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CEO, Consulting
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e 20 years in Madrid, from US

* 15 + years helping international NGOs to plan their growth
or increase the efficiency of their fundraising programmes.

* Previously worked in the private consulting sector, assisting

companies with their international expansion strategies




Daryl Upsall International

Supporting non-profits for 20+ years to get the insights and
talent they need to achieve their missions

Two divisions: Consulting and Recruitment

Work directly with fundraisers from 80+ markets, in Asia,
Europe, Africa and the Americas, in additional to international
team

Aim to provide a global perspective based on deep local inputs

Fundraising Market Fundraising Mentoring &

Strategy Intelligence  Readiness  Facilitation ccrurtment
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Donor priorities and motivations are
changing.



There are major shifts in donor motivations

Generational shifts

Older Audiences Newer Audiences
(Boomer) (Gen X, Millennial)
Sense of duty Sense of injustice

Give based on obligation Be part of the change




There is declining trust in NGOs.

In 78% of countries, trust in NGOs is decreasing or stable.
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== World Giving Index

... and yet overall engagement and generosity remains

Helped a stranger Donated money Volunteered time
40 39 40
34 35 33 34 33 35
31
62% 60% 61%
55%
49% 51% 5006 51% 51%
R 47%
35% 3404 35%
31% 31% 300 31% s
29% % 8%
23% 24% 24%
21% 22% 21% 21%
18% 19% 1986

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

World Giving Index
Scores
2014 - 2023

Charities Aid Foundation



There are alternative ways to be a ‘socially responsible’ person

1. You can give to people you know, or personal ‘causes’

:@: progettiamoch

DA 10 ANNI INSIEME

Casa Marta - The home of the
_) homeless

Bellinzona

FESTEGGIAMO
10 ANNI INSIEME!

presenta un progetto e
beneficia del bonus
del decennale

10th Anniversary Bonus of

progettiamo.ch do not just want to host, but also offer

»ncrete possibility of reintegration into
We are celebrating 10 years with you!

iety.
The first 10 fundraising initiatives o
e R s Providing new impetus to research Call for help for Severus
June 13,2024 target amount collected for Thomas PrrrRNNSS
15.000,00 CHF 15.263,00 CHF
8'448.35 CHF collected 1'765.00 CHF collected
amount collected amount raised from
‘)y other financiers
Progettiamo.ch
850,00 CHF

DISCOVER THE PROJECT
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There are alternative ways to be a ‘socially responsible’ person

2. Direct to donate organisations are growing

Annual spending GiveDirectly

12 month rolling sum

GiveDirectly About v Programs v Evidence v Recipients Blog How to Help v

@ Cash transfers @ Delivery costs ® Fundraising spending

Send money directly to

- W i > ' 3 . Kenya CovID19
people who neediitmost: Fev A g T AW N _ $260M UBI Study Response
¢ p saom Funding Begins

Begins

$220M

$200M

ONCE MONTHLY

= $180M
40 ‘ $60

$160M

$140M

$120M

$100M

Fundraising spending
$80M 2017:$2.73M
June

$60M

$40M

Trusted by top revi funders, and

Coteiryec (P fiicanion R e Funiion " Jhisn AT

2020 2021 2022 2023

11



There are alternative ways to be a ‘socially responsible’ person

2. Direct to donate organisations are growing

Real people,
real solutions

Lend as little as $25 to create a.more

Duncan Salamatu Nerisa

c€qu itable world. Quarrying ~ Construction Food Market  Food Pigs  Agriculture
Help Duncan to hire more workers, buy Help Salamatu to purchase more cooking Help Nerisa to buy piglets and feed.
more tools and boost his business. items, including onion, palm oil, pepper,

$5010 9ol $125 goal etc, to increase her business.

—— )
$100 to go $425 goal $125togo $425 goal

SU Most i i
Featured (g\ Women @ Vilhercble Q Refugees f

Founded in 2005
Raising c. S40 M annually

Approx. 100% growth in 10 years
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There are alternative ways to be a ‘socially responsible’ person

3. Competition from B Corps, other companies offering ‘socially responsible’
products and services

Products that make environmental,
social, and governance-related claims
have achieved disproportionate growth.

13 McKinsey 2023



There are alternative ways to be a ‘socially responsible’ person

3. Competition from B Corps, other companies offering ‘socially responsible’

products and services

@ Membership

Q@ |lululemon

Early access: gold accents.

We innovate more sustainable materials.

By 2025, we will achieve at least 75 percent sustainable materials for our products—including fibres that
recycled, renewable, regenerative, sourced responsibly, or some combination thereof, and/or are
manufactured using low-resource processes

— e ——

We use less water.

By 2025, we will reduce average freshwater use intensity by 50% to manufacture our products.
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There are alternative ways to be a ‘socially responsible’ person

3. Competition from B Corps, other companies offering ‘socially responsible’
products and services

B =il e

FREITAG MAKES BAGS’AND ACCESSORIES FROM USD AND
INCREASINGLY CIRCULAR MATERIALS. WE THINKAND ACT IN CYCLES
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There are alternative ways to be a ‘socially responsible’ person

3. Competition from B Corps, other companies offering ‘socially responsible’
products and services... Small businesses too

16

@ fitplanetco @

: eTe gustarié ser
‘embajador/a de
recogidas Fitplanet?

5

ey e

®

000080

Q776 Q54 V9 [N
fitplanetco Queremos formar una comunidad
de embajadores de recogidas po... [mas]

Ver todos los comentarios

15 de febrero

Un tiburén ha sido victima

de la pesca accidental en la
Costa Brava

@ fitplanetco @
&) CostaBava

@ fitplanetco ® «3Comparte esta noticia para
mar no se quede sinvoz @ @ &

Necesitamos regulaciones estrictas sobre las
de pesca que no distinguen lo que capturan!
w See translation

@ sandraairoldiarralde Como se pesca
accidentalmente un animal tan grande?

w 23 likes Reply See translation

View replies (8)

@ silversub_joies @ @ @

w 1like Reply

View replies (1)

@ beans_nbeans Es completamente innecesari
> comer peces y menos de pesca industrial cor

redes. Se puede evitar 100% si se deja de
‘consumir o como minimo se limita a consum
esporadico de pesca artesanal

w 24fkes Reply Seetranslation

View replies (6)

w Vlike Reply See translatior

. @ criscross fitness Esto se puede evitar @

harry._channels Esta especie no se pesca ni l

encontramos normalmente en la costa brava

s a muchisima profundidad. Entonces el hec

que lo hayan capturado abre una investigaci

P U I PO SR
Qv

4,724 likes
Apri 11

@ Add a comment

@ fitplanetco @

Tiburén Ballena >

sofia_surferss

Q574 Q12 V3 N
fitplanetco El favorito del verano &3 @ & 4
249 Perfecto para snorkel, buceo, s... [mas]
Ver todos los comentarios

7 de agosto



The way people consume media
and shop has changed.



1. Desire for authenticity

“A higher percentage of the media we
consume — across generations — is increasingly
raw, unedited, timely and authentic...”

18 Forbes, 2024



Desire Expectation of authenticity

We expect ‘perceived’ authenticity from public figures, and brands.

. adele @ - Follow Adele and James Corden in tears during final
Carpool Karaoke episode #shorts

% The Independent m

. adele @ Bloody hell I'm pleased as punch! Thank you
@mrbenwinston for dropping this round to me this afternoon!!
Trust me to officially have an EGO @ Thank you so much

@televisionacad , I'm so so honored to receive this. Big up to
everyone involved. @griffithobservatory thank you for letting me
sing up on your mountain and big love to all the other nominees x

139w See translation

For you
@  mariliacanestri i | LOVE YOU MY QUEEN V)
-*®
2d Reply
@ linaruizmd Siempre bella®@ o
5w Reply
6 antonnyarca | don't speak English very well, but... absolutely ™)
majestic!
6w 1like Reply
@ KkkkKii759 Wow!! &
v 1like Reply
@ Kkkkkii759 H OO O OO0 S5
v 2likes Reply
i‘ cookisdopex & QPP o
v Reply
@ kaylenann. @ V)
v Reply

oQv W

Q Liked by emilychicago5017 and 3,362,587 others

@ Add a comment
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Desire Expectation of authenticity

We expect ‘perceived’ authenticity from public figures, and brands.

9 janefonda : e janefonda

O QY I 0OQY R

&) Liked by lindsaylohan and 43,195 others &) Liked by lindsaylohan and 99,036 others

janefonda Here’'s me on the red carpet of LAMuseum  janefonda Here's me the next morning. | couldn't get
20 oedern Art gala my dress unzipped so | slept in it.. never wan... more



Desire Expectation of authenticity

We expect ‘perceived’ authenticity from public figures, and brands.

emmanuelmacron # « Follow
Audio original

597.096 Me gu

14 de febrero

@ Afade ut




Desire Expectation of authenticity

) S€zane & o Seguir
\. Audio original

@ sezane & The French Girl Guide to summer event dressing (keeping

o it relaxed, but chic). The new Celebration Collection for every
summer occasion, big or small is now online on sezane.com and the
app.

Session essayages et conseils avec Lise - spécial petites et grandes
occasions ;)

PS : La livraison est offerte dés 200€ et les retours sont a notre
charge

#sezane #sezanelovers

4 dias Ver traduccién

We expect ‘perceived’
authenticity from public
figures, and brands.

Para ti v

{ & anntranfashion A perfect blazer for the Summer o
|

3dias Responder Ver traduccién

——  Verrespuestas (1)
& patrycjakrogulska Perfection. Love this styling series so much &
L 4

3 dias Responder Ver traduccién

Ver respuestas (1)
@ shelovessezane Tout va a lise @ @ o
2 dias Responder Ver traduccién

Ver respuestas (1)

pairiit

_j
_..—.—-1

| | oQv A

6051 Me gusta
Hace 4 dias

s @ hubrechtpascale top, top, top @ V)
2]

3 dias Responder

Ver recnuiectac (1)

@ Afade un comentario...
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2. Stronger competition for attention & higher expectation of
dopamine hits.




Stronger competition for attention & higher expectation of

dopamine hits.

Trend is consistent across the mediums we consume

SUZANNE P
COLLINS | , . Mr. Beast: #1

: ' subscribed
YouTube channel

387 M subscribers

24



3. Social purchasing decisions

User demonstrations and

recommendations Influencer
‘ Marketing

Reviews and ratings

4,4 %KY v  7.982 valoraciones

Mas de 1 mil comprados el mes pasadd

25



Social purchasing decisions

71% of online users are more likely
to make purchasing decisions based “Millennials are

on reviews on social media. naturally sceptical of advertising,
specifically “traditional”

outbound advertising (e.g. email
54% of online users conduct product marketing).”

research on the social media
platform they’re shopping from.

26 Clarkstonconsulting.com, profiletree.com



Social purchasing decisions & social brand loyalty

@ lululemon Lululemon's Community Building: Yoga
and Lifestyle Branding

N

27



4. Increasingly complex marketing landscape

“Today’s Buying Relationship Is Too Dynamic for a Linear Funnel”

The funnel is broken because ...

m Purchase is no longer just the end point

INTEREST

Consumers don’t behave in sequential stages

It does not account for an ongoing relationship

It is focused predominantly on transaction

28 2024 Edelman Trust Barometer



Expectation of personalization




Expectation of personalization




Expectation of personalization
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76%

of consumers get frustrated
when they don't find it?

/1%

of consumers expect
personalization?

McKinsey & Company Next in Personalization survey
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Expectation of personalization

Personalization is a huge asset to growth and loyalty

Leaders in
personalization grow
revenue 10 percentage
points faster annually
than laggards and enjoy
higher customer
satisfaction scores.

Companies achieved

40% more revenue
from personalized
marketing actions or
tactics

McKinsey & Company Next in Personalization survey, Boston Consulting Group



Expectation of hyper-personalization

- -
F’del’ly CUSTOMER SERVICE | PROFILE | OPEN AN ACCOUNT | FIDELITY ASSISTANT | LOG IN Q How can we help?

Accounts & Trade Planning & Advice News & Research e Why Fidelity

.Beauty
INSIDER

SEPHORA

Your goals, your
future, your way

Invest on your own or let us guide you.

Brokerage
$2,275.10 51234 («0.51%) today
+2.75% return in th

% e past mont
50 n Yo 1w E

AeN €
chwmzos Beov®

Balances

Available to trade

Available to withdraw

You've got goals. We've got solutions.

Pirckvup
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Our engagement with
supporters is not well-alighed, which is
leading to a decline in donor engagement
with NGOs.
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NGOs are still using one-directional, ‘deneric’ content

Thank you for your gift

Select an Amount

Your Donation $§| 150 susb @ One-time © Monthly




Reliance on email for donor stewardship

Developing ongoing engagement with

donors is often limited to email.
Response rates for fundraising emails:
e US-0.09%

* UK-0.24%

... and declining in both markets!

36 M+R Benchmarks



Are our images authentic, or too perfect?
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In many markets there are less donors giving more.

N L=
| 1SN

In 2024, fewer people than ever gave to

charity in the UK.
CAF

15% point drop in US households reporting
donating between 2000-18, dropping to 50% of
the population
Lilly Family School of Philanthropy

10% decrease in the number
of donors 2022-23
Phineo

14% decrease in the number of donors
claiming tax benefits 2015-19
Fondation de France



In Switzerland too...

Spendenmarkt
Schweiz

2023

® 72% der Schweizer Haushalte haben 2023 gespendet
— die deutlich tiefste Spendenbeteiligung in der Zeitreihe
dieser Erhebung (—14 % gegenuber Vorjahr und 2019).

39
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At the same time, there is
increased demand for unrestricted funding
from the same audiences.



Continuing declines in government funding

41

$60 2

contracts, halting
global development
and humanitarian
programs.

It Reductions 2025

Tracking Global Development Megatrends
United States of America United Kingdom

90% cut in USAID aid Aid reduced from

0.5% to 0.3% of GNI
by 2027, the lowest in
25 years, to fund
defense spending.

€300 i $07 Dion

Gradual cuts: €500M in
2026, reaching €2.4B
by 2027, with funds
redirected to domestic
asylum seeker support.

37% drop in foreign
aid: from €5.7B in
2024 to €4.4B in 2025,
after an €800M cut in
024

E1713 mr

Germany faces €4.8B in aid
cuts (2022-2025) due to
budget constraints, including
€937M (BMZ) and €836M (AA)
slashed in 2025. A cut nearly
€2B was also announced.

Finland has announced
significant reductions in its
Official Development
Assistance (ODA) budget by
around 25% between 2024
and 2027.

Reducti ‘\‘? ;
25% b, &/

§282 mon

Switzerland will have less
funding for international aid in
2025 after a CHF250M
($282M) budget cut by the
» House, redirecting funds to the
v army.

szg million cut
peryear
Foreign aid is being
redirected to domestic
needs, with ODA cut from
US$5.4B to US$5.1B
(2026-2028), reducing
US$291M annually.

C$1.3 o™

In 2023, foreign aid
budget cut by 15%
(C$1.3B/ USS945M).
In Feb 2025, further
cuts proposed to
fund military base.
N

25% cut over
ayears

Belgium will slash its
foreign aid by 25%

over five years under
a new coalition deal
finalized in Jan 2025

£0.2 2

The 2024 budget
allocation was €6.5
billion, which has been
reduced to €6.3 billion
in 2025.

.

The EU plans a €2B
aid cut (2025-2026),
shifting focus from
direct support to
investment and trade.

New Global Markets



Continuing saturation in biggest fundraising markets

IFL NGO income per capita, top fundraising markets

] 6 s18 $160
()
_g s ® $140
S $40
= 0 $120
— $3,0 ‘ T
.. .. ’
SIFL 25 >
o FORUM ©
Leica 52'0 51;7 [ ) $60
| ional Fundraisi
nternalt_:Jar&aersl;lri\p raising $1’5 $1 3 $
$9 $0,9 0,8 »
$1,0 6 ; 28 507 s06 $05 %05 85
o I I l I I ) ) 2S04 $0,4  $20
s I B B
> & ' 3 ' 3
& S 60@ D & & Q’b\o & L &x"}\\ & ‘\Q}\Ib @ k&fﬁ
& & v & S & R® & & & P
TR & F v
<& S s
S

B Total Income ® Income per capita

42 IFL Forum Peer Review, 2022 income data



Not surprisingly
then, we are seeing some real challenges in
private sector funding.



It is increasingly:

Harder to get strong ROl and More challenging to accurately
volumes of new donors. measure results.
Harder to secure one-step Harder to get donors to stay

monthly donor acquisition. engaged over the long-term.

44



It is harder to recruit dedicated monthly donors

Regular donor acquisition, top 20 markets
16.6% decline in regular donors across markets* in past 5 years

o® oo, ® ARG @AUS @EBEL @ERA @CAN @DEL @ESP @FRA @GER @IDN @IND @ITA ®JPN @KOR @MYS @NLD @NOR @SWE @ USA

CIFL

o FORUM ¢

International Fundraising
Leadership

Peer Review

2019 2020 2021 2022 2023

45 Peer Review 2024, (2023 data) * Excluding China



So how are organisations

achieving growth?

DARYL UPSALL
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A

Optimization is internal.




1. Strong data & tec

WEF | Comvernion (worup)
33.07%

HEF | Aerage Sessoon Durateon
00:01:36

48

Integrated

12/19/2021

INnNIn

Clear, consistent

KPIs

h is essential, not innovation

wtom Overveem
e . WOV (nig v (Gost 11
e o
2. 100
™ -
wn -
A N
ADQSATY Y | Swn et VIR
P
Canal de TV DIA_SEMANA

16387 15894 2535

$86,911 1.53 3.6

§ meses por medio, canal y programa de tv

ROIa 36

Donatsane
£216,202.85

Humber of donations.
3,237

Aversge gift
£66.79

Canwersion rate by sesions
0.87%

Types of donations

Product SKU Product Revesuse  Avg. Price

single_custom £18950099
single_large

single_usknown

ENI8.78

singe_medis
fecuing_custom
single_small
recuming.lage
reCuming, usknwn
recuming_mediue

scining. mall

Aerage gt by age and gender

Agr Ay, Order Value

Al enabled

534
M Ll

Human
resources

1785337
(UL~

Daomation by device
M desktop M mobile B tablet

by device
gy Revenue vy, Order Vilue
E151395 88 EBLEE
ST ET E4567
ENDIS0ED E4682
Donations by cities
ity Fevenue Unigue Purchases
£66.340.41 (51
i EEATE D 62
1 £5.490.32 i
£5,306.00 0
475450 63
412060 ]
13,5990 45
[=1- =R 1Y 78
o 200230 at
£230000 1
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Strong data & tech is the basis for optimization

Integrated

Clear, consistent
KPls

Al enabled

Human
resources

Strong investment decisions

Personalization for higher
engagement & satisfaction

Allow effective omni-channel
engagement & measurement



2. Effective proposition & engagement are critical

Research
and test | L ]
Consistency In
brand &
messaging

50
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3. Audience-led structures, supported by leadership

Team structure
must put the
donor first

Leadership must
drive change
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We need to
re-think the donor experience,
re-think how we manage the donor experience,

in order to stay relevant.

DARYL UPSALL
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What do you think?

Questions? Ideas?

DARYL UPSALL
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Stay in touch!

Emily Bracken

emily@darylupsall.com
www.darylupsall.com

DARYL UPSALL

INTERNATIONAL
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