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Foreword by
Chester Mojay-Sinclare
Welcome to the latest edition of Donor Pulse,
our quarterly donor research study. After a
very challenging period for the third sector,
the progress of the vaccination programme
and the government roadmap for moving out
of lockdown offer some light at the end of
the tunnel. All being well, the second half of
the year should see mass participation events
return and provide some much needed
fundraising opportunities.
Our research this quarter takes an in-depth
look at all event formats to get some
insights into how supporters feel about
them. There are lots of positives, but even
with the progress that is being made on the
pandemic, the public have mixed feelings
around how safe events will be - meaning
virtual and hybrid events provide a sensible
route forward. There has been some thought
that in-person events generate more income
than virtual events, but at Enthuse, we have
seen some very successful virtual events and
think they are here for the long term.
There were two stats that I found fascinating
in this tranche of research. The first was
around how important ‘fun’ is going to be for
charity events. This was the overwhelming
winner in terms of the event type that people
wanted to take part in. The lockdowns have
been so restrictive, that the public is craving
fun. This may seem obvious in some ways,
but the clamour for fun was so much more
popular than the desire to race or compete,
enthuse.com

that it really stood out. I think this presents
a great opportunity for charities to engage
with their current and new supporters, as we
hopefully transition from the boring 20s to
the roaring 20s! Looking at different ways to
make virtual, hybrid and physical events fun
and engaging will be a key part of fundraising
for the rest of the year.
The second stat that intrigued me was
supporters’ preferences for future giving.
We’ve all had to get used to many changes
to our daily lives because of the pandemic,
and the shift to digital donating is an
acceleration of a trend that was already
happening. But with more than half of the
public stating online as their preferred way
of giving in future, this feels like a change
that is now habitual, and something that
needs to be at the heart of future fundraising
strategies. The impact of the pandemic on
cash is also important to take into account
within these strategies.
It’s reassuring to see signs of stability in the
public’s giving habits. The last year has been
difficult for everyone, but the generosity
and community spirit of the public has been
amazing to see, and the continuity of their
giving is helping provide the building blocks
of recovery for the third sector. This is a
recovery the sector needs and deserves – it’s
done a phenomenal job at supporting the
public through the last 12 months and will
play a crucial role as society recovers from
the effects of the pandemic.
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To close, I hope the research provides you
with useful insights for your fundraising plans
and campaigns. Read on for advice around
events planning, balancing fun and safety
messaging at events to appeal to the young
and young at heart, and the importance of
your online brand. Thank you for taking the
time to read it and best of luck with your
fundraising efforts.
Chester
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Introduction
This is the third edition of our quarterly

events, as well as the public’s interest in new

donor research report, Donor Pulse, and the

innovations in this area.

pandemic continues to provide the backdrop.
The previous two editions have looked at

The research also looks into the continued

the impact of lockdowns on supporters, the

development of digital donations. Now the

generosity of the public over the Christmas

public is getting much more used to online

period, rapidly changing donation trends

giving, is this how they would prefer to give

connected to the pandemic and the long term

money in the future? What do the public feel

shift to digital giving.

about using cash donations? And as the public
starts to donate directly through charities’

This new edition explores the ongoing impact

websites more often, is this having an effect

of the pandemic on donors and looks at

on their ability to remember the names of the

whether supporters’ behaviour is becoming

organisations they donate to?

less volatile as the public has become more
accustomed to the current circumstances.

This report will explore all of these questions

The report will examine key donor indicators,

and provide insights and answers to help guide

including the public’s sentiment towards

charities with their fundraising strategy and

charities; the percentage that have donated

campaigns, particularly around the potential

in the last three months, and how people are

return of in-person fundraising events. Donor

giving right now.

Pulse will continue to be released on a
quarterly basis to keep charities up to date

The report also looks at how the public is

with the latest views of the public towards

thinking about participation in fundraising

fundraising and giving.

events during the rest of this year. What is the
public’s appetite for events in general? When
do they think mass participation events will
be safe again, and how do charities balance
safety and fun in their messaging? Are there
differences in the views between different age
groups? And what sorts of events and activities
will motivate people to take part? The study
also covers the appeal of virtual and hybrid

Methodology
A nationally representative sample of 1,015 members of the UK public were surveyed about their attitudes to charity,
willingness to donate and appetite to support good causes. Interviews were completed in January-February 2021.
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Support stabalises
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Support stabalises

One of the hardest aspects of the last year for charities has been the ongoing
uncertainty they’ve faced, not just from whether they’re allowed to run particular
activities, events and campaigns, but also from how the public is reacting to the
pandemic. This has come through in previous Donor Pulse reports with significant shifts
in the types of charity supported between quarters. However, the last three months
have shown signs of growing stability in the public’s support as they have become more
accustomed to the new circumstances.
For example, the number of people giving to charity, as shown in Figure 1, has remained
steady over the last three months, with 69% stating they have donated, exactly the same
as the three months before that. This remains substantially up on the 59% who donated
during the first lockdown, and points to the public becoming more used to the ‘new
normal’ and maintaining an optimistic outlook.
The generosity of the public can also be seen in the number of people donating to multiple
charities. Figure 2 shows that 42% gave to two or more charities, with a quarter of the
public giving to three or more. This is slightly down on the last quarter where 47% gave
to multiple charities. The slight drop may be down to people being more focused in their
giving during the Christmas period.

Donated last three months
Can't remember:
2%

Not donated:
29%

Donated last three months to
multiple charities
Can't remember:
2%

Four or more:
14%

Donated:
69%

None/Don't know:
29%
Three:
11%

Figure 1: Percentage of the public who have donated to
charity over the last three months

Two:
17%
One:
25%

Figure 2: Percentage of the public who have donated to
multiple charities over the last three months

enthuse.com
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Support stabalises

The previous editions of this report have shown significant shifts in support for different
types of charities, as the public has moved its focus onto what they see as the most
important causes to receive donations. This has included significant rises for public health
and mental health charities, as well as those looking after vulnerable groups such as older
people and children.
Figure 3 shows how donations in the last three months have remained fairly stable in their
split. The one exception to this has been the rise in support for charities dealing with issues
of poverty, rising from 21% to 27% of donors over the last three months. The economic
challenges from the pandemic will have contributed to this rise, as well as the ongoing
support for free school meals championed by Marcus Rashford which has continued to hit
the headlines over the period, and a campaign Enthuse has been fortunate to play its part
in by providing the fundraising technology to Fareshare. An additional factor in this rise
may be the traditional support for homelessness around the Christmas period.

% of those who made a donation

Figure 3: Types of charities donated to in the last three months

enthuse.com
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Support stabalises

Another continuing trend is the rise in positive public sentiment towards the third sector.
Figure 4 shows 35% of people saying they felt more positive towards charities, and the
work they do, compared with just 4% saying they felt less positive. These results are very
similar to the 37% positive and 5% negative in the last report, underlining how the hard
work of charities to help during the pandemic is being both welcomed and recognised by
the public.
Figure 5 shows ongoing positive changes in the public’s likelihood to give, with a quarter
of the public (26%) stating they are more likely to give to charity in the next three months,
and 56% feeling about the same. This is very similar to the results from the last report
which showed 27% felt more likely to donate, and 56% felt about the same. Taken together
with Figure 4 this represents a stabilisation of the trends about how people feel towards
charities and how that impacts their future giving. This positive view on giving is being
driven by Generation Z (18-24 year olds) with 44% of them more likely to give than three
months ago. This has been a consistent result through the three editions of Donor Pulse,
and underlines the importance of younger age groups to charities’ planning and the future
of giving.

Change in perception of charities

Change in likelihood to give

Figure 4: Change in perceptions of charities and the work they do

Figure 5: Change in likelihood to give in next three months

enthuse.com
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Support stabalises

Looking at future giving, Figure 6 shows that 67% of the public are likely to give in the next
three months, which is broadly consistent with the 69% we’ve seen donating over the last
two quarters. And again it is the younger age groups that are most likely to give with 70%
of 18-24 year olds and 74% of millennials (25-39 year olds) stating they plan to donate.
Perhaps unsurprisingly it’s those who’ve given in the last three months that are far more
likely to give than those who haven’t. The difference between the two groups is stark, with
86% of recent donors likely to give again and just 24% of those who haven’t given planning
to donate soon. For charities, this means a continual need to come up with interesting and
innovative ways to engage existing supporters in new campaigns. Allied to this is building
a strategy that reaches new supporters who are already active charity fundraisers.
46%

Gave last three months
Likely to give: 86%

40%

Did not give
Likely to give: 24%
33%

34%

All
Likely to give: 67%

23%
21%

20%
18%

14%
11%

12%
7%

5%
6%

6%
4%

0%

Never give

Not sure

Very likely

Somewhat
likely

Not very
likely

2%

Very unlikely

Figure 6: Likelihood to give in next three months: all, donated in last three months, has not donated in last three months

One-off donations continue to be the most popular future giving activity with 32%
favouring this (Figure 7). This has steadily increased from 27% during the first lockdown,
to 30% last quarter. Local causes also had another strong showing with 27% saying they
are more likely to donate to this area. The biggest changes have been in the drops in
popularity of community and work-based events - no doubt due to the lack of opportunity
for these activities because of lockdown. Despite the restrictions, the willingness to give to
those doing sponsored activities has remained the same, indicating that virtual events have
been taking the place of physical events over lockdown.
enthuse.com
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Support stabalises

With the government plans to remove restrictions over the coming months, it will be
interesting to see if this area rises. Finally, giving continues to be home-focused, with
overseas charities weakening in their appeal to the public.

Change in willingness to give (last three months)

Figure 7: Change in willingness to give

Looking at the overall picture, there is some remarkable consistency in the support of
donors despite the ongoing changes of the pandemic. This adjustment of the public to the
‘new normal’ should begin to give charities some much needed elements of stability to
build upon. The willingness to support is there, particularly from previous donors, but the
key is providing them with a stream of new campaigns and ways they can get involved.
Engaging younger demographics, who are most likely to give, should also be factored into
plans.

enthuse.com
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Fun size events
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Fun size events

The restrictions on in-person events have been challenging for charities, even though
virtual events have helped to bridge the income gap. The government’s roadmap out
of lockdown provides the opportunity to restart in-person fundraising events, but
participation will be down to how the public feels. While overall support for charities is
stabilising, there are mixed feelings about events, with supporters split into ‘play safers’
and ‘fun seekers’, mainly driven by age group. Even then thoughts about virtual and inperson events are varied.

Likelihood to take part in an event
Very likely:
9%

Don't know:
13%

Quite likely:
20%

Not at all likely:
32%

Not very likely:
28%
Figure 8: Likelihood of taking part in fundraising event/activity in next three to six months

Looking at the next three to six months, just under a third (29%) of the public say they’re
likely to participate in a fundraising event or activity (Figure 8). Looking in more detail
at the demographics in Figure 9, the under 40s are the most interested with 43% of 1824 year olds and 45% of 25-39 year olds likely to get involved. The younger age groups
have been the most limited by the pandemic compared to their overall risk level, and
their desire to get out and enjoy themselves can be seen throughout this study - the ‘fun
seeking supporters’. Despite their busy lives, the groups that are keenest to take part are
those in full-time education (43%) and full-time employment (36%). The high percentage
for full-time education points to how important it is for charities to consider creating
campaigns and activities for 18-24 year olds.
43%

Very/quite likely
(age groups)

45%

27%
13%
9%
18- 24

25-39

40-54

55-64

65-80

Figure 9: Age group splits on likelihood of taking part in fundraising event/activity in next three to six months
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Fun size events

However, despite wanting to get involved in fundraising activities, the public is still
largely uneasy about taking part in physical events, and to some extent virtual events.
Figure 10 shows nearly three quarters (73%) have some concerns about taking part in
mass participation physical events for the foreseeable future. These ‘play safe supporters’
exist across all ages, but are more common amongst older demographics. There is much
less concern about virtual and hybrid events, but a key take out here is that even with
restrictions being loosened in the months ahead charities will need to reassure participants
about being able to take part safely. One route to tackle this is to hold smaller in-person
events as pilots to start to build supporter confidence in getting involved again.

Preference for format
Mass participation

27%

30%

Virtual: own time

45%

Virtual: simultaneous

45%

Happy to take part in
this format
I’d have concerns
about taking part
I wouldn’t take part in
this format
Don’t know

37%

18%

17%

24%

25%

7%

12%

13%

Mass participation: An event at a specific location
(e.g. a 5K with other people in a park for charity).
Virtual: own time Virtual event where you complete

an activity or challenge in your own time (e.g. a run on
your own on a your chosen day or over several days).

Virtual: simultaneous An event where everyone takes
part together at the same time, but in different
locations, e.g. in your own town or even back garden.

Figure 10: How comfortable would you be in taking part in the following types of event

enthuse.com
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Fun size events

Looking at how this tracks across age groups in Figure 11 shows that the ‘fun seeking
supporters’ - Gen Z and millennials - are far happier to take part in physical events, and
indeed any format of fundraising event. This is particularly marked in 18-24 year olds
with two in five happy to take part. Once past the age of 40 though there is a significant
drop in the willingness to take part in physical events, with only 19% of 40-54 year olds
comfortable with them. While younger age groups always tend to make up a significant
percentage of participants at fundraising events, these differences are more striking now
and are something charities need to factor into their planning for the return of events
later this year. Fundraising events will need to cater for both ‘fun seeker’ and ‘play safe’
supporters.

% happy to take part
55%
50%

50%

48%
41%

45%
36%

34%
28%

19%

Mass participation

20%
17%

Virtual: own time

7%

Virtual: simultaneous

18- 24

25-39

40-54

55-64

65-80

Figure 11: Age group split on how comfortable would you be in taking part in the following types of event

enthuse.com
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Fun size events

The research also looked specifically at the public’s appetite for physical events, and in
particular how far progressed the vaccination programme would have to be for them to
feel safe taking part. Encouragingly Figure 12 shows that more than half (52%) of the public
say they’d consider taking part at some point this year. This confidence in mass events
really starts to return when more than 50% of the population have been vaccinated - a
figure that the UK is moving towards quickly. Gen Z and millennials again lead the way
with 73% of both age groups interested in physical events once half of the public have
received the vaccine. This, combined with the government’s roadmap, gives charities an
opportunity to start planning for the return of events in the second half of the year. But,
this will not suddenly turn the clock back to 2019, so it will be important for charities to
consult with supporters about how confident they feel around both physical and virtual
events.

Appetite for mass participation physical events
All

26%

18- 24

8%

25-39

10%

40-54

19%

22%

22%

27%

42%

65-80

Mass vaccination
(>50%)

18%

14%

16%

19%

18%

14%

17%

14%

Self vaccinated

12%

10%

11%

21%

12%

10%

11%

27%

55%

Not this year

18%

25%

17%

55-64

Wouldn’t
take part

22%

6%

13%

6%

5%

8% 1% 2%

Most vulnerable
vacccinated

Now

Figure 12: Appetite for mass participation physical events

enthuse.com
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Fun size events

Understandably ‘fun seeking’ Gen Z and millennials enjoy the buzz of mass participation
events. For charities looking to build out their plans for the second half of the year, hybrid
events may prove the best route to securing the broadest participation, alongside smaller
pilot in-person events. Focusing in on those interested in taking part, Figure 13 shows
more than half (52%) said they’d be encouraged to take part if they had the option to do
so virtually as well as physically for an event. This is important across all ages, but makes
a significant difference for 18-24, 25-39, and 40-54 year olds with more than half of each
group saying it would encourage them to take part - millennials lead the way with nearly
two thirds enthused by it. This is worth noting when planning as the flexibility offered
limits the risk of participants dropping out, even as the country moves out of lockdown.

Impact of hybrid events
Not Sure:
17%

Would be
encouraged: 52%
It wouldn't make
any difference:
30%

% encouraged by
hybrid events

64%
57%
55%
43%

% likely to participate
in fundraisers

45%
37%
27%

28%
13%
9%

18- 24

25-39

40-54

55-64

65-80

Figure 13: Would you be more willing to take part in a physical event if there was an option to take part virtually? (including age group split)

enthuse.com
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Fun size events

Figure 14 shows the event types that the public is most interested in participating in.
The clear winner is ‘fun’ with 41% ranking this top overall, compared to 30% favouring a
‘challenge’ and just 9% a ‘race’. Although ‘fun’ was the overall winner, women showed
an even higher preference for it with 47% stating it as their favoured choice. For men the
decision was split between ‘fun’ and ‘challenge’ events, with both ranking at 34% each.
Men over-indexed on their preference for ‘race’ with two and half times as many preferring
this to women. When looking at age groups, ‘fun’ was the clear winner for each, with
‘challenge’ second. ‘Race’ style events were most popular with millennials with 14% of
them preferring this type of event.

Preference for event style
41%

30%

21%

9%

Something 'fun'
(e.g. a fun run)

A 'challenge'

A 'race'

Male

Female

34%

47%

34%

26%

13%

5%

20%

22%

None of these

Preference for event style (by age)
47%

47%
43%
40%

33%

38%
35%

35%
32%

35%

'fun'
25%

'challenge'
'race'

17%

15%

14%

None

10%
12%

8%
2%

18- 24

25-39

40-54

55-64

3%

65-80

Figure 14: Preferred charity event description (gender and age splits)
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Fun size events

The preference for ‘fun’ types of events is likely in response to the challenges of lockdown,
and people are now much more attracted to enjoyable activities than competitive ones
like a race. Looking at how to incorporate this into events and campaigns will be an
important consideration for charities looking to attract ‘fun seeking supporters’. But there
will need to be a nuanced approach to appeal to ‘play safe supporters’ as well. Building up
a bank of flexible messages to convey ‘having fun’ and ‘staying safe’ will help to reassure
supporters from both tribes.

Map-based virtual events
When looking more closely at the public’s views on virtual events, there is strong
interest in map-based virtual activities, as shown in Figure 15. These are virtual events
where, for example, the aim could be to run the distance of a marathon in London,
with progress tracked via an app and any major milestone you pass along the virtual
route being posted on your fundraising page automatically e.g. running past Big Ben.
42% stated that they would be interested in this sort of activity, and this rises to 53%
when just looking at those who would take part in fundraisers. Virtual events will
continue to be important in the first half of the year, and finding new ways to excite
supporters about them will be vital in driving participation. Even when lockdown lifts
in the second half of the year, virtual events will have a long term role to play with
their appeal to ‘play safe’ and ‘fun seeking’ supporters alike, as well as extending the
geographical reach of activities.

Interest in map challenges
Not sure:
10%

Very interested:
12%

Quite
interested:
30%

Not at all
interested:
28%

Not very
interested: 19%
Figure 15: Interest in virtual map based challenges

enthuse.com
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Fun size events

Figure 16 shows the top five reasons why the public was interested in these types of
milestone-based activities. The top two reasons again show the need for charities to
balance ‘having fun’ and ‘staying safe’ messaging for all events, with 45% stating this type
of event was safer than a mass participation event and 44% saying it sounded more fun
than a normal virtual event. Just behind the top two reasons with 39% was the fact that it
would help people to raise more funds for charity. Tracking your progress against friends
and colleagues was also important with a third of people stating this as a reason to take
part. This is an interesting point for charities to consider, as even though supporters want
to engage in fun activities more than race focused ones, there is still a desire to have an
element of friendly competition while taking part.

Reasons for participation
Safer than taking part in a mass participation event
in person

45%

More fun than a normal virtual event

44%

It would help you to raise more funds for charity

39%

Want to do a famous route

33%

Track your progress against friends/colleagues also
taking part

33%

Figure 16: Reasons for taking part in a map based virtual event vs normal virtual event

Walking was the most popular option for how to take part in a milestone-based challenge,
with 68% selecting this activity. Figure 17 also shows that a third said they would like to
take part in a cycling or running activity in this form of virtual event. In terms of the types
of route they’d like to do, opinion was split, but historic journeys were considered slightly
more popular than famous races. This resonates with the general desire to focus on fun
rather than races that has come through the events section.

enthuse.com
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Fun size events

Activity preferences
68%

36%

36%

16%
8%

2%
Walking

Cycling

Running

Swimming

Other

Don’t know

Most popular maps
A historic journey (e.g. Machu Picchu, The Inca Trail)

36%

Regional race (e.g. the Great North Run,
London to Brighton Bike Ride)

33%

A personal challenge (e.g. Swimming the Channel,
Lands End to John O’Groats)

32%

World famous race (e.g. New York marathon,
Tour de France)
Other
Don’t know

29%
1%
16%

Figure 17: Sort of activity and route to take part in for a map based challenge

Mass participation events will return in the second half of the year, and there is good news
in the enthusiasm of fun seeking younger age groups to take part. However, the trick for
charities will be to get the format right to encourage as broad an audience as possible to
get involved, particularly from the generally 40+ ‘play safers’. Consulting with supporters,
piloting smaller events, using hybrid events and map-based challenges are all going to be
important elements for catering for all types of fundraisers. Underpinning this with ‘having
fun’ and ‘staying safe’ messaging will build the widest interest in participation.

enthuse.com
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Cash out, online
giving in

£10 £20 £30
Make a donation
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Cash out, online giving in

The move to digital fundraising has been swift over the last year. Figure 18 shows that
two out of five people (40%) have not made any form of cash donation to charity since
before the pandemic started. Cash use has been steadily declining for a number a years
as people switch to contactless and credit cards. But this has accelerated significantly
since last March and ATM withdrawals currently stand at around 60% of the level they
had been at in 2019, according to Link ATM network stats.

Last made cash donation
Do not give
to charity: 5%
2021: 17%

Pre-pandemic:
40%

Winter 2020:
22%

Summer 2020:
20%
Figure 18: When the public last made a cash donation

A year is a long time for the public to have not used cash for donations, and this has had
a fundamental impact on how people want to give. Figure 19 shows that only a quarter
(26%) of the public want to use cash for donations in future, with the majority (51%) now
choosing online as their preferred route. The desire of supporters to move away from cash
is underlined by 1 in 10 wanting to donate via contactless donations boxes. This was an
innovation starting to gain traction before the pandemic, but its growing popularity as
people shift away from hard cash is something charities should factor into their plans - for
example will people carry cash at events to drop in buckets? Cash has been decreasing
in popularity as a payment method long before Covid, and the shift in habits during the
pandemic mean it’s unlikely people will move back when it comes to their preferred ways
of donating. This may well be the end of the traditional donation box.
enthuse.com
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Cash out, online giving in

Preference for giving
Online

51%

Cash

26%

Contactless donation boxes

11%

Cheque

3%

Other

4%

Do not give to charity

5%

Figure 19: Preferred donation method for future giving

The shift away from cash is also reflected in how people have been giving over the last
three months, with 40% of the public making donations online. This is similar to the
previous three months as can be seen in Figure 20. The slight difference over the last
two quarters is mainly down to a drop in online giving from 55-64 year olds from 29% to
22%, and a smaller decrease from 40-54 year olds. 18-39 year olds have continued to rank
highest and account for a similar proportion of online donors across the three waves of
research. Despite some fluctuations, there is consistency across the three sets of quarterly
results with online donations making up two fifths of giving. This significant proportion
underlines how critical it is for charities to make it as easy as possible for supporters to
donate to them online.

% Donating online
66%

Wave 1 (June)
58% 58%
50%

42%

Wave 2 (October)

54%

Wave 3 (February)
41%

40%

37%

37%
30%

34%

31%

28% 29%

30% 30%

22%

All

18- 24

25-39

40-54

55-64

65-80

Figure 20: Percentage of the public donating online
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Cash out, online giving in

Direct donations up, brand recall up
This is particularly important given the shift over the last nine months of donors away from
consumer giving platforms to donating directly on charity websites. Figure 21 shows this
change with direct donations rising from 40% during the initial lockdown to 48% during
the last three months. Similarly donating via consumer platforms has dropped from 47% to
42%. Part of this change may be down to there being less mass participation events, and
the public focusing more on donating to charities they care about rather than ones their
friends are doing runs and other events for. This makes it even more critical for charities to
offer donations and fundraising through their own websites to ensure they are not losing
out on donors looking to contribute to their cause.

Method of online donation
48%
46%
40%

47%
44%

Wave 1 (June)
42%

Wave 2 (October)
Wave 3 (February)

7% 8%

Charity’s own
website

Consumer giving
platform

6%

Via some other
means

6%

2% 3%

I don’t remember

Figure 21: Methods of donating online (all those donating online)

The increase in donations made directly via a charity’s website correlates with an
increased number of donors able to recall the charity’s name after donating, with the 8%
rise in direct donations over the last nine months nearly matched by the 7% rise in brand
recall over the same period, as shown in Figure 22. This is a gradual reverse of the issue
of ‘give and forget’ where supporters struggle to remember the name of the charity they
have last donated to, when donating via consumer giving platforms.
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Cash out, online giving in

Looking at brand recall by the platform used demonstrates the difference. 78% of donors
giving directly to the charity can remember the name of the organisation compared to
only 63% using consumer giving platforms. The difference of 15% is significant, particularly
for charities looking to convert one-off donors to regular givers. One of the key reasons for
this difference is that donors think charity logos and colours are just not clear enough on
consumer giving platforms - 37% stated this as a reason for not remembering the charity’s
name, up from 29% three months ago. This underlines the importance of brand when
charities are developing their fundraising strategies.

Brand recall among online donors
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Figure 22: Brand recall among online donors
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Conclusion: Longterm changes from
Covid
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Conclusion: Long-term changes from Covid

The pandemic means charities have to continue to be flexible with their fundraising
plans, but the last three months have shown there are signs of stability taking root in
how the public is feeling. Our research shows some consistency in the number of people
donating, particularly with regular givers. There is a lot to think about with the return of
events, and a balance to achieve for charities communicating “having fun’ and ’staying
safe’ to appeal to ‘play safe’ and ‘fun seeking’ supporters. The longer term shift to
digital giving continues with the public moving away from cash to digital in all formats,
and donating more directly to causes. This continues to be a challenging time for
charities, but there are the beginnings of solidity which should help, particularly when
combined with the loosening of lockdown restrictions. Charities need to continue to be
agile and put digital at the heart of their fundraising planning.
Here are 7 key takeaways from the study:
Stability: There has been some remarkable consistency in the support of donors
despite the ongoing changes of the pandemic. This adjustment of the public to
the ‘new normal’ should begin to give charities some much needed elements of
stability to build upon.
Consult supporters: Supporters’ views can change rapidly as the vaccination
programme gathers pace, and consulting them about how confident they feel
around physical and virtual events will provide valuable insight.
Fun size events: Start small with your in-person events - pilot them and see
how supporters take to them, then adjust plans in line with learnings from these
smaller scale and lower risk events.
‘Play safe’ and ‘fun seeking’ supporters: Hybrid events offer the best format
for appealing to the broadest possible audience at present. For younger ‘fun
seekers’ there is still the option of in-person participation, and for ‘play safers’
the security of taking part in their own location.
Having fun, staying safe messaging: Fun will be a really important element to
plan into events and get across to supporters as mass participation activities
return. This must be balanced with ensuring the public feel safe as well. A tricky
balance to achieve in your messaging, and one that will need different emphasis
to different audiences.
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Conclusion: Long term drift to impulse donating?

Digital first: The pandemic and lockdowns have driven supporters to digital
donating, and this has become habitual with just a quarter of donors wanting to
use cash in future. Charities need to be planning for this both online and face to
face.
Direct donations up means brand recall up: There is a significant correlation
between increases in direct donations and the public’s recall of charities’
brands. This is critical for long-term giving, and charities need to invest in their
websites to unlock this potential.
This is the third edition of the quarterly Donor Pulse research project from the Enthuse
Intelligence team, looking at how the public’s opinions on supporting charities and
donating are changing over time.
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About Enthuse

Enthuse is a fundraising, donations and events registration platform that has
helped more than 4,000 charities, including 1 in 5 of the top 100, raise over
£100 million. Enthuse’s solutions are customised under a cause’s own brand
and put the organisation in control of the data. This allows charities to build
and nurture a loyal supporter base, raise more and ultimately have more
impact.
Founded in 2012 and headquartered in London, Enthuse is backed by socially
responsible investors and was named “Most Committed Company to the
Sector” at the National Fundraising Awards.
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