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Within the UK and developed world, the charity sector is vast. Currently there are around 200,000 registered 
charities in the UK alone. Society, to an extent, has developed an ever-growing dependence on the sector, 
especially as governments have become reliant upon them to provide many social services amidst budget 
cuts of their own.

Introduction

However, the charity sector is facing change brought about by the 
pressures of the external world. Both global and local changes 
are affecting demography, technology and resources available to 
this sector. A decline in generosity, a reduced supply of volunteers, 
fundraising scandals and ‘celebrity humanitarianism’ are a few of 
the concerns that charities face at a local level. Additionally, key 
‘global drivers’ are impacting how charities work on an international 
scale. With constant change, innovation and breaking news 
affecting the charity sector, staying focused on the work that 
matters the most is key for all stakeholders.

Competition has steepened. From the market leaders with larger 
budgets, to commercial brands with social purposes and B 
corporations, (a new kind of business that balance both purpose 
and profit) everyone is fighting for donors’ support. Research 
suggests that the charitable sector is currently operating between 
five and ten years behind the commercial sector when it comes to 
embracing the digital revolution. It’s essential to keep up to speed 
with all these changes, in order to be competitive and provide the 
best support possible for beneficiaries. 

By enlisting Auditel’s professionals help, with extensive knowledge 
and experience in these areas, we can highlight the positives 
and negatives you may not have realised before. Our network’s 
specialist independent expertise can aid you to bridge this 
uncertainty gap through our deep insights and industry knowledge. 
We can aid you in exploring how best to meet your technological 
innovation requirements, whilst balancing these risks and ensuring 
you achieve the very best value for money.
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Market Trends: Digital Disruption

With the UK firmly embedded in the fourth Industrial Revolution, 
in which disruptive technologies are changing the way we live and 
work, the need for charities’ procurement functions to embrace new 
ideas and technologies within their organisation has never been 
greater. Now is the time for charities to prioritise technological 
advancements in order to stay competitive, with sector predictions 
suggesting that these next few years are going to move very 
quickly. 

In an age which is increasingly digitally influenced, charities 
are being made to rethink what role technology plays in their 
operations, how technology can support their core purposes, and 
the consequences of this in regards to organisational strategy 
and design. With social media, crowdfunding, artificial intelligence 
and cryptocurrencies, the charitable giving landscaping is evolving 
at a rapid rate. Where digital once was a channel, it is now 
evolving to be core to charities’ purpose and ambitions. These 
technological disruptors, whilst at times overwhelming, offer a 
wealth of opportunity when implemented effectively. With years of 
experience in helping charities become more cost effective, Auditel 
has unparalleled sector knowledge and can help level the playing 
field in a competitive ‘giving’ landscape. 

DATA MANAGEMENT 

Many charities are struggling to harness the power of their 
data. Whether this is due to a lack of data collection capabilities 
or rather a lack of impact analysis, these capabilities open up 
unique development opportunities. With the issue of trust very 
much in the spotlight, charities are under pressure to address 
this problem; improving transparency is a key role for digital 
technology. Digital offers opportunities to be transparent in ways 
that weren’t previously possible, with some disruptors, such as 
blockchain, looking particularly promising. Donors want a more 
personal involvement with their chosen causes and are increasingly 
demanding transparency. World Vision CTO, David Allsopp, talked 
about the need to be as transparent as possible, to the point of 
‘being transparent about the things you can’t be transparent about’.

The Non-Profit Trends Report 2018 examined how charities 
resource and manage their technologies for programme delivery, 
engagement and impact measurement. Over half of non-profits 
find that programme data collection is easy, but using this data 
effectively is much less straightforward, with fewer than half finding 
it easy to analyse. This inability to properly untangle the data that 
charities collect has resulted in a range of difficulties when it 
comes to tracking and quantifying measurements, such as impact 
and performance. When questioned about the challenges that 
charities face, around three quarters report that they struggle with 
the ability to track the impact that a specific programme or service 
is having on its beneficiaries. 

Even though there is increased demand for transparency regarding 
charity funding and visibility into services, less than a third of 
non-profit organisations are prioritising improving their data 
management. According to the Charities Aid Foundation, 70% of 
potential donors agreed they would be more inclined to give to 
charity if they knew exactly how the money was helping those who 
need it most. Though more effective data management systems, 
these would provide insights that could be utilised to inform donor 
management, marketing activities, volunteer management, financial 
data analysis or forecasting, and more. In order to gain the public’s 
trust, charities need to be more transparent and be more open with 
how they are spending their funding.
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TECHNOLOGY TO MOBILISE SUPPORT 

Charities are utilising technologies to mobilise support for their 
beneficiaries, with social media and collaboration platforms 
becoming increasingly powerful assets for charities. From 
marketing their causes online, to global crowdfunding, fundraisers, 
and cryptocurrencies for good, the charity sector is entering the 
fourth Industrial Revolution. Many of these technologies do not 
involve charities having to remove systems they already use, 
but rather add systems that are designed to complement what 
they already have — resulting in a much safer and more gradual 
approach to achieving holistic digital transformation.

FACEBOOK

Facebook recently made its Workplace online collaboration tool 
free for all not-for-profits worldwide. Many different charities are 
already using this platform to help promote the work they do, 
including WWF, Save the Children and Oxfam. 

WWF has been using Workplace to power Earth Hour (which is 
their global movement to help protect the planet and different 
species), increase event awareness and increase engagement. 
Traditionally, WWF’s annual conference was only attended by 
senior stakeholders and executives but, due to this platform, it 
was able to be broadcast to the charity’s entire worldwide staff 
via Workplace’s live video streaming feature. This has resulted in 
employee engagement nearly doubling and has provided the WWF 
with the chance to gain valuable insights and suggestions from 
all of its employees, at all levels. The Workplace app also provides 
employees that work in the field with the tools to easily share 
photos and videos with others, and automatic translation tools help 
to remove linguistic and cultural barriers.

MOBILE FOR GIVING

Generating cash through everyday purchases is now a huge 
opportunity. The ‘Give as you Live’ app is one of several apps 
that is now being used by charities. Annabelle Risdon, Director 
and Head of Partnerships at ‘Give as you Live’, says: “With 
cash use declining, many charities know how difficult it is to do 
traditional fundraising these days, so having other options is 
vital. That said, many charities don’t have the resources to build 
their own technology to fundraise digitally.” 

Shoppers can use the app at more than 4,300 retailers to raise 
money for charities as they buy products. The Border Collie 
Trust is one of the charities using this platform, as they recently 
had to relocate their kennels to make way for the HS2 high-
speed rail link. Through using this app and other digital tools 
provided by ‘Give as you Live’, the charity raised over £10,000. 

CRYPTOCURRENCIES FOR GOOD

With millions of computers that are not always in use, why 
not use them for good and fundraise money for those who 
need it? Cudo is a technology that converts unused or wasted 
computing power into cryptocurrency. When computers are 
idling, Cudo utilises their spare computing capacity to make 
an income for charities by ‘mining’ for electronic currency. 
So far, Cudo Donate has been adopted by The Children’s Air 
Ambulance and War Child. Their main aim is to raise $1bn for 
charities in the next five years. 

Charities are waking up to the colossal power of cryptocurrency 
and blockchain technology. By using a technology-driven 
approach, this will allow charities to attract a new, younger but 
also tech-oriented demographic of supporters. As the boomer 
demographic ages, this could be of critical importance, as 
currently the average age of supporters for some charities 
is over 60. Who is going to replace this demographic if 
charities don’t start targeting their efforts towards the younger 
generations?

ARTIFICIAL INTELLIGENCE

Artificial Intelligence is one of the biggest technological 
trends at the moment and is a tool that charities should start 
incorporating alongside their fundraising efforts. Automation 
tools can help fundraisers to be more efficient and effective 
with their actions. This human-machine collaboration allows 
for mass personalisation and faster response times in a world 
in which immediate responses are the norm. Charities can 
create chatbots, adapted to their needs, to deliver personalised 
communication to donors and prospects 24/7. These bots 
can manage new member registrations and donations, which 
frees fundraisers up, thus allowing them to focus on growth 
and deal with other more important issues. In addition, artificial 
intelligence can allow charities to take advantage of their 
collected data, identify patterns and analyse donor behaviour, 
to provide real-time personalised communication to their 
customers.

GAMIFICATION AND MEASURING IMPACT

It’s difficult to collect data on campaign impact, despite this 
being important to help raise funds in the future. Makerble 
hopes to rectify this by using gamification. They help charities 
to collaborate on projects, track individual recipients, collect 
survey data, analyse progress outcomes and share ideas. 

The African Foundation for Development is now using Makerble 
to conduct its impact measurements, to report back to 
supporters. They argue that impact measurement need not be 
boring, but rather fun, easy and accessible when using user-
friendly tools and games. The system replaces paper-based 
forms, surveys and spreadsheets with an all-in-one tool that 
staff, volunteers and donors can hopefully enjoy using. 

Market Trends: Digital Disruption
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CUSTOMER MARKET

After many years of focusing on millennials, the next generation 
that is entering the workforce needs to be analysed. Generation 
Z are now graduating and starting to enter the workforce 
and charities need to start better understanding how to best 
communicate and appeal to them. The charity sector is investing 
more in brand than ever before, as a strong charity brand is key to 
success within this demographic. According to the 2017 Global 
Trends in Giving Report, Generation Z prefer to support causes 
related to youth, animals and human services and are also keen 
to volunteer. This is the first generation that grew up online with 
a huge amount of information at their disposal; they spend a 
lot of time on their phones and this is often their preferred way 
to carry out online activities. Such factors need to be taken into 
consideration when communicating with them, for example 
providing simple and concise information that grabs their attention, 
through the use of strong visuals such as photos or videos.

REGULATORY CHANGE & GEOPOLITICAL ISSUES 

Currently, we are living in the age of uncertainty in which 
geopolitical issues are rising globally. Such an unstable and 
changing landscape is putting a strain on organisations, both profit 
and non-profit. 

Over the past 18 months, a sequence of major regulatory changes 
has been initiated, including the new GDPR data protection 
regulations. These regulations extend across a wide range of 
sectors and legislation is applicable to all organisations that can 
be considered data controllers and data processors, including 
charities and not-for-profit organisations. Such changes can cause 
operational instability, with many being unsure of their implications. 
However, these changes also provide ample opportunity to 
reassess current — and new — digital systems, that may provide 
superior data management and protection, in line with these new 
regulations.

CUSTOMER EXPECTATIONS

Consumers now expect brands to draw upon authentic real-
life stories; they want to interact with content and see what is 
happening behind the scenes. 

Using human psychology has become increasingly popular in 
branding and advertising. More brands are asking what emotions 
they want to provoke to inspire action. Traditionally, charities have 
drawn upon the core emotions of sadness and fear for marketing 
purposes, but more recently there has been a shift towards anger. 
This has resulted in many charity brands adopting a fighting tone, 
led by Cancer Research UK, who represented cancer as the enemy 
and their supporters as their collective ‘army’. 

In the need for differentiation, some brands are now wisely 
choosing to swim against this collective tide. British Heart 
Foundation has replaced its “fight for every heart beat” strapline 
with the more emotive “beat heartbreak forever”, emphasising the 
beating heart at the core of their brand.

Market Trends: Market Dynamics
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When it comes to donations, transparency is key and should be a 
top priority for every charity. More than ever, donors lack faith in 
organisations and want to know if their donations are being put 
to good use by creating a real impact, especially with the slew 
of bad press some charities have recently received. There have 
been substantial shifts in the behaviours surrounding charitable 
donations and support over the last few years, with many of the 
younger generations choosing to give in less traditional ways  
than previously.

SOCIAL INVESTING

Today, people are increasingly attracted to putting their money 
into a fund or business that will give them a return, while 
supporting the values or causes that they believe in. 

‘Impact investing’ is the idea that you can make a positive 
difference by investing in a company that has a social mission. 
Millennials particularly have shown an affinity for aligning 
themselves with businesses that reflect their personal values 
or beliefs. Donors today are searching for places that let their 
money do double the work. 

In the future, we will continue to see people choosing business 
approaches, or commercial approaches, for what they deem to 
be important social needs.

RECURRING GIVING IS ON THE RISE 

A big trend that could really help charities to achieve long term 
financial stability is to receive donations from supporters on a 
regular basis. According to a report by the fundraising platform 
Classy, recurring donors are 42% more valuable than fundraisers 
and up to 440% more valuable than one-time donors. Most 
donors prefer to give a set amount monthly or yearly, but 
donations can be prearranged for as often as they like. 

Most organisations still struggle to persuade one-off donors to 
donate more frequently, or to get new donors to give recurrently, 
so it is vital to have a recurring giving program that is flexible 
and easy to use for all donors. 

Regular giving can have a huge impact on the financial 
wellbeing of a charity, as it provides a steady cash flow to fund 
operations and provides security to focus on strategy and 
growth. Supporters who give regularly usually donate more 
and for longer and are more engaged in the charity’s cause 
throughout the year. 

CROWDFUNDING 

In a crowdfunding campaign, projects are funded via small 
donations from a large pool of people and generally involve a 
plea posted online to help a campaign reach a certain amount 
of money. Crowdfunding is growing in popularity and is a great 
way for both individuals and charities to raise money. 

According to the Giving Trends Report, 41% of donors to 
charitable organisations also donate to online crowdfunding 
campaigns that benefit individuals. Due to this, 16% of those 
donors say they give less money to organisations due to their 
financial support of crowdfunding campaigns. This offers an 
excellent opportunity for charities to focus on crowdfunding to 
raise money through smaller campaigns, with specific targets. 
It offers the potential to place your charity in front of a new 
market audience to increase your donor network. Smaller 
organisations, or lesser known charities that try crowdfunding 
as a fundraising tool, can also harness increased exposure and 
funds that they would otherwise struggle to achieve. Moreover, 
donors are able to give directly to a wider range of causes from 
all over the world. 

Funding & Investment
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There is not a single, standard solution to these challenges. 

However, as an executive in the charity sector,  now is the time 
to re-examine your organisation through the lens of the new 
conditions that currently face us. The central blockers seem 
to be organisations having a lack of coherent digital strategy 
and understanding of what practical applications these novel 
technologies can offer them. Furthermore, a greater understanding 
of target demographics is crucial, with particular emphasis on: 
understanding novel giving behaviours, donation transparency and 
authentic branding — to increase employee, volunteer and  
donor engagement. 

The risks of making decisions can be significantly reduced if 
organisations ensure that they have a truthful comprehension of 
their current position and a 360-degree view of the challenges that 
are confronting them. Once this strategic high ground has been 
achieved, decisions regarding the requirements for growth and 
productivity become significantly less stressful. 

Auditel have worked with many charities over the years and have 
a deep understanding of the sector’s challenges and needs due to 
our extensive network or experts. 

By engaging Auditel at the right time, independent external help that 
works alongside your existing leading operational teams, we can 
level the playing field and strengthen your competitive advantage, 
whilst ensuring you achieve the very best value for money. 

https://www.charitycomms.org.uk/five-charity-branding-trends-for-2019

https://www.charitydigitalnews.co.uk/2018/09/08/new-digital-trends-for-charities-revealed/

http://time.com/5477667/charitable-giving-trends-2019/

http://www.charitytimes.com/ct/charity-technology-trends-to-watch-out-for-in-2019.php

https://www.digitaldoughnut.com/articles/2018/november/how-digital-trends-are-shaping-charities

http://blog.esolidar.com/en/5-top-giving-trends-for-charities/

https://www.acutec.co.uk/blog/gdpr-affect-charities
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