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• 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
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Daryl Upsall International

Fundraising 
Strategy

Market 
Intelligence

Fundraising 
Readiness

Mentoring & 
Facilitation Recruitment

• 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
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Thanks to:

Also to consultants at 
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A Changing Global 

Context for Fundraising

https://www.darylupsall.com/
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Donor priorities and motivations are 
changing. The way people consume media 

and shop has changed. Our engagement with 
supporters is not well-aligned, which is 

leading to a decline in donor engagement 
with NGOs. At the same time, there is 

increased demand for unrestricted funding 
from the same audiences. Not surprisingly 

then, we are seeing some real challenges in 
private sector funding. 
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Newer Audiences    
(Gen X, Millennial)

Sense of injustice
Be part of the change

Older Audiences 
(Boomer)

Sense of duty
Give based on obligation

Generational shifts

There are major shifts in donor motivations
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There is declining trust in NGOs. 

2025 Edelman Trust Barometer

In 78% of countries, trust in NGOs is decreasing or stable.
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… and yet overall engagement and generosity remains

Charities Aid Foundation

World Giving Index 
Scores 

2014 - 2023
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1. You can give to people you know, or personal ‘causes’

There are alternative ways to be a ‘socially responsible’ person
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+$825 M given since 2009

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

2. Direct to donate organisations are growing
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There are alternative ways to be a ‘socially responsible’ person

2. Direct to donate organisations are growing

Founded in 2005
Raising c. $40 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.

McKinsey 2023
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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 
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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
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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
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Donor priorities and motivations are 
changing. The way people consume media 

and shop has changed. Our engagement with 
supporters is not well-aligned, which is 

leading to a decline in donor engagement 
with NGOs. At the same time, there is 

increased demand for unrestricted funding 
from the same audiences. Not surprisingly 

then, we are seeing some real challenges in 
private sector funding.
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1. Desire for authenticity

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

Forbes, 2024



Desire for authenticity. Desire Expectation of authenticity

We expect ‘perceived’ authenticity from public figures, and brands.
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Desire for authenticity. Desire Expectation of authenticity

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

21



Desire for authenticity. Desire Expectation of authenticity

We expect ‘perceived’ 
authenticity from public 

figures, and brands.
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2. Stronger competition for attention & higher expectation of 
dopamine hits.
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Stronger competition for attention & higher expectation of 
dopamine hits.

Trend is consistent across the mediums we consume

Mr. Beast: #1 
subscribed 
YouTube channel

387 M subscribers
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Reviews and ratings

User demonstrations and 
recommendations

3. Social purchasing decisions

Influencer 
Marketing 
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Social purchasing decisions

“Millennials are 
naturally sceptical of advertising, 

specifically “traditional” 
outbound advertising (e.g. email 

marketing).” 

71% of online users are more likely 
to make purchasing decisions based 
on reviews on social media.

54% of online users conduct product 
research on the social media 
platform they’re shopping from.

Clarkstonconsulting.com, profiletree.com
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Social purchasing decisions & social brand loyalty



4. Increasingly complex marketing landscape

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

28 2024 Edelman Trust Barometer
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Expectation of personalization
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Expectation of personalization
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Expectation of personalization

McKinsey & Company Next in Personalization survey
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Expectation of personalization

Personalization is a huge asset to growth and loyalty

McKinsey & Company Next in Personalization survey, Boston Consulting Group

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
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Expectation of hyper-personalization
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Donor priorities and motivations are 
changing. The way people consume media 

and shop has changed. Our engagement with 
supporters is not well-aligned, which is 

leading to a decline in donor engagement 
with NGOs. At the same time, there is 

increased demand for unrestricted funding 
from the same audiences. Not surprisingly 

then, we are seeing some real challenges in 
private sector funding. 



35

NGOs are still using one-directional, ‘generic’ content
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Reliance on email for donor stewardship

Developing ongoing engagement with 

donors is often limited to email. 

Response rates for fundraising emails: 

• US - 0.09%

• UK - 0.24%

… and declining in both markets!

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

10% decrease in the number 
of donors 2022-23 

Phineo

15% point drop in US households reporting 
donating between 2000-18, dropping to  50% of 

the population
Lilly Family School of Philanthropy

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

Fondation de France

In 2024, fewer people than ever gave to 
charity in the UK. 

CAF
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In Switzerland too… 
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Donor priorities and motivations are 
changing. The way people consume media 

and shop has changed. Our engagement with 
supporters is not well-aligned, which is 

leading to a decline in donor engagement 
with NGOs. At the same time, there is 

increased demand for unrestricted funding 
from the same audiences. Not surprisingly 

then, we are seeing some real challenges in 
private sector funding. 



41

Continuing declines in government funding

New Global Markets
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Continuing saturation in biggest fundraising markets
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Donor priorities and motivations are 
changing. The way people consume media 

and shop has changed. Our engagement with 
supporters is not well-aligned, which is 

leading to a decline in donor engagement 
with NGOs. At the same time, there is 

increased demand for unrestricted funding 
from the same audiences. Not surprisingly 

then, we are seeing some real challenges in 
private sector funding. 
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It is increasingly: 

Harder to secure one-step 
monthly donor acquisition. 

Harder to get strong ROI and 
volumes of new donors.

More challenging to accurately 
measure results.

Harder to get donors to stay 
engaged over the long-term.
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It is harder to recruit dedicated monthly donors

Peer Review 2024, (2023 data) * Excluding China

Peer Review

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

achieving growth? 
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Optimization is internal.
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1. Strong data & tech is essential, not innovation

Integrated AI enabled

Clear, consistent 
KPIs

Human 
resources
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Strong data & tech is the basis for optimization

AI enabled

Human 
resources

Integrated

Clear, consistent 
KPIs

• Personalization for higher 
engagement & satisfaction

• Allow effective omni-channel 
engagement & measurement

• Strong investment decisions
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2. Effective proposition & engagement are critical 

Options for giving 
& engagement

Authenticity

Research 
and test

Storytelling

Consistency in 
brand & 

messaging



3. Audience-led structures, supported by leadership
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Leadership must 
drive change

Team structure 
must put the 

donor first



We need to 

re-think the donor experience, 

re-think how we manage the donor experience, 

in order to stay relevant.
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What do you think? 

Questions?  Ideas?
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Stay in touch!

Emily Bracken
emily@darylupsall.com

www.darylupsall.com
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