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The charity sector is experiencing rapid change – not all of it positive.

Our report for CII on ‘Charities 2037’ highlighted some of the key forces for 
change in the sector, both internal and external.

One of the key external factors is the public perception of charities and the 
willingness of the general public to support charities in Ireland.

In order to understand these dynamics, we have updated research last 
conducted in 2017, with previous waves in 2014, 2015 and 2016.

This presentation updates the main trends and invites you to consider their 
implications for your fundraising and communications activities.

Fieldwork: online sample of 1,000 adults, March 2019.

Background
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1. Trust is a journey, not a destination

2. We give to people, not organisations

3. We want to know more, but not too much

4. We admire volunteers, not managers

5. Digital is great, until it grates

Fundraising 2019



1. Trust is a journey, not a destination
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In an age of fake news, people assume the worst when a 
person or organisation is criticised: ‘guilty until proven 
innocent’ (and even then…)

The charity sector is still recovering from reputation damage in 
the past.

Charities/NGOs not alone: media, politicians, business, church, 
police… all affected.

Restoring trust takes time: and it needs more time…

1. Trust is a journey, not a destination
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The Journey
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Do you think Irish charities are doing 
enough to build trust with their donors?

Yes No Don't Know
Source: CII Surveys
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Continue signalling trust: certification, regulator etc.

Come out fighting: challenge unfair criticism otherwise your 
critics will ‘win’ in the eyes of potential donors.

Keep it in perspective: NGOs and charities are in a much better 
place than many other institutions and sectors.

1. Implications for Charities in Ireland



2. We give to people, not organisations
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The personal touch still tops the preferred ways of donating 
(though it might be a generational thing).

Part of the Irish psyche, establishes a bond and reinforces social 
capital (same for volunteering, participation in fundraising etc).

But some evidence that donations are under pressure, which 
could reflect shifting priorities and slow fallout from earlier crises.

2. We give to people, not organisations
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Moments of Truth
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39%

14% 13% 14%

41% 40%
36%

20%
16%

11%

Street collection Charity shop Raffle ticket Website Direct debit Text message

How do you normally make donations to charity?

2016 2019 Source: CII Surveys
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Valuable Channels

€6 

€23 

€11 

€53 

€23 

€6 

Street collection Charity shop Raffle ticket Website Direct debit Text message

How much did you donate x channel last time?

Source: CII Surveys

Average donation = €16 in 2016
Average donation = €11 in 2019
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2. Implications for Charities in Ireland

Keep it personal, but don’t ignore digital.

Watch out for ‘rejectors’ – it could be a growing trend.

If average value declines, average frequency will have to increase: 
do you have a plan for that?



3. We want to know more, but not too much
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People want reassurance, not information: not always the same thing…

Familiarity breeds contentment: we respect what we recognise.

But in an age of information overload, getting recognition and building 
familiarity requires more than facts and figures.

3. We want to know more, but not too much
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Truth Seeking

30% 30% 30%
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23%23%
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20%

22%

17%

26%
28%

All Adults  Male  Female  16-24  25-34  35-44  45-54  55+

How well informed do you feel about what charities do with 
the money you donate to them?

2016 2019
Source: CII Surveys

Would like to hear more from charities = 70% in 2016
Would like to hear more from charities = 67% in 2019
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3. Implications for Charities in Ireland

Are you getting cut through from your messaging – or sending 
the right messages to the right donors?

People want reassurance but they also want recognition and 
sense of belonging to something purposeful.

It probably isn’t donor fatigue, rather a case of other priorities, 
demands and giving attention to other things.



4. We admire volunteers, not managers
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Irish people want their charities to be like the GAA: professional and 
amateur at the same time!

Charities are included in the same category as GAA, tidy towns, credit 
unions etc, in other words: worthy, local and voluntary.

One of the biggest tasks for the sector is to make the case for 
professionalisation, not just as a statutory ‘requirement’ but also as a 
necessary step on the way to great impact and benefit for society.

4. We admire volunteers not managers
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Unreality Check

51%

68%

39%
45%

71%

36%

Wages in charity sector are
too high

Charities should get best
professionals to work for them

Senior managers in charities
should be paid less than

equivalent in private sector

% agree that…

2015 2019
Source: CII Surveys



20

4. Implications for Charities in Ireland

Need to make a better case for professionalising the sector.

Many understand the economic reality of running a busy 
organisation in a booming economy, but an awful lot do not.

Transparency, information and profile building will help, but don’t 
expect the begrudgers to go away any time soon…



5. Digital is great, until it grates
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Irish consumers are comfortable across all media nowadays, 
including those in their 60s and 70s.

This means that charities can use a wider portfolio of channels to 
communicate effectively with targets and donors.

However, the shadow side of social media – polarisation and anger –
is something to be avoided, but it isn’t obvious that Irish charities 
will avoid it.

5. Digital is great, until it grates
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Better Communications – I 
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% ‘feeling informed’ by charity communications type:

2015 2019 Source: CII Surveys
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Better Communications – II 
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% ‘feeling valued’ by charity communications type:

Source: CII Surveys
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Worse Communications
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% ‘feeling irritated’ by charity communications type:

2016 2019 Source: CII Surveys
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5. Implications for Charities in Ireland

‘Old media’ still works in terms of creating positive, emotional 
associations and making people feel informed (familiar, 
recognised, valued etc)

‘New media’ great for efficiency, frequency and cost: but added 
to growing volume of messages can simply be irritating

We live in an increasingly ‘angry’ age: social media is (mostly) to 
blame, so be careful how you combine different media to get 
your message across and drive fundraising.
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The Journey Continues

The fundraising landscape continues to evolve in Ireland, 
though it is more evolution than revolution.

Our tracking research for Charities Institute Ireland 
highlights the degree of continuity and change in recent 
years through recession, scandal and recovery.

But a turn in the economic cycle will create headwinds for 
Irish charities in the years ahead, which will demand an 
even more professional response and even more 
convincing messages for potential donors.
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