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segmenting donors 



• They may be motivated by the desire to be remembered 
for their contributions• Has the desire to make a long-lasting impact, gain tax benefits, and support their community

• May be looking for recognition for their contributions

GOALS

• Looks for tax-efficient ways to donate, such as through donor-advised funds, charitable remainder 
trusts, or direct donations of appreciated assets

DECISION PROCESS

• Often have a history of charitable giving and are motivated by a desire to leave a legacy
• Generally has a strong sense of civic duty, loyalty to causes they believe in• They often prioritize the impact and effectiveness of their donations. They may be more likely to support causes that align with their values and personal interests, such as education, healthcare, and veteran services

• Age: 65-73
• Gender: Male
• Income: $185,000-$300,000

• Household Size: 2-3• Marital Status: Married• Suburban
• Home ownership 

THINKING
DEMOGRAPHICS

• While some may be tech-savvy, many still prefer direct mail and face-to-face interactions over digital communication

CHANNELS

• Philanthropic decisions are often made jointly in married households. It’s important to consider the interests and values of both 
spouses when engaging with these donors• Highly motivated by data, share detailed reports on how their contributions are making a difference

INFLUENCER’S• End of Year Giving – Tax considerations 
• Spring/Early Summer – Highlight extra funds that are available from tax refunds 

• Major Life Events – Personalized communications 
acknowledging these milestones and suggesting donations as a way to celebrate can be effective

TIMING

P E R S O N A  C A N VA SPhilanthropist Dad, Phil

• Wants to promote access 
to healthcare services, 
particularly those related 
to women’s health, family 
wellness, and mental 
health

• Enjoys participating in 
in fundraising events 
and social gatherings to 
connect with like-minded 
individuals and broaden 
their social network

GOALS

• This group might prefer 
making regular, smaller 
donations rather than 
large, one-time gifts

DECISION PROCESS

• They have discretionary 
income but are also 
planning for retirement 
and possibly supporting 
children’s education

• Likely to participate in 
fundraising events such 
as galas, charity runs, or 
auctions

• Typically more inclined 
towards philanthropic 
activities 

THINKING

• Age: 49-65

• Gender: Female
• Income: $67,500-$87,500
• Household Size: 3-4
• Marital Status: Married
• Suburban 

• Owns home 
• Likely to have a stable 

career and planning for 
retirement 

DEMOGRAPHICS

• Likely to respond well 
to emails, social media 
updates, and online 
donation platforms

• Regular updates through 
e-newsletters that provide 
insights into how their 
contributions are making a 
difference

CHANNELS

• Causes that resonate with 
family values and have 
a clear impact might be 
preferred (eg. parents, 
grandparents)

• Impacted by stories of 
how donations have 
positively affected the local 
community

INFLUENCER’S

• End of year giving 

• Project specific appeals 

TIMING

P E R S O N A  C A N VA S
Middle Class Mom, Mary

organization

Defining Their Donors 
Sun Health was already doing great work in 
the community, but they wanted to better 
understand their donors to make an even bigger 
impact. They realized that having a clear picture 
of their donor base would help them create  
more effective, targeted marketing efforts.  
That’s where we came in—helping them define 
three key donor personas and develop a 
strategic plan to engage them with impactful 
campaigns for the year ahead.

challenge

Sun Health Foundation is on a mission 
to make the West Valley of Phoenix a 
healthier place to live, one groundbreaking 
initiative at a time. As a 501(c)(3) nonprofit, 
they’ve been serving the community for 
over 50 years (yes, they’ve been around 
that long, which means they must be doing 
something right). From exceptional patient 
care to groundbreaking research, Sun Health 
is all about improving lives and making sure 
their neighbors get the best healthcare and 
wellness programs around.

Bringing Good to the 
Community 
At Sun Health Foundation, improving 
community wellbeing isn’t just a tagline – it’s 
their heartbeat. Their philanthropic reach is 
broad, but they mostly focus on supporting: 
• Banner Boswell Medical Center 
• Banner Del E. Webb Medical Center 
• Banner Sun Health Research Institute 
•  Sun Health Wellness 

(aka wellness classes and services available 
to all, because who doesn’t need a little zen 
in their life?) 
 
They proudly partner with top-notch 
organizations and academic institutions to 
advance health, research, and wellness – 
the kind of partnerships that lead to actual 
healthcare breakthroughs and programs you 
might actually want to participate in.

Persona Canvases

Think Pixa, your local full-service marketing & print resource

• Donors in this age group 

often think about their 

legacy and want their 

contributions to have a 

lasting impact

• Some may seek recognition 

for their contributions, 

such as donor recognition 

events

• They want to see the 

direct impact of their 

donations within their own 

community or in areas they 

care deeply about

GOALS
• Tailor donation requests to 

be reasonable and within 

this income bracket

• The may be looking for 

ways to incorporate 

charitable giving into their 

estate plan

DECISION PROCESS
• Their income range 

suggests a modest level of 

disposable income, allowing 

for charitable donations 

but likely with some budget 

considerations

• Consider fundraising 

events like garden tours, 

plant sales, or gardening 

workshops

• Likely to favor 

organizations that 

demonstrate efficient use of 

funds and a strong return 

on investment in terms of 

social impact

• Age: 81-89

• Gender: Male and Female

• Income: $47,500-$67,500

• Household Size: 1-2

• Marital Status: Married

• Suburban

• Mostly owns their home 

but has also been known 

to rent  

• Likes to garden and stay 

healthy and active

• Enjoys reading and physical 

newsletters

THINKING
DEMOGRAPHICS

• They may use technology 

but prefer traditional 

communication methods 

like phone calls and mail

CHANNELS
• Wants donations to go 

towards non-profits 

that relate to their 

lifestyle. Often focuses 

on maintaining health, 

wellness and staying active

• Donation appeals might 

need to consider joint 

decision-making processes. 

Addressing both partners 

in communications could 

be effective

INFLUENCER’S

• End of year tax donations

• Project specific appeals 

• Community events 

• Monthly giving programs 

TIMING

P E R S O N A  C A N VA S

Relaxed Retiree



solutions & results

By the end of the year Sun Health will have a deeper understanding 
of their donors, a game plan for reaching them, and a communication 

strategy that actually works. And we’ll be there, helping them every step 
of the way. Talk about a partnership built for success!

Plan the Year 
With all our data and messaging in hand, we 
plotted out the year-long strategy. This 12-month 
communication touchpoint map outlined 
every moment Sun Health should engage with 
their donors – and when. No one likes being 
bombarded with emails every day, but a timely, 
well-crafted message? That’s the sweet spot.

Put Everything into Action 
We didn’t just hand over the map and call it a day. Over the next year, we’ll be working with 
Sun Health to make sure those touchpoints turn into real results. We’ll review the marketing 
performance, tweak things along the way, and make sure their donors feel all the love.

Define Audience 
We defined each donor’s goals, decision-making processes, and preferred communication 
channels. We answered very important questions such as is this donor a Baby Boomer or part of 
Gen Z? Who’s influencing them and putting thoughts in their heads? Do they prefer email, social 
media, or old-fashioned phone calls? Every detail matters.

Speak Their Language 
Once we had the who, we needed the how. Using specific, donor-friendly language, we crafted 
messaging that would hit each donor right in the feels. We outlined the must-know details, key 
touchpoints and included “thank you” messaging examples that would make them feel like the 
rockstars they are. Because who doesn’t love a good thank you note? 

Gather Data 
First, we dove into the past donor data. This wasn’t some casual stroll through spreadsheets; we 
ran it through our AI system to extract key insights. We were after the juicy details: who’s giving, 
why they’re giving, and what makes these donors tick. The result? We identified 3 key donor types 
who were ready for some tailored love.

12 MONTH COMMUNICATION
TOUCHPOINT MAP

Relaxed Retiree
TIMING
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pixadirect.com

We’d like to introduce ourself ... or should we say selves?  
Pixa is actually split into two mini brands, Pixa Creative & Pixa Direct. 

Two is better than one, right? We like to think so.

Our print and mailing house where we’re known for direct mail marketing, 
variable data print and our web-to-print solutions.

Think Pixa, your local full-service marketing & print resource

Pixa | 4050 E Cotton Center Blvd, Suite 68  |  Phoenix, AZ, 85040  | 480.380.2201 | thinkpixa.com

oh, hey there!

thinkpixa.com

Our super skilled marketing team that combines talented design with 
innovation and execution.

STRATEGY DESIGN DIGITAL
MARKETING

PRINTING 
PORTAL

DIRECT MAIL
MARKETING

CORPORATE
PRINT


