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This report looks at the following areas:

< Raising the engagement of younger donors
= Charities responding to the modern need for speed and convenience

As the charitable sector in the UK continues to grow, it is presented with unique opportunities. Indeed,
the rise of selfie charity campaigns in 2014 has likely changed the charitable giving landscape forever.
This has coincided with the increased speed of digital and mobile innovation in the sector, as charities
race to engage with younger donors.

This report will look at the ways in which people donate money to charity, the average amount donated
and how it varies by demographics, charitable causes and methods of donating. It will look more
closely at the growing influence of the internet and social media in the sector. The report will reveal
motivations for donating to charities and various attitudes towards making charitable donations.

DID YOU KNOW?

more holistic view of this market

“Awareness is crucial in connecting with existing and
potential donors, and charitable selfie campaigns have
proved to be effective at gathering large-scale support for
marginal causes during 2014. However, it remains
important for charities to continue building greater trust

amongst donors.”

— Ina Mitskavets, Senior Lifestyles and Consumer

Analyst
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Figure 10: Amount given to charity in the four weeks before interview, by how much people in neighbourhood are trusted, England,
2012-13

Catering to the time-pressed donors
Figure 11: Barriers to regular formal volunteering in the 12 months before interview, England, 2012-13
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Direct mail appeals for the personal approach, but TV advertising is on the rise
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Online advertising spend on the decline
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People feel most charitable during church services...
Figure 23: Average amount of money people donated in the past 3 months, by ways in which people donate, July 2014

...and also when donating to religious organisations
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Figure 24: Average amount of money people donated in the past 3 months, by types of charitable causes people donate to, July 2014

Transparency increases size of charitable contributions
Figure 25: Average amount of money people donated in the past 3 months, by reasons why people donate to charities, July 2014

Figure 26: Screenshot illustrating Innocent’s ‘Chain of Good’ stories, October 2014

The Consumer — Online Charitable Activities

Key points
The rise of online charitable giving
Figure 27: Online charitable activities over the past 12 months, July 2014

Younger donors appreciate the convenience of online donations
Figure 28: Attitudes towards donating online and on social media, by age, July 2014
Online fundraising platforms going from strength to strength
JustGiving enters crowdfunding space
Figure 29: Screenshot from the beta version of yimby.com, October 2014
Selfie campaigns are raising charities’ profile
Figure 30: #nomakeupselfie campaign celebrities’ selfies, October 2014
Figure 31: Sharing badges for the macmillan ice bucket challenge, October 2014

Figure 32: #wakeupcall celebrity selfies, October 2014

The Consumer — Motivations for Supporting Charities

Key points
Emotional connection as the top motivator to donate

Figure 33: Reasons for donating money to charities, July 2014

Feel-good factor and guilt motivate younger donors
Figure 34: Reasons for donating money to charities, by age, July 2014

The Consumer — Attitudes towards Donating to Charities
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Nearly half of adults are annoyed if they are stopped in the street
Figure 35: Attitudes towards donating to charities, July 2014

Figure 36: Screenshot of Solar Aid’s online social impact calculator, October 2014
Older donors are more sceptical about impact of their donations

Figure 37: Attitudes towards donating to charities, by age, July 2014
Celebrity influence
Charitable wills

Figure 38: Screenshot from the front page of Will Aid website, October 2014

Weddings benefitting charities
Figure 39: Example of Oxfam’s wedding favour, October 2014

The Consumer — Brands and Charitable Giving
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Millennials are most positive about charitable brands
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Figure 40: Attitudes towards charitable brands, by generations, July 2014

Greater need to engage non-donors
Figure 41: Attitudes towards charitable brands, by whether or not people donated to charity in the past 12 months, July 2014
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