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Headline News



Economic Woes



Good strategy beats bad economics

Decline 3.7% in 2008 and 8.3% in 2009
In this case, 06-14, the decline came predominantly from those earning $200k+ (4.6%)
Empathy drives giving - 32% increase foodbanks



Panel



Panel Profile

Panel was selected based on age, gender and state location. 

48%

51%

0% 0%

Q1 - Do you identify as...... 

Male Female

Other / don't identify as above Prefer not to answer

0%

9%

6%

13%

18%
17%

15% 14%

7%

Under 18 18 to 24 25 to 29 30 to 34 35 to 44 45 to 54 55 to 64 65 to 74 75 and
over

Q2 - Which age band are you in? 



Panel Profile 7N=1031 

No children
39%

Children living at 
home / with me

35%

Children left 
home

27%

Grandchildre…

Family

3%
3%

4%
5%

7%
7%

17%
18%

34%

Other

Student
Semi-retired

Not working
Homemaker

Casual or limited-…
Self-employed

Professional / …
Retired (more than …

Permanent …

Q8 - Which of the following best describes 
your employment situation?

56%

30%

5% 7%
2% 1%

Marri
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Single

W
idow/w

idower
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latio
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Q10 - Which of the following best describes 
your relationship status? 

20%

30%

14%

20%

8%

6%

1%

Postgraduate degree /…

University or college degree

High school certificate or…

Trade certificate or vocational…

Completed Year 12 or…

Completed Year 10 or…

Other (please specify)

Q7 - What is the highest level of 
education you have attained? 

14%

65%

8%

8%
5% 0%

Q11 - Would you describe the area you 
live as:

In the city In the suburbs

In a large country town In a small country town

Rural area Other

0% 2% 3%
7% 9%

20%
26%

33%

North
ern

 Terri
to

ry

Austra
lia
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apita

l…

Tasm
ania

South
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lia

W
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rn
 Austra

lia

Queensland

Victo
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New South
 W

ales

Q4 - In which state or territory do you 
reside? 



Donation behaviour

45% of the population give less than $20 per year. We did see some growth in higher end giving in 2022 
resurging from early 2020.  

2022 n=1857 2021 n=1037 2020 n= 1624 

31%

13%

11%

26%

11%

3%

5%

29%

16%

3%

27%

13%

7% 6%

0%
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10%

15%
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25%

30%

35%

$0 Less $20 $20 - $50 $51 - $200 $201 - $500 $501 - $1000 $1000+

2021 2022

22%

27% 26%

15%

6%
4%

24%

12%

31%

19%

7% 7%

20%

16%

35%

17%

6%
5%

19%

16%

38%

16%

4%

7%

22%

5%

37%

18%

9% 9%

0%

5%

10%

15%

20%

25%

30%

35%

40%

Less $20 $20 - $50 $51 - $200 $201 - $500 $501 - $1000 $1000+

Jan-19 Jan-20 Sep-20 Sep-21 Nov-22



Giving amount and portfolio

Amongst the people who say they have given the majority are only giving to less than 3 organisations with a value of 
under $200. Caveat of a public panel compared to known donors who would be quite different on both counts.

9N=830 

30%

45%

21%

3% 2%

Single Small 2 or
3

Medium 4
to 7

Large 8 to
10

Very large
(more

than 10)

Number of charities supported

23%

40%

22%

8%
4%

2% 1%

$50 or
less

$51 to
$200

$201 to
$500

$501 to
$1000

$1001 to
$2500

$2501 to
$5000

Outlier
(over
$5k)

Self reported annual Giving



Giving proportion of income

Based on a combination of self reported income and self reported giving we can find a rough indicator of the 
level of giving (as a % of income)

36%

30%

8%
5% 4%

6%
3%

6%

A Less than 0.2% B Between 0.2
and 0.5%

C Between 0.5
and 0.75%

D Between 0.76
and 1%

E Between 1 and
1.5%

F Between 1.5
and 2.5%

F Between 2.5
and 5%

G Outlier greater
than 5%

Giving Proportion Band 



Outlooks



Financial Expectations

There has been a significant shift this year with almost 40% of Australians feeling they will be 
worse off in the coming 12 months. 

How do you think your financial situation may change in the next 12 months? 

10%

28%

40%

17%

6%

13%

25%

43%

14%

5%4%

20%

36%

30%

9%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Get a lot better Get a little better Will remain the same Will get a litt le worse Will get a lot worse

Sep-20 Sep-21 Nov-22



Giving Expectations

Respondents largely expect their donations to remain the same and are even less likely to reduce the number of charities. Despite the poor 
economic outlook and personal pessimism they don’t expect to cut back on giving. Marginally more people expect to cut back than increase 

N= 1031

2%

16%

61%

14%
8%

A lot more
money

A little
more

money

About the
same

A little less
money

A lot less
money

Q16 - Thinking about your 
charitable giving in the next year. 

Do you expect to give more or less 
money than the year before? 

2%
11%

70%

10% 7%

A lot more
charities

A few
more

charities

About the
same

A few less
charities

A lot less
charities

Q17 - Thinking about your 
charitable giving in the next year. 
Do you expect to give to more or 

less charities than the year before? 

-4 -5



Giving intention by value

3%

10%

56%

20%

12%

1%

17%

60%

14%

7%

2%

19%

66%

9%

4%
2%

20%

62%

10%

5%

A lot more
money

A little more
money

About the same A little less
money

A lot less money

Intention by current giving $

Under $50 $51 to $200 $200 to $500 Over $500

1%

10%

64%

12% 14%

3%

12%

68%

10%
7%

1%

13%

75%

8%
4%5%

7%

79%

8%

2%

A lot more
charities

A few more
charities

About the same A few less
charities

A lot less
charities

Intended Number by current giving

Under $50 $51 to $200 $200 to $500 Over $500



Giving Intentions

There is a small amount of movement potentially reflecting lower optimism that means they’ll more likely 
keep their giving the same or a little less. 

6%

17%

58%

11%

7%
5%

16%

60%

13%

5%
2%

16%

61%

14%

8%

0%

10%

20%

30%

40%

50%

60%

70%

A lot more A little more About the same A little less A lot less

2020 2021 2022



2%

4%
3%

6%

17%

9%

4%3%

33%

8%

2%

3% 3%

Memorable experiences (2019)
100% given
Appeal
Campaigning
Community
Contact beneficiary
Customer service
Donate goods
Emergency
Event
General
Impact
N/A
Negative
Nothing
Personal Connection
Reciprocity
Story telling
Thanked/Recognised
Volunteer

Nothing (33%)
“can't think of anything memorable.”
“No memorable experience  loose change at supermarket” 

Memorable

Nearly half the people can’t remember all the charities they support. Remembering is associated with 
higher value and smaller portfolio of charities. 52% of people giving to more than 4 charities cannot 
remember them all.

47%

45%

7%

Q20 - When thinking about the charities you 
donate to would you say? 

I can remember every
charity I give to

I can remember some of the
charities I've given to

I can't remember any of the
charities I've given to but
know I've given



3%
7%

5%

10%

27%

15%

13%

4%

5%
6%

Memorable experiences

100% given Appeal Campaigning Community
Contact with beneficiary Customer Service Donate goods Emergency
Event General Impact Personal Connection

What’s memorable? 

General (27%) 
“Always feels good to donate a charity” 

Impact (15%) 
“Loved knowing it was changing lives.”

“Getting an email of how my donation was 
helping their cause and what had 

improved.”

Personal connection (13%)
“My brother has a disability and is Autistic.”

“My friend was dying of cancer.” 

Participated in an event (10%)
“Lots of friends got together and we 

walked for 24hrs straight. Good food and 
drinks and lots of enjoyment.”

“…by growing a mustache, getting 
donations & making donations to others.”

N=618 



Staying top of mind N=1031 

19%

14%

4%

3%

9%

34%

17%

I do not know of them

I have only heard of them

I have considered supporting …

I have supported them once ie; …

I support them occasionally ie; …

I support them regularly (ie: …

They are one of my very favourite …

Brand Funnel

4%

5%

5%

5%

8%

10%

10%

12%

12%

15%

25%

28%

36%

41%

46%

Arts and culture organisations

Indigenous organisations

Intellectual disability charities

Other

Education providers and schools

Religious organisations

Overseas development and emergency…

Physical disability charities

Aged Care services

Environmental and conservation…

Mental Health organisations

Australian welfare charities

Animal charities

Children's charities

Health and medical research charities

Q29 - Which sorts of organisations do you most like 
to support with donations? Please select up to 3 that 

you most frequently support. 



Loyalty and influence

17%

50%

25%

7%

Very loyal - I stick
with them

whatever happens

Quite loyal - I stay
with them unless

they do something
wrong

Not very loyal - I
change around if it

suits me

Not at all loyal - I
switch whenever
there is a more

compelling
request

Q21 - When thinking about your relationship 
with the charities you support would you say 

you were? 

8%

35%

4% 5% 2% 2%
6%

2%

52%

0%
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ancial a
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r /

…

none

Q18 - When making decisions about your 
charitable giving do you discuss the 

details with anyone?



Favourite charity attributes

Preparing for uncertain economic times: Plan, Passion. Proximity. Then impact and effectiveness. People want to believe 

20N= 1031 

5%
6%
6%

10%
12%
12%
13%

14%
15%

19%
19%

23%
36%

43%

Other

They understand me and my preferences

They share stories from experts in the field

I've had great experiences with them as a volunteer/attending an event

They thank me and show appreciation for my support

They helped me / a loved one so it feels good to give back

They have made it easy for me to get involved

They are transparent about their costs

They demonstrate the difference my support has made

They share stories about the people they help

I've seen them at work in my local community

It's a cause that has impacted me / a loved one

It's a charity representing the cause I am most passionate about

They have a clear vision and purpose

Q23 - Why is CharityX your favourite charity? Select the three that most apply to you. 



Trust levels

There is a significant gap between the favourite and the sector score. We have a significant category issue 

39%

13%

47%

33%

14%

54%

Trust Charities overall

Trust Favourite charity

Detractors Passive Promoters

1% 2% 3% 4% 5%

13% 13%

24% 23%

9%
5%

0% 0% 1% 1% 1%
5% 5%

12%

21%
25%

30%

 -  1  2  3  4  5  6  7  8  9  10

Q24 - Overall how much do you trust 
charities? 0 is not at all and 10 is completely. 

Move the slider bar left or right. 

Trust Charities overall Trust Favourite charity

+41

-25



Trust changes

Trust has remained stable for most but it has decreased for more people than it increased.

5%
11%

65%

15%

4%

Increased a lot Increased a little Has not changed Decreased a little Decreased a lot

Q25 - Has your trust in charities changed over the past 3 years? 

-3



Audience Mapping (average scores)

Donors have much higher scores across all 3 dimensions but the younger donors are lower than their older counterparts. 

6.34
6.18 6.29 6.18

7.047.09

5.00

5.50

6.00

6.50

7.00

7.50

8.00

5.80 6.30 6.80 7.30 7.80

Ax
is 

Ti
tle

Axis Title

Edelman Index

U35>55

35-54

U35

>55

35-54

Ethical and Honest

W
el

l R
un



Trust over 3yrs

Improvements in trust have stabilized with more people saying their trust in charity has not changed in 
the last 3 years.

9%

23%

48%

14%

6%
8%

18%

56%

13%

5%5%

11%

65%

15%

4%

0%

10%

20%

30%

40%

50%

60%

70%

Increased a lot Increased a little Has not changed Decreased a little Decreased a lot

Sep-20 Sep-21 Nov-22



Satisfaction Levels

Satisfaction with a favourite charity was high but with the sector low.  

25N=1031 

41%

17%

39%

35%

20%

49%

0% 20% 40% 60% 80% 100%

Satisfaction with Charities
overall

Satisfaction with Favourite
charity

Detractors Passive Promoters

1% 1% 2% 4% 4%

18%

11%

20% 20%

10% 9%

0% 1% 0% 1% 1%

8% 6%
13%

22%
19%

29%

 -  1  2  3  4  5  6  7  8  9  10

Q26 - Overall how satisfied are you with 
the way charities engage with you? 0 is 
not at all and 10 is completely. Move the 

slider bar left or right. 

Satisfaction with Charities overall

Satisfaction with Favourite charity

+32

-21



Open Comments

• Engagement = asking
• Transparency and altruism
• Don’t waste it (on admin 

and mailings)
• Channel preferences (email 

but not too many)
• Over asking / harassing
• Do OK
• Respect: data, choices, 

unsubscribe
• Relevance to me

Q27 - How could charities improve the way they engage with you? (6 or less)

Use the money that’s 
donated instead of 
withholding for their 

own interest

no need - all 
they have to do 

is their job

not spending more 
money than I donate 

trying to get more 
money out of me

“Stop buying lists of people's 
phone numbers and also 

don't badger people about 
giving to your charity –“

Stop sending 
shit in the post 
that I don't ask 

for

N=196 



Engagement



Engagement: Past 12mths

Increasing - Online donations, Lotteries, Donating to fundraiser , Tins/charity merch, Op Shops – purchase & give, Donating food, Go fund me 

Fluctuating - Signing petitions

Decreasing - Regular giving, Mail donations, TM donations, organising events

0% 10% 20% 30% 40% 50% 60%

Payroll giving through my work

Making a donation by text / SMS

Organising fundraising events

Making donations in response to a telephone request

Making donations by mail ( in response to a letter asking for support)

Contributing via a Go Fund Me type appeal

Participating in fundraising events

Signing petitions or being part of charity campaigns

Making a regular monthly donation from my credit card or bank account

Volunteering my time

Donating food to organisations

Sponsoring friends who are taking part in an event

Buying products where some of the money goes to a charity

Putting money into tins or buying charity merchandise

Purchasing from a charity "op shop"

Buying raffle or lottery tickets

Making donations online

Donating goods to a charity "op shop"

Nov-22

Sep-21

Sep-20

In the past year, in which of the following ways have you supported charities?

2022 n=1031 2021 n=585 
2020 n= 1049 



Engagement: Next 12mths

For those using each channel the greatest potential decreases is in Phone, lottery, crowdfunding. 
People expect to do more of the cheap things 

29N=Varied 

-30% -25% -20% -15% -10% -5% 0% 5% 10% 15%

Making donations in response to a telephone request
Buying raffle or lottery tickets

Contributing via a Go Fund Me type appeal
Making a regular monthly donation from my credit card or bank account

Making donations by mail ( in response to a letter asking for support)
Making donations online

Putting money into tins or buying charity merchandise
Payroll giving through my work

Making a donation by text / SMS
Buying products where some of the money goes to a charity

Participating in fundraising events
Sponsoring friends who are taking part in an event

Organising fundraising events
Signing petitions or being part of charity campaigns

Purchasing from a charity "op shop"
Donating food to organisations

Volunteering my time
Donating goods to a charity "op shop"

Net change



Digital Exposure



Digital Engagement

Digital activity has broadly returned to pre-2021 lockdown levels more aligned with results from 2020

0%

10%

20%

30%

40%

50%

60%

70%

Visited a charity
website

Viewed a charity
Facebook page

Seen a charity
advert on social

media

Clicked on a charity
advert on social

media

Read a charity
Tweet

Seen a request to
support an online

petition for  a
charity or cause

Signed an online
petition for  a

charity or cause

Raised funds using
an online

fundraising page
(for example a fun

run)

Watched a chari ty
video

Received an email
asking for  a

donation

Liked a char ity
page or post

Shared a charity
post, page or video

Done in past 3 months

Sep-20 Sep-21 Nov-22



Digital engagement scores

The digital engagement score is based on 2 points of multiple engagement with a  channel, 1 point for a 
single engagement. Max score is  therefore 24

32N=1031 

27%

34%

19%

13%

6%

Disengaged Low (under 5) Moderate
(Between 6

and 10)

High (Between
11 and 15)

Super (Greater
than 15 out of

24)

Digital Engagement Band 



Digital Engagement Scores 33N=1031 

20%

24%

38%

35%

30%

24%

20%

14%
11%

13%

35%

23%
21%

24%
21% 21%

Male Female 18 to 24 25 to 29 30 to 34 35 to 44 45 to 54 55 to 64 65 to 74 75 and over Australian
Capital
Territory

New South
Wales

Queensland South
Australia

Victoria Western
Australia

Digital Engagement

Male Female 18 to 24 25 to 29 30 to 34 35 to 44

45 to 54 55 to 64 65 to 74 75 and over Australian Capital Territory New South Wales

Queensland South Australia Victoria Western Australia



Digital Engagement Scores 34N=1031 

45%

37%

18%
21%

18%

48%

41%

19%

23%

16%

0%

10%

20%

30%

40%

50%

60%

A lot more money A little more money About the same A little less money A lot less money A lot more charities A few more charities About the same A few less charities A lot less charities

Digital Engagement

A lot more money A little more money About the same A little less money A lot less money A lot more charities A few more charities About the same A few less charities A lot less charities



Aggregated Scoring



Westpac Consumer Confidence

Fast post COVID bounce back – the relief – inexorable decline – minor rally



Donor Confidence Index 38N=1031 

Economic Outlook (1-5)

Personal financial Outlook 
(1-5)

Giving Intention $(1-10)

Giving Intention No. 
(1-10)

Trust Change (1-5)

Trust score (0-11)

Satisfaction score
(0-11)

27%

21%

34%

19%

Low under 50 Medium Low 50 to 59 Medium high 60 to
69

High Over 70

Donor Confidence Index (DCI%)



DCI Scores 39N=1031 

58%
59%

63%

61% 61%

58%

56% 56%

55%

59%

65%

59%

62%

57%

59%

55%

58%

55%

Male Female 18 to 24 25 to 29 30 to 34 35 to 44 45 to 54 55 to 64 65 to 74 75 and over Australian
Capital
Territory

New South
Wales

Northern
Territory

Queensland South
Australia

Tasmania Victoria Western
Australia

Demographics and location

Male Female 18 to 24 25 to 29 30 to 34 35 to 44

45 to 54 55 to 64 65 to 74 75 and over Australian Capital Territory New South Wales

Northern Territory Queensland South Australia Tasmania Victoria Western Australia



DCI Scores 40N=1031 

57%

59% 59%

60%

57%
58%

57%

58%

61% 62%

60%

62%

58%

62%

58%

56%

58%

61%

59%

62%
62%

56%

52%

54%

56%

58%

60%

62%

64%

Low
Under
$25k

Lowish
$25k+ to

$50k

Just
Below

Average
$50k+ to

$75k

Just
Above

Average
$75k+ to

$100k

Above
Average
$100k+ to

$150k

High
$150k+

A Less
than
0.2%

B
Between
0.2 and

0.5%

C
Between
0.5 and
0.75%

D
Between
0.76 and

1%

E
Between

1 and
1.5%

F
Between
1.5 and

2.5%

F
Between
2.5 and

5%

G Outlier
greater
than 5%

Total $50 or
less

$51 to
$200

$201 to
$500

$501 to
$1000

$1001 to
$2500

$2501 to
$5000

Outlier
(over
$5k)

Donor Confidence



DCI Scores 41N=1031 

56%

59%

61% 60%

67%

Single Small 2 or 3 Medium 4 to 7 Large 8 to 10 Very large (more
than 10)

DCI and Number of charities



Donor Confidence Index 42N=1031 

59% 59%

53%

64%

59%

54%

49%

I can remember every
charity I give to

I can remember some of
the charities I've given to

I can't remember any of
the charities I've given to

but know I 've given

Very loyal - I stick with
them whatever happens

Quite loyal - I  stay with
them unless they do

something wrong

Not very loyal - I  change
around if it suits me

Not at all loyal - I switch
whenever there is a more

compelling request

Donor Confidence

Donor Confidence



RG and Event Intentions



Regular giving portfolio

Of the 211 self declared regular givers, half give to a single organisation. Around 1 in 3 were the result of an 
interaction with the charity.

N=211 

54%35%

12%

Q37 - You mentioned that you 
make regular monthly donations 

to charities, how many charities do 
you support in that way? 

100% 2 or 3 more than 3 6%

14%

15%

17%

18%

30%

In response to a letter

Through an online advertisement or website

Other

Talking to someone on the street or at my
home

Talking with someone on the phone

Cannot recall

Q38 - For the most recent monthly 
commitment you made, can you recall how 

you first decided to make a monthly donation? 



Regular Giving Intentions

Nearly 1 in 5 regular givers are at risk of reduced contributions , though marginally fewer may increase 
their value. The older group were most likely to remain as is

N= 211

3%

3%

5%

5%

8%

14%

18%

11%

11%

11%

36%

35%

33%

31%

34%

25%

26%

27%

28%

27%

21%

18%

23%

25%

20%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Increase my monthly donation

Start giving to another organisation

Decrease my monthly donation

Stop giving to an organisation I already support

Pause donations for a period of time

Q39 - How likely are you to change the way you support organisations with 
regular monthly donations over the next 12 months? 

Extremely likely Somewhat likely Neither likely nor unlikely Somewhat unlikely Extremely unlikely



Social Fundraising Intentions

Unsurprisingly the younger group were far more receptive to all types of event engagement

All are slightly lower in ‘extremely and somewhat likely’ to participate compared to Sept 2020

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

20 In a physical challenge at an event where everyone is together eg walk/run

22 In a physical challenge at an event where everyone is together eg walk/run

20 In a physical challenge at an event but you can do on your own / virtually eg run/walk  x kms in a month

22 In a physical challenge you can do on your own / v irtually eg run/walk x kms in a month

20 In a non-physical challenge where everyone is together eg trivia night / morning tea

22 In a non-physical challenge where everyone is together eg trivia night / morning tea

20 In a non-physical challenge but you can do on your own / virtually eg give up chocolate

22 In a non-physical challenge you can do on your own / vi rtually eg give up chocolate

22 In a physical challenge you can do with support from a Facebook group

Extremely likely Somewhat likely Neither likely nor unlikely Somewhat unlikely Extremely unlikely

N=1,028 



Gifts in Wills



Gifts in Wills: Confirmed

An encouraging 13% say they have already includes a charity with the majority leaving a fixed amount to 
less than 3 organisations.

N= 1031 

13%

87%

Q41 - Have you left a donation to 
charity or not-for-profit 

organisation in your Will? 

Yes No

43% 38%

10% 4% 4%

1 charity 2-3 charities 4-5 charities 6 or more
charities

Can't
remember

Q42 - How many charities have you included in your 
Will? 

27%

53%

17%

3%

Q43 - What type of gift have you left to your nominated 
charity/ies?

A % of my estate A gift in a fixed amount Can't remember / Prefer not to say Other



Gifts in Wills: Confirmed

Age - growing appeal with younger audiences. 
Income – statistically significant when income jumps up over $75k. There is also a large group under $25k likely 

due to retirees
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Gift In Will: Consider

Amongst those that have not already included a charity, nearly 1 in 4 would consider doing so with 1 in 6 
quite likely to do so.

N= 889

23%

77%

Q44 - Have you ever considered leaving 
a donation to a charity or not-for-profit 

organisation in your Will? 

Yes No

3%

13%

31%

26% 27%

Definitely Probably Maybe /
maybe not

Probably
not

Definitely
not

Q45 - When you make or next update 
your Will, how likely are you to leave a 
donation to a charity or not-for-profit 

organisation in your Will? 



Gifts in Wills: Consider

Age - growing appeal with younger audiences. 

Socio-economic – less likely to be disadvantaged socio-economically

Socio-economicAge
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What to do....

Resist unilateral equitable cost cutting

Focus on quality acquisition

Protect the fans

Be number 1 – by the way you treat 
people

Support a growth mindset

Monitor the market and relative 
performance

Elevate memorable experiences

Prove competency with impactPrime good fortune and inequality

Be future focused in any restructure



Research insights to your inbox



THANK YOU!

WEBINAR

Every 6 
months we’ll 

share 
topline 
insights

HUB

https://fia.org.au/fia-research-centre/

Our Research Partner

https://fia.org.au/fia-research-centre/

