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Less people giving more (to traditional causes)

Blackbaud UK Charitable Giving Report 2021

UK Giving 2021. Charities Aid Foundation

• -9.1% fall in giving year on year.

• -7.9% fall in online giving year on year.

• 5.5% of total giving from online sources.

= 4.6% fall

= 17.4 % increase
Just Giving – donor led fundraising

• 15% increase in personal giving.

• 8% increase in amount raised.

• 7/12 record breaking months.

• 49% growth in treks

• 200% growth in swimming

• 49% growth in marathons



Don’t listen to British fundraisers



But…income up 62% in 2020
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Charity C
Up 62% YOY
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Charity A
Up 53% YOY

62% uplift in 
income in 

2020
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Why
have some charities performed well and others suffered?



The sector’s response to covid was not uniform

Fight Flight Freeze

Take control Give up control



Poor advice confused…

“For many charities, hitting the ‘emergency appeal’ button is a default 

response to a crisis like this. But there’s a real danger that doing so will 

do long-term harm to trust and relevance. And, perhaps more salient 

right now, it could also cannibalise the opportunity to have a more 

considered, long-term response focused on new programmes and 

initiatives, new stories, new relevance…

…There’s never been a more important time to put your empathy into 

overdrive and ask what really matters. If you think it’s you, you’re 

probably wrong.”

Creative Head. UK agency

April 1, 2020



Phase

01
Phase

02
Phase

03
Phase

04
Phase

05

Our emergency

We have always 

been safe, now we 

seem to be most 

badly impacted

Everything is extreme

More visible need. 

Agitated by injustice -

right and wrong.

New beginning

A return to normality. 

What will happen 

and what do I need 

to do now?

Emotional overload

Fear, concern and 

mistrust driven by 

emotive stories. Desire 

for control.

Despondency and 

Defiance

Exhaustion with 

widespread rule breaking 

and bending

Summer 

break
Vaccine 

success
Phase

06

Scepticism-into-

cynicism

Here we go again. 

Dark humour. Is this 

forever? Do what you 

can to get by.

Dec 2021March 2020 Ever-decreasing trust in authorities



Awareness drove action

The more we can relate to the person in need of help, the greater the chance that we will support them.

“You can only feel sorry for people with problems that you know to exist.”



But many charities moved too slowly

• People were not asked (for more)
- No need or challenge offered.

• Failure to leverage perceptions of injustice
- People were primed to notice and act on injustice. This was too often ignored.

• Lack of relevance
- If a charity ignored where the public interest was focused.

• Citizen fundraising ate into personal budgets
- Giving wasn’t enough. People wanted to do more.

• People weren’t engaged in non-financial ways
- No alternative to cash offered. Again, many charities went quiet.

• People presumed big charities would be OK
- The larger the charity brand the greater the sense that I don’t make much difference, so 

my gift won’t be missed. Need was not communicated. 



Giving to charity gave 

us the chance to take 

control at a frightening 

time.



You’d want to know that it wasn’t all 

just about ideas – that you were 

helping to make (a difference).A local charity in Milton Keynes – the Bus Shelter, which is a 

homeless charity that I’ve supported since they started out. I give 

them £15 a month and I give additional donations depending on 

what they need…if they are needing to rehome someone I can 

specify if they need a cooker.  I lost my father 18 years ago, but 

have actually stopped the cancer research money on the basis that 

they are a bigger charity and could probably withstand a loss of my 

£10 a month.

The reason I open the emails is they 

open with the human factors piece –

it’s the celebration of the effort that 

someone has made. 

You end up with a sense that I want to make a difference. Where do you begin and end with that? In some ways it 

can be overwhelming. We agonise endlessly…At the end of the day when you see people in trouble and distress. I 

can do something here. Let’s do it. Let’s not worry about the big one for a minute. That is what you do. 

And many of us wanted to help



And many of us could afford to help



People and charity became reconnected

Giving offered value



So where are we now?
And what should fundraisers do?





Awareness

Relevance

Responsibility

Ability

GIVING
drivers

Perceived need 

is high

Of personal 

importance.

Having the 

resources to 

help.

Believing charity 

depends on them.

Are people aware of your need? 

Are you asking?

Are donors aware of what 

they are achieving?

Don’t forget good Vs bad.

Are you asking the right people? 

What is their opportunity cost?

Are you showing your donor that 

you are depending on them?



Ability
Having the resources to help.



UK savings ratio

The ratio of household income saved to household net disposable income where higher = more savings



Australian savings ratio

The ratio of household income saved to household net disposable income where higher = more savings



Australian savings ratio

The ratio of household income saved to household net disposable income where higher = more savings





Source: QUT

Australian donors 

aged 45 or older 

give over 80% of 

total charitable 

donations by 

individuals.



Who to ask

High income employed Mid-income employed Retirees



What happened after the 2004 Tsunami?

One month on

Income steady

Income up

Income 
down

Six months on

Income up 
or steady

Income 
down

One year on

New money

Redirected

2005

£8.2 billion

2008

£10.6 billion



Awareness
Perceived need is high.





High visibility causes
Charities seen as important at 
moment. Coronavirus build back / 
Ukraine.
• Visible need
• Refugees
• Homeless / food banks / 

hospices / vulnerable

Donor response: support whilst 
relevant and funds available

Obligation causes

Gifts that are hard to refuse – face 
to face, in-memoriam, sponsoring 
friends

Donor response: support according 
to strength of relationship and 
relevance.

Other causes

Causes without relevance

Donor response: considered 
rejection

Core causes

Long supported charities that the 
donor values.
Relationship strengthened by 
Coronavirus / Ukraine
• More needed
• Neglected

Donor response: maintain

Portfolio management

Point of connection



Charity communications

• Zero sense that people feel over-solicited.

• Charities have been considered to have been quiet throughout 
the pandemic,

• Appeals appear to be quite low on people’s reading lists.

• If you are struggling financially, then you feel you’re absolved 
from reading them.

• It is expected that charities have to raise money. People are not 
angry if they are asked for help.



Not one donor who cancelled a direct debit 

was offered an alternative way to help. 

All of them claim that had they been asked, 

they would have said yes.



I’ve actively kept an eye out for other things I can do - like one things I did shopping online because I had to shield, I signed up for 

Amazon Smile. Things that could show support without using income that I didn’t have.

My time. I started to give advice – on video, on Special 

Education needs, during lockdown.

If people have the resources they will give more. If they don’t 
they want other ways to help.

People still want to help

I’m sort of thinking I ought to do something –it’s 

thinking of how and what and how you can do it 

really. I suppose everyone will need more now. It 

depends what you are allowed to do…

I gave them extra, this month which I probably 

couldn’t afford to, but I did it anyway. 



They are not going to stop giving

Absolutely yes. I didn’t know how 

many people use them [foodbanks]. 

In regular times also, before covid.

The homeless, which my husband will want to keep also I’m 

sure . He’s passionate about homelessness and this [the 

pandemic] has (refocussed) his ideas about all of that.
I think the main thing was that I had a certain amount of 

money and It was how was I going to be  able to use 

that. It’s not that I didn’t want to let any of them down, it 

was that I also believe in what they do. And the mother 

and baby one I didn’t reduce at all, because I really 

believe in that.

If they [the food bank] said, can you sponsor two kids in London because they don’t 

have anything to eat, if it was going to those children. Sometimes I think it’s easier 

[to donate] and I’m working every day. I haven’t got the time to drop it off. 

I suppose to a tiny extent I would always give 

to animal charities, things like the Dog’s Trust, 

as I feel a kind of a responsibility for human 

unkindness to animals. But I guess now they 

might slip down the pecking order.

And the NSPCC – we do 3 a month and I don’t want to give that up. The 

children thing always gets me. even though I want to kill my own ones. 

The stories you hear and then you think the situation in lockdown.



Relevance
Of personal importance.



You’d want to know that it wasn’t all 

just about ideas – that you were 

helping to make (a difference).A local charity in Milton Keynes – the Bus Shelter, which is a homeless 

charity that I’ve supported since they started out. I give them £15 a 

month and I give additional donations depending on what they need…if 

they are needing to rehome someone I can specify if they need a 

cooker.  I lost my father 18 years ago, but have actually stopped the 

cancer research money on the basis that they are a bigger charity and 

could probably withstand a loss of my £10 a month.

The reason I open the emails is they 

open with the human factors piece –

it’s the celebration of the effort that 

someone has made. 

You end up with a sense that I want to make a difference. Where do you begin and end with that? In some ways it can 

be overwhelming. We agonise endlessly…At the end of the day when you see people in trouble and distress. I can do 

something here. Let’s do it. Let’s not worry about the big one for a minute. That is what you do. 

Donors value a sense of achievement



Why don’t people engage with solving 
humanitarian problems?

“People procrastinate because of a lack of value [associated with the task]; 

because they expect that they’re not going to achieve the value they’re 

trying to achieve…”

Alexander Rozental, clinical psychologist, Karolinska Institute. Sweden



What percentage of the 
world’s one year old children 
have been vaccinated 
against at least one disease?

a.20%
b.40%
c.60%
d.80%



80%



Who answered 20%



Continuing a trend

• Donors are well versed in 

declaring the merits of teaching 

someone to fish. 

• Offering (fairer) opportunities is 

seen to be better than treating 

symptoms of poverty. 

• Giving purely out of pity is 

increasingly seen as patronising

Pity

–

Injustice

+



Responsibility
Do your donors know that you depend on them?





Reconsider your case for support

Set a challenge 
for 18/24 
months

Answer your 
donors’ needs

Build a sense of 
being part of 

your community

Support donors 
in achieving 

your joint goal



Send a child on their first 
break in two years





Let donors tackle the problem

01 02 03 04
Recognise that 

many donors plan 

their giving

Show your donor’s what you need to 

do to deliver the work they value. Is 

there a shortfall? What has happened 

to your reserves? What are your 

plans? Give your donors a sense of 

purpose – a challenge. 

Offer a personal and authentic point of 

communication. Recognise people are worried 

about the economic future. Feedback on what 

you have achieved with their support – before 

you ask again. Treat them as a partner.

Special is 

normal 
Remind

Remind donors of what they have achieved. 

And what could be lost without their 

support. Many donors are acutely aware 

that the economic impact of Covid-19 has 

not been spread equally. Giving is a way for 

people to show gratitude for their good 

fortune and help rebalance their lives .

Link the donor’s gift directly to an 

outcome and consider shifting 

away from the services it will pay 

for.

Refine your 

offer



Planning considerations

• Focus on core donors
Financial crises don’t hit uniformly. Many of your donors – particularly those who built up savings 
over the course of the pandemic – will be cushioned from the worst effects of the economic crunch. 
So keep an eye on your segmentation and look at how different groups of supporters are 
responding to your appeals. As a rule of thumb, long-term supporters and mid-value donors are 
those who are likely to stick with you and perhaps give more. Ensure these groups are aware of any 
problems that you face and are given an opportunity to plan how they help you. 

• Recruitment
Mid-value supporters will be important. Focus on giving people a sense of achievement - of 
overcoming a challenge.

• Reaffirm the decision to support you
This is an important time to sharpen up your thanking and reporting back. This has to go beyond a 
simple email acknowledgement. Recognise what your donors have done and what they are helping 
you achieve. Demonstrate how much you rely on their support and how important they are to you. 
And as always, personal beats automated. At the very minimum, write a few personal words (with a 
pen) on every thank you that you send out.



Planning considerations

• Consolidation rather than diversification
This is the time to help your donors solve the problems that they care about, not to sell 
new products or shift your focus on new areas of work that may have little to do with your 
core competencies. People have moved from one frightening time to another. Giving 
offers them an opportunity to gain some control. If you have a rebrand in the pipeline, 
delay it as any further changes in a turbulent time won’t necessarily be welcomed.

• Maintain relevance
Place your work into context but construct your appeals with sensitivity and care. A few 
words of recognition of the Ukranian invasion before getting straight to the point of your 
appeal is not necessarily going to hit the right note. Instead focus on what your donors 
most value about your work, now. That could be how you are responding to those most 
impacted by the economic downturn, which will be of increasing concern for donors as we 
progress through 2022. And don’t forget about Covid either. People have not forgotten the 
pandemic and are wary of its return. Of course, if your work is directly focused on helping 
refugees, that should be central to your appeals.



Planning considerations

• Acknowledge financial insecurity
Your starting point should be to recognise that some people may have re-allocated funds 
or that they are financially stretched. Treat reactivation programmes with care and 
consider reducing prompt levels for poorly responding segments. Offer payment holidays 
or non-financial ways to help. And, of course, ask your donors what they want to do longer 
term – particularly if they stop giving. We also know from many conversations, that legacy 
giving is under active consideration for many people.



Solve. Don’t Sell
Give the donor the chance to solve 

a problem that they care about…. 

…as part of a valued group.



How did Covid-19 affect Australian attitudes to giving?  
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Coming next


