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iPod nano iPod touch iPod touch
16GB 32G8 32GB 64GB
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- Born 1981 - 1995
{age 18-32 as of 2013)
- Represent 11% of total giving

- 32.8 million donors in the U.S.

- 60% give
- $481 average annual gift
- 3.3 charities supported

Generation X

- Born 1965 - 1980
(age 33-48 as of 2013)
- Represent 20% of total giving

- 39.5 million donors in the U.S.

- 59% give
- $732 average annual gift
- 3.9 charities supported

Cuwl odziio SV 50 Wg) 9y phe Carod LS L

Boomers

- Born 1946 — 1964
(age 49-67 as of 2013)
- Represent 43% of total giving

- 51.0 million donors in the U.S.

- 72% qive
- $1,212 average annual qift
- 4.5 charities supported

Matures

- Born 1945 and earlier
(age 68+ as of 2013)
- Represent 26% of total giving

- 27.1 million donors in the U.S.

- 88% give
- $1,367 average annual qift

- 6.2 charities supported

Generational groups, total U.S. population, and giving data {on average)
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