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Foreword by
Chester Mojay-Sinclare
Welcome to the latest edition of Donor Pulse, our

However, even with these financial challenges the

quarterly donor research study. This is the last

good news is that 73% of the public is planning

of our research studies for 2021, which features

to donate over the Christmas period. This is

a focus on how the public is thinking about

the highest figure we have recorded since we

Christmas giving, and how supporter behaviour

started this research study and is an increase

has changed since this time last year.

of 5 percentage points from this time last year.
It’s a promising sign that all the hard work that

The report gives insight into the key quarterly

charities have put in over the last year is being

indicators we track, such as the types of charities

recognised by the public.

people are donating to, sentiment towards
charities and the number of people who have

To close, I hope the research provides you with

donated in the last three months - promisingly

useful insights for your fundraising plans and

this is at the highest point we have seen for a

campaigns for the Christmas season and beyond.

year.

Thank you for taking the time to read it and best
of luck with your fundraising efforts!

The main focus of the report though is around
what the festive season might bring for charities.

From all at Enthuse we hope you have a great

The research looks at whether it is going to be

holiday season and happy new year.

harder for the public to donate this Christmas, as
well as how much people are intending to give. It

Chester

also provides insights into how many people are
giving ‘in the moment’ at Christmas and why that
is, as well as looking at the challenges of building
long term relationships with these donors.
I would draw your attention to two pieces of data
from the research. First the bad news, despite the
headlines about salaries rising and widespread
job vacancies - 43% of people are going to
find it harder to find the money to donate this
Christmas, compared to just 11% finding it easier.
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Introduction
This is the sixth edition of our quarterly donor

Finally the report looks at online giving and the

research report, Donor Pulse. Previous editions

importance of building relationships with donors.

have tracked the reactions of supporters

As well as looking at how different demographics

and donors to the different stages of the

are donating, this section will look at changes in

pandemic. This has included the differing

ways of giving online. The research also covers

feelings people have as the country emerges

the impact different methods have on a donor’s

from the pandemic, the reaction to the return

ability to remember the names of the charities

of fundraising events, the changing preferences

they are giving to, and why they struggle to

for digital vs cash donations and how the public

remember them. Finally, there is a look at the

feel about their data being used.

willingness of donors to allow charities to contact
them and what the barriers are for the public.

This new edition will revisit some of these themes
to understand how the views of the public have

This report will explore all of these questions

changed, as well as looking at tracking shifts in

and provide insights and answers to help

key donor indicators. This includes the amount of

guide charities with their fundraising strategy

people donating over the last three months, as

and campaigns, particularly around what to

well as the types of charities people are giving

expect over the festive period, and advice on

to, the number of different causes being donated

stewardship so giving is not just for Christmas.

to and their sentiment towards the third sector.
With Christmas just around the corner, this study
looks in detail at how supporters are feeling
about their festive donations, and what impact
price rises and other economic factors are having
on this. There are comparisons with how people
felt last year as well as data around how many
people are more likely to give at Christmas than
other times of the year. The research also covers
whether people are committed to giving or just
open to it and what helps to drive those open to
giving to donate.

Methodology
Donor Pulse is an independent research project, conducted by RedFox Research. A nationally representative sample of 2,013
members of the UK public were surveyed about their attitudes to charity, willingness to donate and appetite to support good
causes. Interviews and analysis were completed in November 2021.
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Opportunity knocks
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Opportunity knocks

Over the last three months, when Covid restrictions were at a very low level, many
increasingly returned to their offices and started to get used to more normal ways of
life. Though this may change with the emergence of the Omicron variant, the public
seemed to be getting more confident on the back of lower restrictions, the roll out of
the booster vaccine, and increasing wages.

% giving last three months

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

Encouragingly for charities, this confidence can be seen in the overall number of donors
over the last three months which has hit its highest level for a year with 71% of people
having donated. Figure 1 shows that this rise has come from both over 40s and under 40s.
The older age groups have reached 67% - the highest figure they have recorded since this
research began in June 2020. The under 40s have also risen back to 76% donating after
a drop in the last edition of this research. Gen Z is the most generous with 77% giving,
closely followed by Millennials with 76% making a donation. At least part of this bounce
back is likely to have been down to more opportunities for people to give - particularly
around October’s London Marathon.
The number of people donating to multiple causes (Figure 2) has remained consistent with
46% donating to two or more charities in the last three months - up 1 percentage point
since the last report. The number of people donating to three or more charities remained
steady at 28%. The area of growth here has been in those donating to one charity, which
has risen from 21% to 25%. This again suggests one off giving opportunities like the
Marathon are the spur for the increase in donations.
enthuse.com
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Opportunity knocks

Number of causes donated to

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

Figure 3 shows the demographic split for people donating to multiple causes. Millennials
and Gen Z give to the widest range of charities with 51% and 50% respectively donating to
two or more causes. A third of each of these age groups gives to three or more charities.
In comparison 38% of Baby Boomers give to two or more charities and just over a fifth
(22%) to three or more causes. The under 40s continue to represent a key audience for
charities to attract by creating campaigns and appeals that engage with them.

Number of causes supported in the last three months

Figure 3: Percentage of the public who have donated to multiple charities over the last three months

enthuse.com
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Opportunity knocks

Throughout the last 18 months, support for charities has shifted as the public have been
motivated by headlines and key campaigns to donate to the areas that they have seen
as priorities. There have been surges in support for the NHS, mental health, poverty and
research into disease. While no one cause has dominated the headlines to the same extent
this quarter, NHS waiting lists have continued to be front page news. This together with
Macmillan being the charity of the year for the Marathon has meant research into disease
has continued leading the way.
Figure 4 details the rest of the shifts in the last three months, and while many areas have
remained relatively stable, there was a surprising and notable drop for the environment
in a period where COP26 was about to take place. This may be down to environmental
charities focusing on campaigning rather than donation led appeals, as well as supporters
waiting to see what happened at COP26. Overseas aid also saw a marked drop in support,
potentially due to less focus on the issues in Afghanistan.
Overall there is more of a bunching up of charity sectors in general with more areas
receiving the focus of donors’ attention. The types of charity given to have continually
shifted depending on what the public see as the priority areas to give to. This means it is
important for charities to demonstrate their relevance to issues that are dominating the
news agenda with relevant campaigns and appeals.

Charities donated to in past three months
% of those who made a donation

Figure 4: Types of charities donated to in the last three months
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Opportunity knocks

The way the public view charities and the work they do has increased slightly over the
last three months. Figure 5 shows the positivity index over the last 18 months, with 28% of
people feeling more positive in the last three months. Looking at the overall data in Figure
6 shows that 93% of people feel positive or neutral towards charities. While during this
period much of our lives seemed to be returning to more normal circumstances, the slight
uptick in positivity may be down to an increased opportunity to give, as much as clear
priority areas to donate to.

Positivity Index
More - less positive

Figure 5: Positivity Index (members of the public feeling more positive about charities minus
those feeling less positive)

Change in perception of charities

Figure 6: Change in perceptions of charities and the work they do
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Opportunity knocks

Figure 7 shows the number of fundraising requests that the public have had over the last
three months. Overall just under half of the public (45%) have had a request from a friend,
colleague, employer or school to donate in the last quarter. A healthy figure, which rises to
62% when looking at under 40s compared to 34% for those over 40. When just focusing on
supporting friends or colleagues in their personal fundraising, 35% of the public had been
asked to donate. The return to offices and schools are an important factor in this data.

Charities donated to in past three months

Figure 7: Peer to peer fundraising requests and recurring donation requests

These are positive figures in terms of the amount of people fundraising and asking for
support, and this opportunity to donate is no doubt part of the boost seen in the amount
of people giving over the last three months. However, charities also need to be aware of
the amount of competition their fundraisers face when trying to drive up donations. It’s
important for charities to provide their supporters with the tools and information to make
it as easy as possible for them to show why their donors should give to them.
Linked to this is the part of Figure 7 which shows how many people have been asked to
set up a regular donation to charity over the last three months. For the under 40s this is as
high as one in five of them. The public have their limits on how many they can support, so
ensuring this request is both well timed and well put is critical to success.
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Opportunity knocks

Overall it is promising to see the number of people giving to charity has reached its
highest point for a year, after a quieter period in our last edition. A large part of this
increase has been down to donations to a single charity which points towards events like
the London Marathon having had an impact with more opportunity for people to give.
The return of many to more normal patterns of working in offices and children returning
to school also seems to have driven up the number of people fundraising and asking
for donations. This is all very positive, but charities need to be mindful of the increasing
requests for donations, and build strong support packages for fundraisers to make it as
simple as possible for them to seek donations.

enthuse.com
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Christmas giving
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Christmas giving

There are a number of economic limitations that may have impacted the intention of the
public to give over this Christmas period. The general increase in the rate of inflation,
the rise in energy bills and the increased cost of food are just three factors that may
well influence donations.
These challenges are mounting up and, as shown in Figure 8, are impacting the ability of
people to give. 43% of people state that their financial situation makes it harder for them
to donate. This is compared to just 11% of the public who say their financial situation makes
it easier for them to donate, while 45% say it remains the same.

Does your financial situation make it easier or harder to donate?

Figure 8: Does your financial position make it easier or harder to donate?

Overall nearly half of people will find it harder to find the money to give this Christmas,
and this has impacted on all age groups as shown in Figure 9. Gen X has been the worst
affected by this with 52% saying it will be harder to find the money to donate, and just 7%
finding it easier. Gen Z are the most divided group with 36% saying it is harder to find the
money to donate, but 27% saying they are finding it easier. For Gen Z, this is likely because
some have moved into employment, and some have moved off furlough back into their
jobs. This age group also tend to have a higher amount of people working in hospitality
and with most of this industry open again, they now have more opportunity to earn.

enthuse.com
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Christmas giving

Easier vs Harder by age

Figure 9: Does your financial position make it easier or hard to donate? (Split by age)

Despite the headlines of rising wages, Figure 10 shows why money is tighter and how
compared to last year many people are planning on spending less rather than more. For
close to a third of people (29%) there is simply less money coming in - this compares to
14% who have more coming in. The majority (52%) have also seen their bills go up with just
5% seeing them drop. The combination of less incomings and more outgoings has a knock
on effect on spending. More than a third of people (35%) will spend less on themselves and
just under a third (31%) will spend less on Christmas presents compared to last year. Only
about 1 in 10 will increase their spending on themselves or gifts. The one area that stays
broadly similar to last year is socialising with 18% spending more and 16% spending less.
With so many opportunities to socialise barely available last year, it’s not surprising to see
this is one area where people intend to spend a little more.

Figure 10: Compared with last year, how does your financial situation look?
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Christmas giving

Despite the squeezes on income and the fact that it is going to be harder for nearly half
of people to donate this Christmas, many are planning to give. Figure 11 shows that nearly
three quarters (73%) of the public are intending to give over the next three months. This
figure is up five percentage points on the same time last year, meaning Christmas giving is
looking promising for charities. Figure 12 shows that both the ‘very likely to give’ and the
‘somewhat likely to give’ groups are at their highest levels for 18 months. Active donors
make up the bulk of these givers, with 88% of recent donors intending to give again. But
the spirit of Christmas is having an impact on those who haven’t given recently - 36% of
those who haven’t donated recently, intend to do so in the next three months. This is up
from 28% in the last edition of this report.

Likely to give in next three months

Trend
Figure 11: Change in likelihood to give in next three months

Figure 12: Change in likelihood to give in next three months
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Christmas giving

Figure 13 outlines the split by age group between those who are very likely to give and
those who are somewhat likely to donate, and compares this year with the same period
last year. All age groups are more likely to give than a year ago with the exception of
Millennials which have dropped by 2%. Gen Z and Millennials remain the most open to
donating over the festive period, but it is the over 55s who are the most committed
to giving. This is an important point for charities to consider as under 40s need the
opportunity to give for them to move from intending to actually donating.

Likely giving by age

Figure 13: Likelihood to give by age next three months Winter 2021 vs Winter 2020

Likely giving by age

And that is particularly important
in the Christmas period as just
under half (49%) of people who
give to charity are more likely to
do so around Christmas. Figure
14 shows that this is highest in
younger age groups with 73%
of 18-24 year olds more likely to
give at Christmas dropping to
30% of 55+.

Figure 14: Are you more inclined to give at Christmas than other times of the year?
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Christmas giving

Compared to this time last year Figure 15 shows that fewer are planning to rein in their
giving. In 2020 while 14% were planning to give more than they had the year before, 14%
were less likely to donate, with 60% about the same. This year 15% are planning on giving
more, with 68% about the same and just 7% less. Figure 16 underlines the importance
of the under 40s once again with 21% of them planning on giving more than last year
compared to 10% of over 40s.

Reported change in likelihood to give at Christmas

Figure 15 (top): Change in likelihood to give (Christmas 2021 vs 2020)
Figure 16 (bottom): Over 40s vs Under 40 change in likelihood to give

There is a considerable propensity to give for charities to think about, but what are the
reasons that make people give more at this time of year? Figure 17 shows that nearly two
fifths (38%) of people donate because they see campaigns that ask for donations, not
because they are looking for opportunities to give. A little over two fifths (42%) like to
give at Christmas and are looking out for chances to donate. Both of these point to the
importance of charities running campaigns over the festive period to make sure they are
catching the eye of these donors who are giving in the moment.

enthuse.com
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Christmas giving

Reasons for giving more at Christmas
(All inclined to give more)

Figure 17: The reasons for giving more at Christmas

In terms of how much people are thinking of giving, on average the maximum planned
donation is £41 over the Christmas period. As shown in Figure 18, on average the donors
planning on giving the most are Gen Z at £53 and this drops with age to £33 for 55-64 year
olds, before rising again for 65-80 year olds.

Maximum donation willing to make in next three months

Figure 18: Average planned donation (mean)

enthuse.com
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Christmas giving

Figure 19 details the causes that people are most likely to give to over the Christmas
period. This is markedly different from the causes people give to usually (as outlined in
Figure 4). About 25% of people usually donate to homelessness charities, but this jumps to
37% over the Christmas period. This is usually a period where homelessness is higher on
people’s priority list, but it is also one where charities in this sector run more campaigns,
and it has a clear impact. Children’s charities are also more likely to be donated to than
usual - up from around 27% of people donating to 39%. Again people are more likely
to be thinking about children’s charities at this time of year, but it is also influenced by
the running of major campaigns like Children in Need, and Save the Children’s Christmas
Jumper campaign. Other areas like health, animal and even faith organisations track at
about the same level as they normally would.

Causes supported at Christmas
(All likely to give)

Figure 19: Causes supported over Christmas

Nearly half of people are finding it more difficult to find the money to donate this
Christmas, because of rising bills and lower incomes. Despite this nearly three quarters of
the public is planning to give, which is promising for charities. However, of those planning
to donate about half are only somewhat likely to donate, and need persuasion and
opportunity to give. On top of this two fifths want to give because they are asked rather
than looking for opportunities. This data boils down to the importance of charities getting
their campaigns out in front of a wide audience to give them an opportunity to donate.
For more advice on Christmas campaigns, Enthuse has a Christmas Giving Insights report
available to download.
enthuse.com
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Online give and
data take
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Online give and data take
With donations reaching their highest point since Donor Pulse began 18 months ago, online
giving has also increased since the last edition to 43% in the last three months. This is just
1% below the highest online donation figure seen in this research series, as shown in Figure
20. Gen Z led the way with 59% donating online, followed by Millennials at 52%. Other
age groups remained fairly static with Gen X moving from 37% to 41%, and Baby Boomers
moving from 27% to 29% donating online.
The shift to online giving in the last year has also seen older age groups becoming less
resistant to donating online. Last winter 27% of 65-80 year olds said they would not
donate online, and this has dropped to 22% now. As shown in Figure 21, this is coming in
line with 55-64 year olds. For all age groups apart from 65-80 year olds there was very
limited change. An encouraging sign for charities and another reason to continue to invest
in taking donations online.

% giving last three months

Won’t donate online
Figure 20: Percentage donating online in last three months

(All who donate to charity)

Figure 21: Percentage who will not donate online (2020 and 2021)
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Online give and data take
The last three months has seen the largest amount of donations going through consumer
giving platforms compared to a charity’s own website, as shown in Figure 22. The reason
behind the jump in use of consumer giving platforms is almost completely down to the
London Marathon and its partnership with Virgin Money Giving. However, there is a
significant difference between the amount donated via the two methods. The average
donation via a consumer giving platform is £34.46, but this rises to £42.63 when the
donation is directly to the charity - a difference of 21%. This underlines how important it is
for charities to drive direct donations.

Method of online donation
(All donating online)

Figure 22: Methods of donating online

Each edition of Donor Pulse has looked at the concept of ‘give and forget’ when the public
is less likely to remember the name of the charity and even the cause when they donate
via consumer giving platforms. The number of people able to remember the name of the
charity they donated to has dropped to its lowest level in 18 months - a drop of seven
percentage points to 63%, as shown in Figure 23. This correlates with the rise of seven
percentage points in donations being made through consumer giving platforms.

enthuse.com
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Online give and data take

Brand recall among online donors

Figure 23: Brand recall among online donors

Brand recall by platform is summarised in Figure 24, and shows that donors are 29% more
likely to remember the name of the charity if they donate directly. This has become a
consistent gap and is a stark and important figure for charities to factor into their plans.
The key reason for poor recall is that the charity’s branding is not clearly visible. This has
risen to it’s highest figure since the research started, with 50% of donors citing this as the
reason they couldn’t remember the name of the charity they gave to.

Charity brand recall by platform used

Figure 24: Brand recall among online donors by platform
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Online give and data take

Donors are not just for Christmas
The challenges of building an ongoing relationship with donors is underlined by the fact
that nearly two fifths (39%) of people are averse to opting in to marketing communications.
There has been a very minor shift since this time last year in people being more open to
marketing communications. But as outlined in Figure 25 more people reject this (39%) than
accept it (36%). This is an important area for charities to consider with so many members
of the public likely to donate over the Christmas period - turning them from one off donors
into longer term relationships could be critical for fundraising.

Likely to opt in to marketing 2020-2021

Figure 25: Likelihood to opt in to marketing communications (2020 and 2021)

The demographic breakdown paints a very clear picture that the desire to opt in to charity
communications gets less with age. Figure 26 shows that fewer than one in five of over
55s are willing to opt in, meaning charities need to look at alternative ways to keep them
engaged, and perhaps need to consider more traditional routes as part of the mix.
Gen Z (54%) and Millennials (47%) are the most open to communication, likely due to their
greater understanding of how data is freely exchanged for information and services - and
knowing how to control this. Even so, a significant minority (29% of Gen Z and 35% of
Millennials) remain reluctant to opt in, perhaps because of their lack of engagement with
the charity, as they are giving in the moment.

enthuse.com
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Online give and data take

Likely to opt in by age

Figure 26: Opting in to marketing communications (by age)

There are two main reasons behind this aversion to opting in as outlined in Figure 27.
Firstly, there is a lack of commitment to the charity, so just over half (51%) of donors do not
want a charity emailing them asking for further donations, and perhaps more concerningly
they are not interested in receiving the charity’s emails in general. This points to a need to
provide engaging information about the charity’s work at the point of donation, to build a
strong stewardship programme.
				
The second major reason for opting out of communications is around data management
with close to half (49%) of donors citing concerns about how their data would be shared by
the charity and worries about the potential of a data breach. Also on the subject of data,
more than a quarter (26%) of respondents specifically stated that they were concerned
about receiving emails from the fundraising platform rather than the charity. This can be
confusing for donors so opting out of all can seem like the simplest option.
The demographic split shows these two main reasons diverge significantly with age (Figure
28). Older age groups are far more concerned about being asked for further donations than
they are about how their data is shared or any potential breaches.

enthuse.com
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Online give and data take

Reasons for opt out

Figure 27: Reasons for opting out of marketing communications

Online giving has established
itself as the key element of the
donations mix since the pandemic
started. It has remained high at all
levels of Covid restrictions. Older
age groups have warmed to the
idea with only around one in five
of 55-64 year olds and 65-80 year
olds now stating they would not
donate online. However, despite
this willingness to engage in
online giving, there is work
for charities to do on engagement,

Figure 28

particularly with older age groups. Streamlining communications so donors are not
receiving multiple requests from charities and platforms is one improvement that can be
made, as well as making sure that emails are relevant and engaging and do not always
have a donation ask. Finally, there is a need to consider how much communication to do
- it is all too easy to over-communicate with these groups leading to more opt outs and
making those who give in the moment harder to reach and build long-lasting relationships
with. One solution here is to A/B test content both to understand what is working for open
rates and click through rates, and also to test and learn whether some content is leading to
more opt-outs.
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Cash, cause and
opportunity
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Cash, cause and opportunity

The last three months have seen a promising upward trend on donations, reaching
the highest point we have seen in a year. The opportunity to donate presented by the
Marathon and the return of fundraising in offices and schools has been widely taken
up. Linked to this is causes being front and centre - research into disease continues
to attract the most donations partly through the ongoing headlines of the growth in
NHS waiting lists. Finally, looking ahead, despite the changes many are experiencing in
their finances, there is a strong intention to give over the Christmas period. The linking
of cash, cause and opportunity provides a strong potential for the end of the year for
charities.
These are the five key takeaways from this edition of the research:

Online donors: Donations as a whole have risen to 71% of the population, with
43% donating online. A key point within this is the change in older age groups’
willingness to donate. For the 65+ age group, those unwilling to donate online
has dropped from 27% to 22% in the last year. This age group is increasingly
open to online donations, and developing plans on how to communicate with
them is an important build for charities’ digital plans.
Finances are tight: 43% state that their financial situation makes it harder for
them to donate, compared to just 11% who say their financial situation makes it
easier to give. Gen Z are the only age group who have near parity here. Charities
need to be mindful of the financial challenges people are facing and present
multiple donation options.
Christmas promise: Despite finding it harder to donate, nearly three quarters are
planning on giving over the Christmas period. Gen Z and Millennials are the most
likely to donate of any age group, but they are the least committed - charities
need to target these age groups specifically with relevant campaigns to convert
these donors over the festive period.
Giving in the moment: Nearly two fifths (38%) of people donate at Christmas
because they are asked for donations and a little over two fifths (42%) like to
give at Christmas and are looking out for chances to donate. This shows the
importance of charities running campaigns over the festive period to make sure
they are catching the eye of these donors who are giving in the moment.
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Cash, cause and opportunity

Donors are not just for Christmas: Just under half (49%) of people who give
to charity are more likely to do so around Christmas. This presents a great
opportunity for charities to build longer term relationships with new donors.
But more people reject opting in to communications than accept it, meaning
charities must ensure they are streamlining their stewardship and making sure
emails are relevant, engaging and do not always have a donation ask.

This is the sixth 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 3 of the top 100, raise over
£130 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.
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