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● FOREWORD 

Developments in technology have had a dramatic impact on the way charities operate. In addition
to enhancing channels for communication, reaching new audiences and campaigning more effectively, lies
the potential for increasing revenue at very little cost to organisations. 

Without the need for excessive paperwork, the ability for donors to set up standing orders and pay
securely by direct debit makes online giving an attractive method of support. However, research carried
out by the ICT Hub has shown that despite a steady growth in fundraising online, voluntary and
community sector organisations are not necessarily benefiting from a significant increase in donations.
With a high expectation on technology alone to improve results, existing operating methods are often
overlooked and therefore not in line with current trends. 

The ICT Hub is pleased to have funded this third ICT Foresight report.Alongside exploring the tools
available for electronic giving, such as websites and mobile phones; this report looks at the impact of
technology on traditional marketing methods; and how to adapt to a cultural change in managing donors
to ensure these tools are used effectively.

We at the ICT Hub are working to address the issue of support by providing a range of free and low-
cost resources, including events, our website and publications to help voluntary and community
organisations use ICT more effectively and efficiently. For more information about the ICT Hub, visit our
website www.icthub.org.uk

Nicola Thompson
Head of the ICT Hub
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Conclusion: the giving market

The key message from this report is that although ICT has not increased overall levels of giving, it is
driving more subtle changes in how people give and where power lies. Donors are increasingly using
online payments to replace less convenient methods of giving and the internet and mobile phone
technology have proved successful in allowing donors to respond rapidly to calls for giving. Power
appears to be shifting away from organisations towards individuals. As a result the role and model of
VCOs may change from being deliverers to facilitators and market makers. Power is also becoming
more dispersed, internet technologies that require a minimum of technical knowledge are developing,
allowing a wider diversity of organisations and individuals to reach people.

Giving may not have increased as a result of ICT, but VCOs should not underestimate the importance of
engaging with new media tools to ensure that they maintain and increase levels of giving and numbers of
donors. Those who do may lose out to their more technically savvy peers.

• VCOs can easily and affordably reach and
bring together potential donors.

• Technology can close the gap between
donors and beneficiaries through more
active and direct communication.

• Organisations can more easily use data to
build giving relationships with supporters
and consider how individuals engage with
their organisation more widely.

• Distributed fundraising can help
organisations to raise money and reach
new people.

Opportunities �

• As new groups around common identities
are easily and quickly formed, it may dilute
the hold that established organisations
previously had over a cause. 

• It may be hard for organisations to maintain
control of their messages if individuals are
increasingly the source of information.

• Use of third party sites may prevent VCOs
collecting rich data from their donors.

• There is a risk of ‘giving fatigue’ if viral
fundraising methods result in too much
information being received by individuals.

Risks
�

• Micropayments provide a new fundraising
market for VCOs which may increase
levels of giving.

• VCOs working in response to disasters
will continue to benefit from the
instantaneous nature of the internet.

• The internet may level the playing field for
smaller organisations if they can
communicate their message convincingly.

Opportunities �

• Online giving should not be relied upon to
increase giving in itself, the work that
organisations do and how they
communicate with potential donors
remains the key driver for giving.

• Competition for donors and funds will
increase as more VCOs are able to
promote their work online.

• New intermediary organisations may take
the place of VCOs who do not respond to
shifting relationships with donors.

Risks
�



● THE GIVING TRANSACTION 

The internet and new media have changed the ways in which people give.

Key drivers 

• Increased confidence in the internet is leading to rising expectations of being able to 
give online.

• Mobile fundraising is likely to grow as mobile phones increasingly function as computers 
and wallets. 

• Donors are increasingly giving at times that suit them without being asked.

New channels for giving

Ever since discussions began about how VCOs could use the internet and other new media, fundraising
has been a dominant theme. For organisations that rely on individual donations to fund their work, the
internet at first appeared to be an exciting new channel which was expected to increase levels of giving.
However, it is now largely accepted that the internet has simply broadened the range of tools available
to fundraisers; it has not fundamentally changed the ways in which organisations fundraise. Fundraising
continues to succeed or fail largely because of the work that organisations do and how they
communicate with potential donors, as Michael Gilbert explains: 

The ability to take credit cards online is like having a checking account. It’s essential. But it’s not
fundraising. Just ask yourself this question: When was the last time you opened a bank account for a
nonprofit and had a thousand people line up to make deposits? To discover the real promise of online
fundraising, we have to first start with the right vision of the craft of fundraising itself. As with all
attempts to empower nonprofit practices with new technology, it’s almost always a mistake to start
with the technology itself. It is wiser to start with a pure understanding of the nonprofit practice that
the technology is meant to serve. In this case, that means asking: What is fundraising? 

– Michael Gilbert, Frictionless Fundraising: 
How the Internet can Bring Fundraising back into Balance 

(Nonprofit Online News, 2003)
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• Intermediate giving websites allow small
organisations to take advantage of online
giving.

• Multiple small donations can be collected
as low transaction costs open up the
possibility of micropayments.

Opportunities �
• VCOs may focus their websites on donors

to the detriment of communicating their
mission and building relationships with a
wider range of stakeholders.

• Potential donors could be lost by VCOs
that do not take advantage of new methods
of giving.

Risks
�
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And yet it cannot be denied that the internet has changed the giving transaction, making it faster, easier
and more efficient to collect money from supporters. Even small organisations, without the capacity to
fundraise through their own websites, have been able to take advantage of the immediacy and convenience
of online giving through intermediary sites like justgiving.com. As online shopping and banking have
become more widespread, familiar and trusted, public expectations of being able to give online have
risen, particularly for younger donors for whom the internet is the natural mode of transaction.

A consequence of online giving has been the ease with which donors can give unsolicited donations 
at a time of their choice (for example 46% of online donors to the US 2004 presidential campaigns gave
without being asked, compared to just 24% of offline donors1), which suggests a shift away from
traditional fundraising models that rely on large scale direct marketing to solicit donations.
Organisations are increasingly aware that a visitor to their website may at any time be considering
making a donation. This does not, however, mean that a ‘donate now’ button on every page is the
solution, as Andy Dearden explains:

● THINK PIECE: PRESS THIS BUTTON  TO GIVE

Many fundraisers can be mesmerised by the large numbers of visitors on their website
home page. The web is a large open space and sites can have many visitors every day.
Fundraisers might think that such large numbers of visitors are easily converted into
donations. Should you have a prominent button on the home page, saying ‘click to give’?. 
This could be a strategic mistake. 

A useful metaphor is standing in the high street with a bucket. Lots of people will see you
and your bucket, but most will walk past. The bucket is not the best way to raise money.
Whether anyone stops depends more on what they already know about you, your public
profile, and their experience of you, than with what they see printed on your bucket today.
Your website visitors are a bit like the people walking past in the high street. 

So how do you convert online interaction into income? One thing to recognise is that
thinking about ‘online interaction’ may miss the point. The person interacting is not actually 
in cyberspace. He is in a real place, she is at work, he is at home, she’s in a café or wireless
hotspot. Your website visitors are doing something – just like the shoppers in the high street,
they might feel very busy right now. But what are they doing? They have a reason for looking
at the information on your website. They may be experiencing a crisis where your organisation
can help. Unlike the high street, your web visitors did not encounter you by accident. 

This does not mean that web visitors are not potential donors to your organisation. 
But how are donors created? Why do your most loyal supporters give to your organisation?
Some typical answers are ‘we helped them or their loved ones in the past’, ‘they share our
values and our vision’, ‘they trust us to use their money well’, ‘they recognise our name and
track record’. Words like recognise, trust, help, loved-ones, regular, loyal all point to a relationship
between your organisation and its supporters. Giving demonstrates that a strong relationship
has been built. 

continued overleaf...

1. Small donors and online giving: a study of donors to the 2004 presidential campaign (Institute for politics,
democracy and the internet, 2006)



The relationship might start with a visit to the website, but a relationship is built over
time in a series of encounters, what the marketing people call ‘touch-points’. In some of
those encounters, you could give your visitor something to remind them of you. Could they
download a photo as a desktop background, a screen saver made from pictures of your
work, a mobile phone ring tone? In other encounters, you might invite them to join an event
you’re planning, or let them subscribe to a magazine, e-newsletter or podcast. 

Your website should express what your organisation is about. It should focus on delivering
your mission. It should help your visitors get on with their lives. If you get these first experiences
with web visitors right, then ‘this could be the start of a beautiful friendship’. 

– Andy Dearden is Reader in e-Social Action in the Faculty of Arts,
Computing, Engineering and Science at Sheffield Hallam University.

Mobile phones and micropayments

The future of online giving may rely as much on the mobile telephone as on the PC. As growing
numbers of mobiles allow connection to the internet, it will become increasingly rare to be without
internet access. In addition, for several years it has been predicted that mobile phones will act as
people’s wallets, allowing individuals to make quick and easy payments:

The evolution of the mobile phone in modern society is all about finding ways to make it relevant and
useful in everyday life. As a portable and ubiquitous device, mobile phone[s] are heralded not just as
a tool for communications, but also for commerce. In many parts of the world, mobile phones are
already used as a payment device to make payments at stores, vending machines and parking
meters through partnerships between specific national carriers and various banking institutions.

Michael Stein, Using Mobile Phones in Fundraising Campaigns 
(MobileActive.org, 2007) 

Mobile fundraising is in its early days, largely because the cost to organisations remains a significant
barrier, but as prices fall and the medium becomes more familiar and trusted, giving through this channel
is likely to increase. 

Another important trend in the future may be the increased use of micropayments to collect funds.
With transaction costs so low, it becomes feasible to collect a very small donation from an individual,
perhaps by piggybacking on a transaction that they are already making (e.g. a purchase, or a bank
transfer). The timing of ‘the ask’, when people already have their wallets out, makes the likelihood of a
donation higher, whilst the small size of the amount may reduce the perception of risk for a donor,
making them more likely to give a small amount without much thought. In this way micropayments have
the potential to open up new markets for organisations. The low transaction costs allow organisations
to bring together multiple small donations that would have been hard to reach in the past; the end
result could be new markets opened up for organisations leading to significant new income streams.

ICT Foresight Report Charitable Giving
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● THINK PIECE:  THE REVOLUTION THAT NEVER WAS
– FUNDRAISING AND THE INTERNET

The commercial world has been revolutionised by the internet. The world of
contacting and finding out about charities has also been massively changed. But the world of
fundraising and donors remains largely untouched. There are a few charities that benefit
hugely from the internet – those who deal with disasters and emergencies overseas or
anybody who has substantial numbers of runners in events like the London marathon. 

But since the internet (including emails) was created we have heard talk of a revolution in
giving. I don’t believe that revolution has come yet – and it probably never will. There are
several reasons for this. 

Firstly, giving is not a rational activity. People don’t decide who to give to on the basis of
facts and ratios. They decide who to give to based on the causes they care about or the
charity brands that they have heard of and trust. Indeed some people give not because of any
affiliation with the cause, but because they were asked by the right person at the right time:
face to face fundraising on the street works partly because of personal chemistry and
attraction. As one fundraising director told us – ‘with an all male recruitment team, the
number of young women donors we have recruited has gone up’. 

The flipside of this is that there are few people who go off and search all the financial
details of a charity before deciding to give to it. Giving is not like pensions or cars or washing
machines. Not only is it much harder to compare the features of a charity one to another,
but most people don’t want to work that hard. As somebody said in one of our focus groups
‘If they are a big name charity, they are a brand. I just trust them to do a good job’. 

Secondly giving is all about asking. Few people wake up in the morning and think I must
give today. So they don’t go and seek out the perfect charity to meet their needs. Indeed
most people give because somebody asked them. That doesn’t mean they were cajoled
against their will into giving, merely that asking for a donation, like going on a first date, is a
vital part of beginning a relationship – and somebody has to do the asking. 

continued overleaf...
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Micropayments are payments of very small sums of money, perhaps just a few pence. New
methods for processing these payments mean that transaction costs are very low, making the
collection of micropayments economically viable for organisations. Micropayments are
increasingly paid as additions to other payments, the online equivalent of putting small change
into a collecting tin. For example, see www.missionfish.org.uk which promotes the use of
micropayments on eBay. 

Key terms
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Of course the internet is not the only ‘new media’ that might change fundraising. Text
messaging and digital TV both have considerable potential to change the way that charities
build relationships with their supporters. Sadly these techniques appear even further behind
the internet in changing the way that people give. The internet remains the tallest tree in the
short forest of new media techniques that are changing fundraising. 

Where does this leave the internet? Well the internet can’t flirt, rarely stops people in
their tracks and is poor on personal chemistry. But it is great at reassurance and support – it
can provide a host of useful information to doubting donors. For fundraisers, the internet is a
reactive support tool, not a proactive asking tool. Ask any fundraising director what are their
top three fundraising techniques and very few will answer the internet. 

– Joe Saxton is driver of ideas at research consultancy nfpSynergy. 
This is an edited extract from nfpSynergy’s report ‘The 21st Century Donor’ 

available free to download from www.nfpsynergy.net. 
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● GIVING: THE DONOR’S PERSPECTIVE

The internet empowers individuals to take control of their relationships with organisations.

Key drivers

• Social networking sites allow individuals to share personal and political identities and actions
with peer groups.

• An increase in online information is allowing donors to make more informed decisions about
who they give to.

• Interactive websites expressing personal recommendations may have an increasing influence
on donors.

• Donors increasingly expect personalised contact with organisations.

Taking control

The internet empowers individuals to have their own voice. As explained in ICT Foresight: how online
communities can make the net work for the VCS, individuals can now place themselves at the centre of
their own online network and shape their virtual world around their personal identity and interests. As
more individuals develop their own unique online presence, they want to use this space to take control
of their relationships with organisations, linking to and fundraising for organisations that they care about,
using tools like widgets (for more on widget fundraising, see page 24-25). In addition, websites like
realitycharity.org allow individuals to start fundraising campaigns themselves, whether for an established
organisation or directly for their own benefit. This raises interesting questions about the role of VCOs,

• Personal online spaces allow individuals to
fundraise directly for organisations.

• The internet can attract more supporters
by breaking down the barriers between
giving, activism and awareness raising.

• Social networking technology may allow
VCOs to more effectively target potential
donors.

• Websites that exploit expectations of
being able to support particular projects
are likely to attract donors.

• Increasing expectations of feedback help
ensure that VCOs are accountable and
transparent.

Opportunities �

• Some individuals may cut out the VCS
middleman by giving money directly to
individuals or communities. 

• VCOs may allow a focus on the ‘ask’ to
overshadow the importance of support
without a donation. 

• If the wealth of online information about
VCOs becomes unmanageable, it may be
increasingly difficult for individuals to
decide on which organisation to give to.

• Donor expectations of being able to
specify where their money is spent may
reduce levels of unrestricted funds.

• Growing expectations of feedback and
personalisation require extra time and
resources.

Risks
�



particularly if individuals seek to cut out the middleman by directly raising money for themselves. This
provides a very personal way for donors to see where their money is spent, but there is a risk in
bypassing VCOs, that funds will be limited to tackling effects rather than tackling issues and their causes
more broadly.

Making the decision to give

The factors influencing why people give to charity are multiple, complex and often debated. There are a
number of ways in which the internet, and social networking sites in particular, can influence the
decision to give. Distributed fundraising through widgets (discussed on page 24) exploits one motivation
for giving, which is to support friends and family (as particularly seen through sponsoring).

Another factor that influences the decision to give is the actions of peer groups. As described above,
individuals are increasingly creating personal online spaces through which they can express their
personal and political identities using links to organisations and online ‘badges’. For those in online social
networks this increases the awareness of the actions of peer groups, even in terms of charitable giving,
which in the UK has traditionally been a relatively private activity. New applications like ‘Causes’ on
Facebook also explicitly celebrate and publicise the act of recruiting others to a cause. 

The internet can be particularly good at making the connections between donations and the expression
of values by breaking down the barriers between giving, activism and awareness raising. For example,
signing up to a Facebook ‘Cause’ does not require a donation (hence the membership of Causes on
Facebook far exceeds donations2), yet the ability to give remains integral to the application, making it a
powerful way to aggregate the expressions of individual values into a collective which could, in time,
result in new donor relationships. 

From a strategy perspective Agape [the Causes application in Facebook] is so much sexier than, say,
Change.org because it integrates with an existing network instead of building its own. But both of
them go beyond mere “fundraising” by directly involving people in these awareness campaigns. Both
of them are brilliant because they really reinvent the landscape for mission-driven networking. And
we are only seeing the tiniest, teensiest, itty-bitty speck of what this type of networking is going to be
capable of. The bottom line is a fair measure of success, but Allan is right: f**k the money metric. 1
million self-selected people. 27 days. 

Chris Blow comments on Interview with 
Joe Green and Chris Chan of Project Agape 

(Non-profit Tech Blog, 20 June 2007) 
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2. ‘Facebook applications: the future of fundraising? Probably not’ (The Bivings Report, 18 June 2007)

Widgets are live bits of online information that are displayed on one webpage and
continuously update by drawing their content from another source. They are commonly used
on personal webpages to display multiple information updates such as: blog entries; the latest
news stories; or email inboxes. A fundraising widget can be added by anyone to their
personal blog or website to provide an ‘online thermometer’. It will update as fundraising
progresses, allowing visitors to see exactly how much has been raised at any time, and how
much more you hope to raise.

Key terms
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Deciding who to give to

The access to information that ICT facilitates empowers consumers, allowing them to research and
compare products before setting foot in a shop or making a purchase. Likewise, it has never been so
easy to find out about and compare the activities and impact of charities. Although many donors will
never choose to undertake any significant research before giving, most major donors do. Informed with
increasing information from online websites such as GuideStar and Intelligent Giving, the ability of
donors to research their cause is contributing to a shift in power towards individuals. 

Taken one step further, online social networking tools may in time allow individuals to flag up when they
are open to giving. This would remove the need for donors to initiate action when they feel willing to
give, instead putting the onus on organisations to be aware of donor’s interests and approach them with
an attractive pitch at a convenient time. 

Recommendations are another factor that may increasingly influence how donors select organisations
to support. In online environments, recommendations are particularly important with trends showing
that people are more and more inclined to trust the opinions of those in their networks and other
peers (a common example is the rating system on sites such as amazon.co.uk). Future incarnations of
GuideStar or Intelligent Giving may allow donors and other stakeholders to rate and comment on
organisations. These collaborative approaches to rating personal experiences might increasingly drive
perception of the sector, rather than branding or advertising. If these information portals also allow
payments directly to organisations then such online communities could become even more powerful.

ICT has the ability to make it easier for donors to specify particular projects that they wish to support,
which in turn is likely to increase expectations of being able to ringfence or earmark donations.
Innovative sites which exploit this capability are likely to attract donors, but some have questioned
whether this shift of power towards donors could spell the end of unrestricted income from donations: 

The days when charities could get away with opposing any hint of restricted donations in their direct
marketing might be over! ‘Dorothy Donor’ gave to charity because we asked. That was all she needed. She
believed in what charities stood for and that they would spend her money wisely. Not so her sons and
daughters, the Baby Boomers. They’re far more demanding... and they just love ear-marking! They want
to know what their gifts will achieve, preferably something tangible which they could even visit one day! 

Steve Andrews, I’ve seen the future and it’s earmarked 
(Whitewater blog, 1 December 2006)

Rising expectations

Sophisticated databases have transformed customer relationship management in the private sector. 
This in turn has raised donor expectations of their interaction with VCOs. Donors increasingly 
expect organisations to know who they are, to acknowledge their contact and involvement with the
organisation, and to recognise the multiple hats that they may wear (e.g. donor, volunteer, activist etc), 
as William expresses:

I’m the supporter of a particular charity but they write to me and it feels like they don’t know I exist
even though I donate to them regularly. It’s because they’re not connected up enough to know that I’ve
had a long-term relationship with them. It’s about bringing together all the parts of an organisation
that a stakeholder has touched so that the person feels valued and acknowledged.

William Hoyle 
(roundtable discussion, June 2007)



Although many donors still implicitly trust charities to do ‘good’ things with their funds, increasing
numbers of donors also wish to have confidence that their money is used well. As a result, expectations
of feedback are also rising, and donors may increasingly expect reports to be personalised and related
to the gift that they have made. This would result in organisations having to spend more time and
resources on reporting and providing personalised reports to donors. Simply providing a PDF of the
annual report on a website may no longer be enough. 

● THINK PIECE: TURNING SOCIAL IMPACT INTO A 
NEVER-ENDING STORY

“It is the cardinal difference between gift and commodity exchange that a gift establishes a feeling-
bond between two people, while the sale of a commodity leaves no necessary connection.” 

– Lewis Hyde

Through social media, the participation age will:

• Afford even the smallest charity the chance to be seen and heard online – the Long Tail of
Online Giving

•Turn donors and beneficiaries into real people again 

• Make it easier for charities to treat every donor like a major donor

• Hold up a mirror to charities; allow the most agile to re-invent themselves as the gatekeepers
of social impact. 

Charitable giving has the power to bring people together and social media is helping to break
through the disconnected giving models of the past. New online tools are offering people the
ability to mobilise their social networks around peer-to-peer lending and personal fundraising
campaigns3. In future, charities will not take donors for granted but embrace them as partners.
Likewise, donors will only fully engage with charities that tap into their own personal goals and
aspirations. 

As we enter the ‘emotional decade’, charities have an opportunity to embed themselves in
people’s lives and social situations (on social networks). They can talk with individuals about
what drives them and how these individual goals can be realised through the work of the
charity. The connections will be sustained through storytelling (using blogs and other social
tools) and through dialogue.

Donors give to accomplish things and the perception is that the money will be spent
relatively quickly – as charities already do in emergency situations. Greater accountability
ought not to be seen as the onerous collection of data and content which happens once a
year, but rather a continuous process. A good annual report can disguise failing projects, and a
poorly-written report can fail to convey the real impact a charity may be having. This is an
argument for continuous assessment and impact reporting. By adopting social media wisely,
this should not mean compromising rigorous and effective programmes, but embedding the
harvesting of stories in re-aligned job roles. All charities will soon be Chief Storytelling
Officers demonstrating accountability with a human face. 

continued overleaf...
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3. See the case study on page 20
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Charities should learn from the example of Kiva. As Jeff Brooks writes4:

“Kiva didn’t create some kind of bogus, pandering fundraising offer that traded effectiveness
in the field for effectiveness with donors. But they did have to create donor-centred
infrastructure. Donors’ wants, needs, and aspirations are built right in to the core of Kiva’s
work.”

Empowered donors will also receive information about the impact of their giving via “smart
widgets” embedded on blogs and online social networks, giving them a feeling of ownership
over outcomes. In the new world of social networking and social tools, our ‘friends’ will do
the ‘asking’, while the most successful charities will take a step back and focus on
relationships, not processes, with the power rooted in personal connected giving (and
asking), not the overbearing formal structure of the charity brand.

Steve Bridger is a Social Media Strategist and blogs at www.nfp2.co.uk 

4. http://www.donorpowerblog.com/donor_power_blog/2007/04/too_much_donor_.html



● FUNDRAISING:
THE ORGANISATION’S PERSPECTIVE

The internet provides ways of establishing and managing relationships and challenges the traditional
model of VCOs sitting at the centre of fundraising relationships.

Key drivers

• The internet allows the creation of niche communities through fast and easy connections
between people.

• Online communities allow individuals to directly share their own experiences.

• ICT has allowed the development of increasingly powerful databases that store data about the
interactions that donors have with organisations.

• Online communities and networks are leading to non-hierarchical marketing structures where
messages are spread between individuals rather than from a central source.

Finding donors: the long tail

The internet allows easy connections to be made between people who are geographically dispersed, so
that it is far easier to reach people with particular interests and create niche communities. Marketers call
this the long tail – they are interested in selling products with a limited niche appeal and the web makes
this possible. The same is true for fundraising; the internet can help an organisation to easily and affordably
reach and bring together the people who may want to support a cause, however specialised it may be. 

‘Online fundraising may seem daunting, but it’s not. We’re a small organisation, but we seem large
online without spending the dollars. We can’t do the glossy magazine ads or a mailing to 100,000
people, but we can reach a lot of people and look exciting online.’

Jennifer Sachs, Bluewater Network, quoted in A decade of online fundraising 
(Nonprofit Quarterly, Winter 2004)
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• VCOs can easily and affordably reach and
bring together potential donors.

• ICT can close the gap between donors and
beneficiaries through more active and
direct communication.

• Organisations can more easily use data to
build giving relationships with supporters
and consider how individuals engage with
their organisation more widely.

• Distributed fundraising can help
organisations to raise money and reach
new people

Opportunities �

• As new groups around common identities
are easily and quickly formed, it may dilute
the hold that established organisations
previously had over a cause. 

• It may be hard for organisations to
maintain control of their messages if
individuals are increasingly the source of
information.

• Use of third party sites may prevent VCOs
collecting rich data from their donors.

• There is a risk of ‘giving fatigue’ if viral
fundraising methods result in too much
information being received by individuals.

Risks
�
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New websites like PledgeBank.com have emerged which are dedicated to aggregating individual interests
into new collective groups. An example of how this can work can be seen in the case of the Open
Rights Group which was set up when an individual started a pledge on PledgeBank.com committing to
regularly donate money in order to set up a new organisation to campaign on digital rights, if a certain
number of other people would also commit. The pledge was successful and a new organisation was
quickly established. 

However, as the internet allows individuals to express their personal identities more easily, and to
quickly and easily form new groups around common interests, it can dilute the hold that an established
organisation previously had over a cause. It will be ever more important for organisations to be aware
of the conversations happening about their causes or areas of interest online, and to make the time to
participate in those conversations and flag up their work.

Creating an authentic message

Charities have always used ‘stories’ or case studies to bring to life the impact of their work, but in the
past these have often been passive, and maintained a distance between donors and recipients.
Technology can help to close that gap by allowing users, beneficiaries or staff and volunteers on the
ground to play a more active role, by telling stories about the work of the organisation, using tools
including blogs, pictures and videos: 

Canadian doctor, James Maskalyk, is working for MSF [Médecins san Frontières] in Abyei, Sudan. He
is writing a blog about his experiences. It’s truly inspirational stuff; particularly because it comes
directly from him in real time, not in a sanitised quarterly charity newsletter. He shares his doubts, his
fears, his hopes and his triumphs. He happens to write beautifully, but it doesn’t matter when he
leaves uncorrected typos or uses poor grammar. Because it’s real.

Steve Andrews, Real Close  (Whitewater blog, 29 May 2007)

Taken to an extreme this prompts the question of whether fundraising in the future should sit in ‘the
centre’ (i.e. the organisation) or in the community that benefits. In the future will users, volunteers or
beneficiaries tell their own stories and lead fundraising campaigns? And should the focus for VCOs be on
helping them to develop the skills and confidence to do this? 

Understanding donors and building relationships

Any discussion of ICT and fundraising must explore not only the internet but also the databases that allow
organisations to ‘manage’ or to build relationships with their supporters. These databases have made it far
easier to store and interrogate data about the interaction between donor and organisations, although
many organisations would recognise that they are not used as effectively as may be possible. This discipline
is generally known as Donor Relationship Management (DRM) and has learnt much from its private
sector cousin, Customer Relationship Management (CRM). In addition, metrics that tell organisations
how many people view web pages, allow organisations to understand the power of different fundraising
messages by measuring ‘click through’ rates in a way that was impossible with hard copy leaflets.

Blogs are websites with dated items of content in reverse chronological order, self-published
by bloggers. Items – sometimes called ‘posts’ – may have keyword ‘tags’ associated with
them, are usually available as feeds, and often allow commenting. 
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DRM can also allow giving to be better aligned with advocacy and other activities, thereby recognising
the range of ways in which stakeholders may engage with organisations. And because email has made it
cheaper to communicate with stakeholders, it allows organisations to spend more time on building
relationships, with less focus just on ‘the ask’: 

The potential exists to treat every donor like a major donor: To prospect with respect, permission, and
integrity. To cultivate and segment and personalise. To ask for the right amount at the right time, so
that giving is natural, and lifelong. To steward the relationships with care, so that loyalty and
commitments increase, along with the resources that come from such relationships. This potential
exists because two costs have decreased by many orders of magnitude: the cost of communication
and the cost of personalisation. The integration of email, the web, and databases means that instead
of costing 60 cents to reach the next person by post, it costs a sixth of a cent by email. And it means
that some personalisation costs almost nothing and is maintained by the donor, instead of potentially
taking an entire phone call or lunch by a paid staff person to achieve. 

Michael Gilbert, Frictionless Fundraising: How the internet can bring fundraising back into balance 
(Nonprofit Online News, 2003)

However, looking to the future there are challenges to DRM. The growth of distributed and widget
fundraising (see below) where VCOs are not in direct contact with donors, means that it is impossible to
collect rich data about the people supporting an organisation. Equally, the use of third party websites like
justgiving.com allows donors to choose to remain anonymous to the organisation that receives donations.

Using the network: distributed and viral fundraising

As explored in ICT Foresight: how online communities can make the net work for the VCS, a growth 
in bounded online communities and more fluid online networks is providing new opportunities for
organisations to devolve their marketing, communications and fundraising activities. Early websites were
like online brochures, disseminating information from the centre. However, online communities and the
social networks that they support, offer the potential for what is sometimes called viral marketing. 
The flat, non-hierarchical model of networks can be a powerful channel for spreading a message. 
An organisation which has a network of ‘friends’ online can start a ‘snowball’ effect, whereby the
organisation’s friends invite their friends to link with the organisation. These new contacts can then
invite ever more people to link and contribute to the network, eventually allowing the organisation to
reach people well beyond its original circle. This is sometimes referred to as generating a ‘buzz’. Widgets
(see page 18 for a description) can add a new dimension so that supporters are not only promoting an
organisation but also actively fundraising for it through their own networks. 
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Donor relationship management (DRM) is the process of collating and analysing
detailed information about interactions with donors. It allows organisations to build and
manage donor relationships by better shaping communications to the needs of individuals.
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The interview below highlights both the opportunities and challenges that distributed fundraising
presents. It can help organisations to raise significant sums of money, and reach many new people, but it
also requires organisations to review how they control messages. 

● CASE STUDY:  RAISING $100,000 IN WEEKS USING
DISTRIBUTED FUNDRAISING
Extracts from an interview with Beth Kanter of the Sharing
Foundation, conducted by Nick Booth of podnosh.com

Nick: Earlier this month I met Beth Kanter who lives in Boston, in the USA. She’s on the
board of a charity called the Sharing Foundation, which works to tackle poverty
among the children of Cambodia. Beth is an incredibly active user of all sorts of
different internet tools which can help community groups and charities do their work.
She told me about a recent campaign she ran to raise money online. The end result: a
hundred thousand fresh new dollars in the Sharing Foundation’s bank account.

Beth: For many years we’ve talked about doing it and we had set up a way to collect credit
cards online but we never really had a strategy to put our message out there. Then
several months ago I had the opportunity to launch an experiment with personal
fundraising, on my blog, to raise several hundred dollars to support a college student
in Cambodia. So, I was able to report back and say ‘Look, I did this. I was able to solicit
my personal contacts and I raised $800 in a matter of 2 weeks’.

Nick: How exactly does that happen?

Beth: Well, you use something called a widget which is basically a cut and pastable piece of
code that you put on your blog that basically says ‘help me raise money for this cause,
click here’. People can donate and then the widget updates a thermometer of your
progress, of how much you’ve raised, and other supporters can come along and take
that code and put it on their website or blogs. And so it’s not just you, your efforts are
being multiplied.

continued overleaf...

Distributed and viral fundraising, also known as ‘group’ fundraising, is a way of using
online networks to fundraise. Rather than organisations simply sending out information to
their standard list of contacts, supportive individuals send information out to their networks,
who in turn send it out to theirs. This provides an effective way for organisations to contact
people outside their normal reach. 
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Nick: Okay, so then you moved on, how did you move on?

Beth: We had the motivation of a lot of prize money from yahoo.com. There was a contest
going on that if you used their widget they would award the campaign that had the
most donors and match that dollar for dollar up to $50,000. So we started off and I
got each of the board members to email each of their colleagues. I was giving them
play by plays of our scores and they could go up to the site and see where we were.
And it just sort of took off. Some passed it onto their church lists, onto their golf
buddies, onto hairdressers. People started to get really excited about it, then all of a
sudden another organisation, a larger organisation, just zoomed ahead of us and so we
all decided that we’re not going to lose. So we went all out getting friends of friends of
friends of friends donating, it was viral. We ended up raising $49,000 and some change,
plus 750 donors, many of them who had never donated to us before. And we won the
contest so yahoo doubled our money.

Nick: And it was just a few weeks and a question of getting in touch with your friends and
saying come to our website, or come to this blog, click on this link and give us $10. So
is this just about sending out emails? Is it that simple?

Beth: Yes and no. Yes, it is sending emails out to your friends, but also encouraging them to
forward it on to their friends. Because it was through this series of personal
connections that people acted. We’re building on trust and we’re also giving away
control of our fundraising message. We’re making our supporters messengers for our
cause instead of the organisation promoting our cause. And it’s more personal and it
works.

Listen to the rest of the interview at www.podnosh.com or read more about the fundraising
campaign at www.widgetfundraising.org 

Networks also add value because the members talk to each other, thereby building intelligence and
providing some of the acknowledgement and thanks that donors need. The result is an information
system that is held in a community rather than a central database. Although it is disruptive and
challenging to mesh with the rigours of a DRM strategy, it can build personal, intimate and ultimately
powerful relationships, as Nick explains:

‘It’s about the conversation. We want a much more personal conversation than many organisations
are equipped to have unless they start to use things like online volunteers and networks which talk
to themselves, so the networks have the knowledge within them and it’s the network of supporters
that thank each other, as much as an organisation thanking an individual’

Nick Booth 
(roundtable discussion, June 2007)

ICT Foresight Report Charitable Giving

26



Charitable Giving ICT Foresight Report

27

● CONCLUSION: THE GIVING MARKET

ICT has not increased overall levels of giving but is driving more subtle changes in where power lies
between different organisations, donors and beneficiaries.

Key drivers

• Donors use online payments to replace less convenient methods of giving.

•The internet and mobile technology allow donors to respond rapidly to calls for giving.

• Online tools that require a minimum of technical knowledge are developing, allowing a wider
diversity of organisations and individuals to reach people.

• Power appears to be shifting away from organisations towards individuals. As a result the role
and model of VCOs may change from being deliverers to facilitators and market makers.

How much will be given?

The previous chapters have explored some of the opportunities and challenges presented by online
giving and fundraising. But will any of these trends have an impact on the amount of money given by the
UK public? Not necessarily. Online fundraising has been around for some time and total levels of giving
have remained stable. Although online giving will certainly increase, this will almost certainly simply
replace less convenient methods of giving (e.g. cheques). Analysis5 has shown that people giving online
give higher amounts but this may be largely due to online givers currently being more wealthy than
average. However, other potential causes such as the impulsive nature of online giving and the tendency
to spend more on credit cards, could point to potential increases in the future. The one potential area in
which giving could be increased would appear to be micropayments, because they tap into a genuinely
new market (see page 14). 

• Micropayments provide a new fundraising
market for VCOs which may increase
levels of giving.

• VCOs working in response to disasters
will continue to benefit from the
instantaneous nature of the internet.

• The internet may level the playing field for
smaller organisations if they can
communicate their message convincingly.

Opportunities �

• Online giving should not be relied upon to
increase giving in itself, the work that
organisations do and how they
communicate with potential donors
remains the key driver for giving.

• Competition for donors and funds will
increase as more VCOs are able to
promote their work online.

• New intermediary organisations may take
the place of VCOs who do not respond to
shifting relationships with donors.

Risks
�

5. The young and the generous: a study of $100 million in online giving to 23,000 charities (Network for Good, 2006)
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6. Impulse on the internet: how crisis compels donors to give online (Network for Good, 2006)
7. Using Mobile Phones in Fundraising Campaigns (MobileActive.org, 2007)
8. A fundraising record broken by DEC Tsunami Earthquake Appeal, www.dec.org.uk/index.cfm/asset_id,1493/pr,1 

To which organisations?

The instantaneous nature of the internet has made it the method of choice for giving at times of
disaster6. Disasters are also the causes that have seen the most widespread use of mobile fundraising.7

For instance, the DEC Tsunami Earthquake Appeal generated £1 million from text messaging as well as
breaking the online fundraising record by generating over £10 million in 24 hours and £44 million
overall from half a million donors.8 Giving to disasters will continue to attract high levels of online and
mobile giving. 

The internet has the potential to level the playing field for smaller organisations, provided that they can
communicate convincingly about the work that they do and why it needs support, by creating new
online markets. An analysis of money given through the US portal, Network for Good, demonstrates
that small organisations are already benefiting from this potential: 

In the nonprofit sector, a small number of large organisations (in terms of annual revenue) account
for 1% of the organisations in the nonprofit sector but the lions share of charitable giving. But at a
giving portal such as Network for Good, where donors can choose from more than one million
charitable organisations, smaller organizations benefit. Similar to the long tail phenomenon at
Amazon…Network for Good found that most giving goes to smaller ‘niche’ organizations rather than
big-name organizations. By serving as a charitable marketplace, Network for Good seems to have
levelled the playing field among big and small players, with small to medium sized players accounting
for 70% of giving. 

Network for Good, The young and the generous: a study 
of $100 million in online giving to 23,000 charities 

(Network for Good, 2006)

Portals like these, or organisations in the UK like Intelligent Giving or GuideStar UK that provide
information about charities to potential donors, can help to level the playing field by providing
information about all organisations on equal terms, irrespective of national brand. The internet can help
small or niche organisations to identify and bring together the people who may want to support a
cause, however specialised this may be. 

The internet can also facilitate connections between donors and grassroots projects. This may have the
biggest impact in overseas giving where new sites like kiva.org and globalgiving.com are opening up a
whole new market of projects that individuals can choose to support, rather than giving to one of the
major international NGOs. This model may in time be adopted for domestic giving.

In the future there is likely to be better integration between stories about need and opportunities to
donate, which would be particularly powerful if causes were localised by better tagging and linking with
neighbourhood websites (e.g. upmystreet.com).

It’s entirely feasible for a news website to automatically match stories (IE: flood in India) to donation
opportunities (IE: International Red Cross). They do this now, manually, with major disasters. But with
proper use of tagging, RSS, etc., it’s entirely possible that even “minor” local stories can be automatically
linked to local causes. What I’m saying is really, technology gives us the opportunities to be more 
pro-active and less passive in our efforts. Rather than waiting for a potential supporter to come to
our web site or sign up for our email newsletter, we will be able to find them based on what they’re
reading and hook directly into their online experience.

Ken Goldstein, The future of online fundraising 
(The Nonprofit Consultant Blog, 4 December 2006)
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Future organisational models

This report has explored how the internet can facilitate connections between donors and organisations,
and between donors and beneficiaries. It has also explored how the internet can potentially empower
donors to make an informed choice about which organisation to support, to choose where to direct
their money, and to use their networks to fundraise for organisations. If indeed power does shift away
from organisations and towards individuals then this will raise questions about the most effective
models that organisations can use to direct donations towards their work on the ground. As Nick
Booth and Andy Dearden discuss, some organisations may shift from being deliverers to facilitators and
market makers: 

Nick: What we’re describing in terms of the network means that charities become a couple of
things: firstly a safe place to store money, and secondly a network to distribute other
resources, but not much else. In the future you could imagine a model whereby beneficiaries
are telling the stories and are nominating a safe place to store donations, so they’re saying ‘if
you want to help us please do it through this mechanism’. And it doesn’t necessarily have to
be a charity, it could be a bank. Obviously there are issues with this model but it could mean
that potentially the role of charities is shifting or there’s a gap for a new kind of charity.

Andy: If we go back to the comparison with ecommerce we can learn from what Tescos do. Tescos
don’t buy products to sell; they rent out shelf space to their suppliers who then compete. The
Tesco brand operates simply to bring people to the market place; they’re the market makers. 

Nick Booth and Andy Dearden 
(roundtable discussion, June 2007)

These new intermediaries already exist. Chipin.com provides a safe place to store money, raised for any
purpose. Realitycharity.com connects donors directly to individuals requiring help. In the future VCOs may
need to become aggregators of projects and allow donors more choice over who they give their money
to, or else risk new intermediary organisations, which may not even be charities, moving into the gap.
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Reports and books
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• The young and the generous: a study of $100 million in online giving to 23,000 charities (Network for
Good, 2006) www.groundspring.org/learningcenter/100_million_study.cfm

• Using Mobile Phones in Fundraising Campaigns (MobileActive.org, 2007)
www.mobileactive.org/files/MobileActive3_0.pdf

• Virtual promise 2006 (nfpsynergy, 2007) www.nfpsynergy.net/freereports

• ICT Foresight: how online communities can make the net work for the VCS (NCVO, 2007) 
www.ncvo-vol.org.uk/ictforesightsocialnets   
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• ‘A decade of online fundraising’ (Nonprofit Quarterly, Winter 2004)
www.nonprofitquarterly.org/files/578-204.pdf

• ‘I’ve seen the future and it’s earmarked’ (Whitewater blog, 1 December 2006)
http://whitewater.biz/journal/archives/2006/12/the_future_is_o.html 

• ‘The future of online fundraising’ (The Nonprofit Consultant Blog, 4 December 2006)
http://nonprofitconsultant.blogspot.com/2006/12/future-of-online-fundraising.html

• ‘Blogging the impact of giving’ (nfp2.0, 31 May 2007) 
www.nfp2.co.uk/2007/05/31/blogging-the-impact-of-giving

• Ten Best Online Fundraising Resources of 2006 (Michael Gilbert, 2007)
http://news.gilbert.org/Top10FR2006

• ‘Frictionless Fundraising: How the Internet can Bring Fundraising back into Balance’ (Michael Gilbert, 2003)
http://news.gilbert.org/features/featureReader$4637

• Group fundraising primer (Steve Bridger, 2007) 
www.nfp2.co.uk/2007/07/18/group-fundraising-primer

Blogs

• nfp2.0: How not-for-profits can benefit from blogs and social media (Steve Bridger) 
www.nfp2.co.uk

• Nonprofit Online News (Michael Gilbert) 
http://news.gilbert.org

• Whitewater (several authors) 
http://whitewater.biz/journal

• Getting Attention: Helping nonprofits succeed through effective marketing (Nancy Schwartz)
www.gettingattention.org/my_weblog

• Donor Power Blog (Jeff Brooks) 
www.donorpowerblog.com/donor_power_blog

• Beth’s Blog: How Nonprofits Can Use Social Media 
http://beth.typepad.com
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● NCVO THIRD SECTOR FORESIGHT

NCVO Third Sector Foresight helps voluntary and community organisations (VCOs) to identify and
understand the strategic drivers that affect them and provides tools to help organisations transform this
understanding into robust strategies that can directly improve their effectiveness. 

New NCVO Third Sector Foresight website: www.3s4.org.uk
This new website aims to support VCOs with the strategic planning process by helping them understand
their environment, how it is changing and the impact on their organisation. It includes a searchable
database of over 90 drivers shaping the future of the VCS, and tools to facilitate use of that information.
Free registration allows VCOs to become Third Sector Foresight network members and access a members’
directory, personal profiles and discussion forums.

Voluntary Sector Strategic Analysis 
This annual publication provides concise and relevant information about trends affecting the VCS,
analysis of the implications and suggested strategic actions. The next 2007/2008 edition was published in
October 2007.

“This is invaluable to me as a Chief Executive of a small/medium sized non-profit organisation,
because it gives me access to thinking on strategy I could not possibly find within my limited resources.”

Strategic planning tools and guides
NCVO Third Sector Foresight has published a range of guides to help strategic planners:

Tools for Tomorrow: a practical guide to strategic planning for voluntary organisations provides 23
strategic planning tools, complete with case studies and worksheets. 

“This good value guide will be refreshing and challenging for those organisations that have an
established cycle for business planning. I wish that this guide had been put into my hands seven years
ago as I began to lead a medium sized, local charity into more strategic growth and development.” 

Picture this: a guide to scenario planning for voluntary organisations is a practical guide containing
information, tips, templates and tools to help organisations plan and run scenario planning workshops,
and build the learning into future strategies.

Looking out: how to make sense of your organisation’s environment is a practical guide to strategic
analysis, for anyone who would like to improve their knowledge and skills to help their organisation
anticipate and respond to external changes. 

NCVO Third Sector Foresight Seminar Series
These free seminars provide space and time for leaders to explore and discuss strategic issues and
share knowledge and ideas with their peers. These have covered a range of issues from the future of
local government to involving users in developing strategy. Forthcoming seminars will focus on the
future of work and citizenship and the impact of new technologies. Each seminar is turned into a report
with key learning for VCOs. 

“It was an opportunity to have traditional ideas challenged and to listen to some new ideas”

“‘Fantastic and inspirational”

www.3s4.org.uk



● ICT HELP FOR FRONTLINE ORGANISATIONS

The ICT Hub provides a range of no cost and low cost services to help
voluntary and community sector organisations benefit from ICT including
effective fundraising.
The ICT Hub is a partnership of national voluntary and community organisations
and the partners are AbilityNet, IT4Communities, Lasa, NAVCA and NCVO. 

The ICT Hub’s resources are for very small, small and medium sized voluntary
and community sector organisations.

To find out more about the ICT Hub visit www.icthub.org.uk or call freephone 0800 652 4737

“Well managed information and communications technology (ICT) can save time and money
– and increase innovation”

ICT publications
The ICT Hub has produced a range of useful and informative publications including ‘How to Cost and
Fund ICT’ and ‘Guide to Managing ICT in the Voluntary and Community Sector’. These are available to
download from the publications section of the ICT Hub website or contact the ICT Hub for a free copy.

ICT website of good practice resources 
The ICT Hub online Knowledgebase provides comprehensive and extensive practical help and
independent advice for small and medium-sized voluntary and community sector organisations. This
user-friendly resource offers searchable information on ICT ranging from very basic help to get you
started; through to issues on fundraising online, security, designing your website, using technology for
video-conferencing and calls, writing an IT strategy and more technical questions on development and
support of your network.

The ICT Hub Suppliers Directory lists high quality suppliers of ICT products and services across all
English regions who can demonstrate a positive track record of working specifically with the voluntary
and community sector.

Local Support 
ICT champions working across the 9 English regions can provide direct help and support to your
organisation by signposting you to local and national resources, connecting you with an expert ICT
volunteer or matching you with a charity that can develop your skills through sharing their ICT
knowledge and expertise. The regional champions also deliver workshops and training seminars. Their
contacts can be accessed via the ICT Hub website under: ‘How can we help – Regional Infrastructure’.

Events and Training
The ICT Hub runs low cost national and regional ICT events, seminars and workshops. Details are
available on the website under Events or through the Regional Champions. 

Research into the ICT needs of the sector
Explore findings on ICT issues affecting the sector.in the research section of the ICT Hub website.
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