit business leaders and have next generation members solicit their employers to 

generate more funds for grantmaking and to offset costs.  This buy-in is a benefit that 
employers can offer to their employees. 

o Strategically create space for members from the millennial generation on the board of 
directors and on grants committees.   

o Do not be too formal with these groups or pressure them to grow. Provide donor 
education events targeting next generation to inform them about issues and challenges the 
community is facing. 

o Use graduates of youth in philanthropy programs as a focus group in order to begin your 
next generation efforts, since they have been already engaged with you they will be 
able/willing to help you.  

o Employ a college student to develop your social media plan and run your social media if 
you are not already engaging in these efforts and if no one in your office is able or 
capable.  
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o Be bold in your efforts to engage the next generation, and do not be afraid to take risks  
 
Next Generation Engagement Process – Getting Started 
 In order to strategically engage the next generation of donors, community foundations 
should look for examples pertinent to their situations. While these are not formulaic, based on 
the research conducted for this study, these steps would be helpful for community foundations to 
begin or increase their next generation giving efforts.  

1. Identify individuals of the next generation in the community who are considered leaders. 
They can be found in university alumni organizations, volunteer organizations (e.g. 
Junior League), fraternities and sororities, and even in the companies or businesses of 
board members.  

2. Utilize social media, such as Facebook, and join groups that are popular with the next 
generation in your community  

3. Conduct a focus group or listening tour with next generation members to determine their 
perception of philanthropy and of issues that are important to the service area of the 
foundation.  

4. Present the group with some models or options, however let group members determine 
the structure and the details, e.g. membership fees, giving focus, and period of grant 
cycles. This will allow them to emerge independently and with a sense of ownership 

 
Conclusion 
 In conclusion, community foundations should look for means to engage the next 
generation in their work. The statistics show that the next generation individuals are using social 
media and the Internet in every aspect of their lives. Additionally, sophisticated online tools are 
offering services similar to ones offered by community foundations. If community foundations 
do not strategically and creatively engage the next generation, they risk becoming irrelevant. 
Unknowingly, people will become their own program officers, and online charitable platforms 
and websites for due diligence will become mechanisms and information sources for their 
philanthropic giving. However, some community foundations have shown interest in engaging 
the next generation by constructing social media plans.  The examples previously discussed 
provide a sample of current efforts that community foundations, nonprofit organizations and 
disapora funds are using to engage the next generation.  The strategies are clear and can be 
defined in three words—acceptance, exceptions and inclusion:  

• Foundations must accept that engaging the next generation requires that they strategically 
do something different.  

• Exceptions must be made through waiving a portion of the community foundation’s 
management fee for next generation giving circles.  Another exception that foundations 
should make is providing specialized donor education for individuals from the next 
generation. The waiver should be seen as an investment in the community.  

• In order to successfully engage the next generation, community foundations should make 
next generation individuals feel included in foundation’s work.  

 
In general the field is beginning to recognize the importance of engaging the next generation in 
the work of community foundations. While this research is not conclusive of all existing efforts 
to engage the next generation, it provides a sample of the efforts under way and of organizations 
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doing this work with some success. These shared stories of success of next generation 
engagement and the Web 2.0 are important to the future of community foundations.  
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Draft Questionnaire for Foundations                                                         Addendum #1  
1.     Do you have any special programs that target donors in their 20s & 30s? 

a.     Yes 
b.    No 

2.     If yes, what means did you use to connect with these individuals? 
3.     Please provide a brief description of your initiative. Also, include when it was established, 
who was the catalyst and numbers and figures that you find significant.  
4.     Do you have a social media plan with strategic goals for the engagement of donors in there 
20s and 30s? 

a.     Yes 
b.     No 

5.     If yes, please provide a brief description of your strategy or please attach your social media 
plan, if you would not mind sharing it. 
6.     What do you see as the challenges/barriers for your organization to engage the next 
generation of donors in a strategic way? 
7.     What do you see as the incentives/opportunities for your organization to engage the next 
generation?  
8.   What do philanthropic leaders need to do to be effective in capturing the next generation of 
donors to engage with community foundations? 
 


