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My presentation today
• Academic research in fundraising and marketing is mostly 

applied research – relevant, purposeful and impactful for 
non-profits and arts organisations

• And practitioners contribute to the content!
• Trends in philanthropy: disintermediation, crowdfunding 

and new mediators in the growing markets for causes: 
challenges or opportunities for the arts fundraiser? 

• Donor journeys (old and new)
• Trusting (the old and new players)
• Donors’ sense of agency and control 
• what’s next for relationship fundraising 
• Tips for moving forward….



https://onlinelibrary.wiley.com/page/journal/26911361/homepage/productinformation.html

…a change in title reflects the change in how 
‘cause-related’ market/s operate….

https://onlinelibrary.wiley.com/page/journal/26911361/homepage/productinformation.html


Relevant, purposeful, impactful, applied research 





Roundups 
and Kingston 
University 
collaboration 



The Routledge Companion to Marketing & Society (forthcoming): chapter on 
non-profit marketing and fundraising

BAD NEWS:
Much of the non-profit sector and fundraising activities are currently in trouble 
- non-profit income and fundraising activity
- charity events
- direct debit sign ups 
- recruitment of new donors via door to door and street fundraising activities
- campaigning efforts of non profits currently lost on the media (focus on Covid-19)….

GOOD NEWS:  
- increased demand for services (food banks, poverty charities AND arts and culture)!
- forecast: increase in donor markets in the new “feeling economy” - socio-demographic changes on 
a global scale mean that the size of the middle classes is growing rapidly (from 1.8 billion in 2009 to 
4.9 billion in 2030), with the spending power to match (this is set to increase by 161% over the 
same period). 
- plus younger generations are reported to be more empathetic, more socially aware, increasingly 
inclined to support causes, and to buy into brands that are pro-social, socially responsible and 
ethical
- a sense of urgency to ‘save the world’…



Challenges and opportunities for 
(arts & cultural) philanthropy 

The ‘market for causes’ is growing:

(1) via disintermediation and crowdfunding: 
“personal fundraising”

(2) via the entrance of new players, new 
mediators of giving: 
B Corps, Unicorns, private foundations, fintech 
companies, etc. 



CHARITIES/
NONPROFITS 

CAUSE (e.g. ARTS 
and CULTURE)

DONOR 
(individual and 

corporate)

Kiva 

Facebook Fundraiser

Kickstarter

GoFundMe

DonorsChoose

Easyfundraising, charity shop  site

Pennies, micro-donation platform

TapSimple, F.Platform

Amazon Smile

Global Giving

Adyen, Unicorn

These intermediaries TEND to work with established 
charities/corporates rather than OTHER PERSONAL causes as 
above

Crowdfunding sites tend to raise money 
for  ‘individual projects/causes’…..

Key: proximity / perception of impact

DISINTERMEDIATED and 
CROWDFUNDING SPACE 

Example: TapSimple mediates the relationship between 
Lidl and NSPCC

UNICORNS and 
FUNDRAISING 
PLATFORMS



Fact: Nobody has an overview, breakdown on 
how much money is donated via different 

types of channels (disintermediated, 
platforms, charity sites etc). 

(nfpSynergy, 2021) 



Private foundations, B Corps and the like

A mix of ‘lack of trust’, 
‘control’, ‘sense of urgency’ 

and (tax) advantage…



Crowdfunding 
trends











The donor 
journey, the 
donor 
perspective  



DONOR 
(individual and 

corporate)

From a donor perspective…(not so long ago, life was much more
simple)...





For-profit, key player, includes 
advice and resources for charities

Main competitor to Just Giving, non-
profit, includes advice and resources for 

charities

Offers rewards based crowdfunding projects 
that can allegedly raise more than straight 
donations. 

For small and local charities. Crowdfunding as well 
as fundraising campaigns and competitions. 

For small and medium sized charities “the forgotten 95%”, focus on 
community and local causes (for charities who are strong on social media)

Connects funders (trusts, foundations, 
philanthropists) with charities and those wanting to 

raise money for causes)

For joined up services (branded donation pages, Gift 
Aid reclaim, DD etc.) 

Best for accessing a large supporter 
community ‘social fundraising platform’ 

Closed: same owner as JustGiving….
Similar to ‘the good exchange’ (above)

Any non-profit can join GlobalGiving, 
subject to approval. 

New, own domain, control, built on the 
premise of ‘trust’. 



Disintermediation 
(personal crowdfunding) in 

action



Disintermediation in action



Crowdfunding 
for the arts













Gofundme…









DONOR 
(individual and 

corporate)

So, from a donor perspective…(today)...

Donations made to “ARTS & 
CULTURE”

I want to support a “SPECIFIC ARTS ORGANISATION”

I want to support the 
“ARTS”



Choice can be 
confusing...so there is a 

place for 
inter(mediation)…but 

even the 
intermediaries are 

growing in 
number….whoever 
mediates ‘best’ will  
reap the benefits



Donor 
behavior and 
motivation …



CAUSE/
BENEFICIARY

DONOR 
(individual and 

corporate)

Key aspect of donor behaviour
familiar brand name, convenience, choice, 

perception of impact 
(on par with Amazon ‘e-tailer’) CHARITY



CAUSE/
BENEFICIARYDONOR 

Key aspect of donor behaviour
proximity and perception of direct impact

“support a relative/friend” 
“support a niche cause close to the heart/close to home” 



CAUSE/
BENEFICIARY

DONOR 
(individual and 

corporate)

CHARITY

Key aspect of donor behaviour 
the ‘feel good’ minimal altruist? 



The new 
trends are 
partly 
attributable 
to an issue of  
‘trust’…or 
lack of it…

Some reasons: 

• Trust in authority is in decline
• Where is my money? 

- popular public perception is that a charity 
spends only about 4/10th of their money on 
the cause, and the rest on marketing and 
fundraising (in fact this is closer to 8/10th of 
the money 
- lack of demonstration and communication 
about impact 
• Big pay cheques for CEOs



Regulated 
space

NON-
PROFITS

CAUSE/
BENEFICIARY

DONOR 
(individual and 

corporate)

Kiva 

Facebook Fundraiser

Kickstarter

GoFundMe

DonorsChoose

RoundUp

Pennies

TapSimple

Amazon Smile

Global Giving

Adyen

But, will we trust a space that 
is unregulated (personal 

crowdfunding space)? 
Fraud, mismanagement of 

money, untrained 
fundraisers…? 

Unregulated 
space

Platforms such as Virgin Money are 100% linked to the 
nonprofit sector…



But can the 
new players 
be trusted? 

• Trust: the erosion of trust in authority/charities has 
played a part in the rise of disintermediated giving, and
a rise in alternate philanthropic activity and fundraising 
platforms. 

• Unaccountable/Unregulated space: 
Much of direct giving via crowdfunding platforms is not 
regulated! Leading to untrained unknowledgeable 
fundraisers? Mismanagement of money? Fraud?
Private foundations: benefit from tax advantages, many 
operating at a global level, without an standardised 
approach to accountability/ code of conduct 

• A competitive stance: Some of the new intermediaries 
are starting to position themselves as the 
‘best alternate’ approach to raising funds for a cause, 
differentiating themselves as more ethical, less intrusive 
than other forms of fundraising… 
… but will this competitive approach backfire in a sector 
that is fundamentally built on values of benevolence and 
giving?  



Disintermediated space



…some recognise the importance of 
trust and are working towards ‘trust’





In my opinion, 
this is the type of organisation 
to ‘watch’…plays to the tune of 

trust and accountability 

CHARITY CAUSE/
BENEFICIARY

DONOR 
(individual and 

corporate)

Kiva 

Facebook Fundraiser

Kickstarter

GoFundMe

DonorsChoose

RoundUps

Pennies

TapSimple

Amazon Smile

Global Giving

Adyen

And this 
space…

Get involved in this space, 
in a ‘trusted’ manner… 





Has 
a lack of trust, 
a sense of 
urgency & a 
sense of 
entitlement 
led to ‘donor 
dominance’? 

• Relationship fundraising is often ‘donor-led’ or ‘donor-
controlled’. When that control becomes excessive, it is 
known as ‘donor-dominance’ 
• Examples: 

-directing the charity’s mission
-demanding benefits 
-demand to take control of ‘fundraiser’  
• ‘Community-centric fundraising’ (CCF) challenges the 

existing privileged power structures in both 
philanthropy and fundraising. CCF proposes to have 
hard conversations with donors about their power 
and privilege, rather than pander to their agency to 
support meaningful causes 
• CCF therefore argues that donors should have less 

choice and agency, not more. Hence, the relationships 
that fundraisers ought to build with donors are 
markedly different to the types of relationship they 
currently aim to achieve. 



So what’s 
next for 
relationship 
fundraising? 

• Currently, donor-centred relationship 
fundraising (in theory): 
- provides excellent donor care 
(thank you) 
- communicates ‘impact’  
- provides donor choice (re type of 
relationship sought, frequency of 
communications etc)

• However, by placing the donor at the 
heart of all we do, is there a danger 
that the donor becomes too 
dominant…? 



Much of 
today’s 

philanthropy 
is based on: 

trust and 
a sense of 

agency

• Ethically motivated 21st century consumers and 
corporations
trends in individuals coming together (rather 
than charities). Today, the Internet is part of the 
enabling process which has energised millions of 
individuals to be fundraisers in addition to being 
contributors. 
• Urgency: climate crisis, inequality, poverty, etc.  

Lack of trust in authority to take rapid action, 
has led to: 
- individuals feeling that they have to take 
action/ control
- organisations feeling ‘pressured’ to take 
control (B Corps and CSR growth)/ marketing 
opportunity also….
• Changing donor behaviour: proactive, sense of 

agency, entitlement to ‘do it my way’…. 

The pandemic has only accelerated this 
process. 



So, 
what to do? 

Essential features:
(1) Trust

- competence: demonstrate, measure and communicate 
impact
- integrity: regulated space, code of conduct, 
privacy ‘matters’  
- proximity: builds a perception of trust and impact
- collaboration: (with trusted partners): builds 
fundraising income and a perception of trust

(2) Donors’ sense of agency/ control: 
- how to manage this?

(3) Digital
- invest, replace processes which are inefficient, 
complex, costly, or boring, take advantage of ‘24/7’ in 
this space (e.g. online shops don’t close, etc.)



Concluding statement
• Markets for causes are growing and 

maturing
• Too much donor choices (be where the 

donors are and position smartly)
• But in all these places and channels, focus 

on: 

- trust and accountability 
- collaboration (rather than competition) 
with trusted partners 
- demonstration and communication of 
impact 
- a sense of agency and control
- and all this (mostly) in a digital space…..


