N

\c -

v gle
7

-
w/

‘ Fun

The publie’s € s e
charifgble fynr

Wave 2 res

ce u

CTCITl S (
Niglel

< e

o7

0 p Insights

Opinium | with impact

09 July 2026




Summary of findings

Perceptions of charities

Trust in all organisations measured has declined this wave - this includes both local and national charities. For regulators and watchdogs
trust is heightened, especially among those in older age groups.

The majority of the public trust some, but not all, charity fundraisers and this is driven by concerns about how funds are used and difficulty
discerning which charities are genuine. Trust in charity fundraisers has remained in line with last wave.

Support behaviours and experience with fundraising methods

Almost two-thirds report positive experiences supporting charities over the past 12 months, consistent with wave 1. As would be
expected, experiences with fundraising correlate strongly with likelihood to support charities in general again in the future.

Comfort levels with fundraising typically decline with age, with far lower comfort levels seen among those aged 65+ compared to those
16-24.

Experiences across most fundraising methods are perceived positively, however, this does vary significantly dependent on the type and
nature of the method. Given the majority had experienced at least some form of fundraising, this is an important public touchpoint for
charities to get right in terms of retaining public support.

Awareness of the Fundraising Regulator

Awareness of the Fundraising Regulator is broadly unchanged: just over half are at least aware. This in in line with organisations such as
the ICO, but notably lower than others such as the FCA and Ofcom.

Knowledge and awareness of the Fundraising Regulator is stronger among younger audiences, with older members of the public having
lower awareness and also significantly less familiarity with the Fundraising Badge. Across the public more generally, almost 1 in 5 claim
to have seen the Fundraising Badge in the past 12 months.

o7

This is of note given we also saw that displaying the Fundraising Badge has a positive effect on likelihood to donate and for around

Op

half, promotes a positive perception of the charity. Opinium
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A reminder of the research aims

The Fundraising Regulator, the independent regulator of charitable fundraising in
England, Wales and Northern Ireland, required an update to the research
conducted by Opinium in 2023. The organisation wanted to update their
understanding of the fundraising landscape, and to gain fresh insights into a
representative view of the UK public (16+) related to charitable fundraising.

With the organisation approaching its 10-year anniversary in 2026, they also wanted
a clear snapshot of the current state of the fundraising environment and to set a
baseline for future waves of research.

The key objectives of the research were as follows:

* Understand experiences of charitable fundraising and attitudes towards different
fundraising methods

* Explore levels of awareness and impact of the Fundraising Regulator

Opinium



Summary of our approach
This report details the findings from Wave 2

15-minute online quantitative
survey among 3,000 UK
adults (16+)

01/12/2023 - 11/12/2023

Quantify and build upon
insights from the qualitative
stage and provide robust data
for key subgroup and
regional analysis

10-minute online quantitative
survey among 3,018 UK
adults (16+)

06/05/2026 — 20/05/2026

Data was weighted by age,
gender, region, ethnicity,
working status, and social
grade.

Build on previous wave and
identify questions to be tracked
wave-on-wave.

As part of the set-up for the
second wave, the questionnaire
was reviewed and updated.
This means that there is not
always direct comparability
between the two waves of
research.

Where appropriate we have
provided comparisons to the
first wave. Where there are no
W1 comparisons, the data is
either not comparable, or the
question wasn'’t asked
previously.
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Quantitative survey content

10-minute survey covering the following topics:

DEMOGRAPHICS

CHARITY SUPPORT &
CONSIDERATION

EXPERIENCE WITH CHARITABLE
FUNDRAISING

AWARENESS AND IMPACT OF
FUNDRAISING REGULATOR

PROFILING

A range of demographics to ensure we spoke to a representative sample and to aid
analysis

Charities currently support, would consider supporting and typical habits when it comes to
supporting charities

Fundraising methods respondents are comfortable with and have experienced*

Levels of knowledge and understanding of the Fundraising Regulator

Further demographic questions to aid analysis and profiling

* within the methods asked about we also ask about Personal Cause Fundraising but highlighted to participants it is
not charitable fundraising and is not a regulated activity .
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Who we spoke to

Age Female Gender Working status
61%
29% 31% 51% 6‘ @ 39%
15%
16 - 34 35-54 55+ 49%
Male Female -
Working Working Part- Not Working
Male 49% 5 ‘I % Time

Do you, close family or friends
work for a charity

Yes - 29%

Expecting | 1%

children under 18 [ IGIGN497

Children over 18 35%

No children - 35%

Base: all (3,018)

White
background

Asian background I 8%

Black background | 3%

Any other mixed
background

0%

Household Income

£60k+

£30-£60k 32%

£20-£30k 20%

<£20k 23%

Op
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Who we spoke to (2)

Religion
goN - 53q
46%
Yes No

Of those who are religious
christian ||| G 1
Buddhist | 1%

Hindu || 3%

Jewish |2%

Muslim [} 9%
sikh | 1%

other || 3%

Base: all (3,018)

Long-term physical or mental
health conditions

Those with a condition:
Condition limits day-to-day
activities

84%

16%

Yes

South West
South East
London

East of England
Wales

West Midlands

East Midlands

Yorkshire and
Humberside

North West
North East
Northern Ireland

Scotland

Region

I 0%
L [I3Q
I 13%

I ©%

I 5%

I 9%

I 5

Urban - 33%
Suburban - 50%

Rural ] 17%

7%

I 1%

I 4%
N 3%

I 8%

o7

Op

Opinium




i.-

|
:

b







Trust in all organisations has decreased, with drops seen across both local
and national charities, possibly due to well publicised scandals in the media

Trust in organisations
Wave 1 mWave 2

: 50%
heuililelas  ____________ _____pu

iti 42%
Lo e | 347
Regulators and watchdogs [ 32%
T 30%
Al By

. - 22%
e D N 27°%

32%

o)
PVt DUSINeSS | 167 - T
¢ Trust in regulators and watchdogs is significantly
(0] .
Local government —]312)% hlgher among older groups
Nati | t 10% 16-24 25-34 35-44 45-54 55-64 65+
b
1% 0%  17%  22%  34%  42%  45%

22%
e [

*the specific examples of public bodies included as part of the answer option, were

changed in wave 2 which may have impacted level of trust scores from wave 1 to wave 2 o

12 Op

Q1. Which of the following organisations do you generally trust to deliver what they promise? Please select all that apply. Base: All respondents (3,018) Opinium




Lack of trust in charity fundraising stems from concerns about how funds
are used and difficulty discerning which charities are genuine

Trust in people who ask you to donate money or goods to a Reasons for not trusting charity fundraisers
charity
wave 1 Wave 2 Some charities waste or misuse funds [INNNENGTNNEEEEEE 39%
I's hard to tell which charities are genuine and I 37
trustworthy ©
15% P |
There is a lack of transparency about how I 36V
(o]

charities spend their money

Some charities are corrupt or unethical [INIENINIEINGNGEEE 23%

m | frust all
charity
fundraisers

| prefer to research charities carefully or only I 22
(o]

support ones | personally know
= | trust some Dislike of the way some charities fundraise [ININRNRNIIIEGEE 217%
but not others

Data privacy concerns [ ININENEG 15%

=l don'f frust Had a bad experience with a charity [ NN 9%

any
Charities already have enough money [ 8%
Other (please specify) | 1%
16% 16%
Don'tknow [ 5%
a7

Q2. Thinking now about charity fundraisers (by fundraisers we mean someone Q3. For which, if any, of the following reasons do you not trust charity fundraisers? O p

13 who asks you to donate money or goods to a charity). Overall, how much would Base: All respondents who don't trust charity fundraisers (2,576) Opinium

you say that you trust charity fundraisers? Base: All respondents (3,018)



Fewer people currently support charities, but consideration to support

has increased

Habits when supporting charities

Wave 1 mWave 2

| regularly support one or more

| sometimes support one or more

0
| do not currently support a charity but 17%

would consider doing so _ 24,

. 12%
| do not currently support a charity and

would not consider doing so - 18%

14 Q4. Which of the following describes your habits when it comes to supporting charities?
Base: All respondents (3,018)

30%

They are also more likely to be religious and have
had positive experiences with charity fundraisers.

________________________________________________

Those who generally had positive
experiences with charity fundraising are

significantly more likely to be current
supporters of charities

e e e Y s e e e e ...,

Current charity supporters are more likely to be
female or older (67% of those who are 65+
compared to 48% of those aged 16-24).

o7
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Hospitals and medical research are the most common causes to support.
Almost half would not consider supporting religious organisations

Support levels for different causes
Hospitals / hospices
Medical research
Children or young people
Animal Welfare
Older people
Mental health / mental disability
Physical health / physical disability
Armed forces or military veterans
Homelessness, housing and refuge shelters
Overseas aid and disaster relief / international development
Environmental (including climate change and conservation)

Religious organisations

m Support regularly m Support occasionally

15

m Supported once or twice

17% 23%
10% 20%
27%
33%

8% 10% 21%

Have not supported but would consider

Q8. Do you support or would you consider supporting the following types of charity?

Base: All respondents who could consider supporting charities (2,490)

26%

25%

27%

25%

33%

30%

32%

30%

31%

m Would not consider supporting

Opinium




Almost two thirds report positive experiences supporting charities over
the past 12 months, consistent with wave 1

Experience of charities over the last 12 months

Wave | Wave 2 ‘
= \ery positive = Somewhat positive = Very positive = Somewhat positive
= Equally positve and negative = Somewhat negative = Equally positve and negative = Somewhat negative

= Very negative = Very negative

Wave 1: Q7. And thinking overall, how would you rate your experience(s) supporting Wave 2: Q7R. And thinking overall, how would you rate your experience(s)
16 charities over the last 12 months? supporting charities over the last 12 months?
Wave 1: Base: All respondents who support a charity in the last 12 months (2,642) Wave 2: Base: All respondents (2,531)

o7
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Positive attributes are chosen most frequently to describe experiences
of supporting charities

Attributes to describe people’s experience of supporting charities

Despite declines in trust in charities, the actual

33% :
o experience of supporting is seen as positive overall.
21% e This aligns with the consistent trust in charity
24% . fundraisers, suggesting the individuals fundraising
| ‘ are having a stronger impact than the charity itself.

People who have experienced any type of fundraising

0,
19% 15
16%
13%  13% are significantly more likely to choose positive
attributes.
V% qoo Lo SRRSO
5%
4% (o) o 0 (o) o)
I I I 3% 3% 3% 3% 3% 0 50 oo »
(o]
1 R R0 0 g .
& & & &

S b & @ O e Q& & £ O e © \@ ¥ P >
P S G e S O R R T Al e N
S N o e o K & Q A s 9 @ s @ N & @ N
<@ s < s & & & € & S N @ & &P S

& A & @ NN
A\ Q
S /\(\o\‘»q

Q7A. Which of the following words most accurately describe your experience of supporting charities over the past 12 months?
Base: All respondents who have supported charities over the past 12 months (2,531)
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Experience of charitable
fundraising

Within the methods asked about we also ask about
Personal Cause Fundraising but highlighted to participants
it is not charitable fundraising and is not a requlated
activity .




People are most comfortable with donating goods to charity and least
comfortable with door-to-door fundraising

Comfort level

Donation of goods 5%
Sponsorship of individuals 7%
Charity bags 6%
Charitable Lotteries 7%
Prize competitions / free draws 7%
Personal Cause Fundraising 9%
Online Fundraising Platforms 7%
Top-ups 8%
Public fundraising 7%
Fundraising marketing 8%
Tap to donate 7%
Text donations 7%
Telephone fundraising 7%
Door-to-door fundraising 6%
m Very comfortable  m Fairly comfortable ~ ®mNot very comfortable  mNot at all comfortable Don't know P
19 fQQ. Plggse think a_bout the following ways in which charities can raise funds and get support from the public. How comfortable are you with these methods of Opiniupm
undraising? Base: All respondents (3,018)




Comfort with online fundraising platforms has decreased compared to
Wave 1, whereas comfort with door-to-door fundraising has increased

Comifort level comparison Change in comfort from Wave 1

Total: Not comfortable  m Total: Comfortable (only for methods measured in both waves)
Donation of goods 14% I
Sponsorship of individuals 26% S 6% -3% pts
Charity bags 29% I oo +4% pts
Charitable Lotteries 29% S 64%
Prize competitions / free draws 31% S 82%
Personal Cause Fundraising 39% - 58% +6% pts
Online Fundraising Plaforms 41% 5% -8% pts
Top-ups 44% S 48%
Public fundraising 46% A% +4% pts
Fundraising marketing 46% - 46% -1% pts
Tap to donate 50% - 43%
Text donations 55% - 38%
Telephone fundraising 65% S 29%
Door-to-door fundraising 66% L 28% +8% pts =
20 39. Fflease think about the following ways in which charities can raise funds and get support from the public. How comfortable are you with these methods of fundraising? Opiniupm
ase: All respondents (3,018)




Comfort levels with fundraising typically declines with age, with far lower
comfort among those aged 65+ compared to those 16-24

Total comfort level comparison between age groups

21

Total 16-24 25-34 35-44 45-54 55-64 65+

Public Fundraising 47% 56% 63% 58% 43% 37% 33%

Door-to-door Fundraising 28% 46% 48% 37% 24% 15% 11%

Charity Bags 65% 68% 67% 69% 68% 63% 57%

Donation of Goods 81% 75% 75% 75% 79% 86% 89%

Online Fundraising Platforms 52% 61% 64% 64% 56% 44% 31%

Sponsorship of Individuals 68% 67% 65% 1% 68% 70% 67%

Text Donations 38% 49% 54% 47% 40% 31% 21%

Tap to Donate 43% 60% 61% 51% 44% 35% 22%

Top-ups 48% 60% 60% 58% 47% 38% 34%

Fundraising Marketing 46% 62% 60% 57% 44% 37% 26%

Telephone Fundraising 29% 47% 48% 39% 26% 16% 8%

Charitable Lotteries 64% 62% 67% 65% 66% 65% 59%

Prize Competitions / Free Draws 62% 67% 68% 66% 64% 60% 52%

Personal Cause Fundraising 53% 63% 63% 64% 54% 49% 33%
Highest per age group  Lowest per age group 0TOF)

Q9. Please think about the following ways in which charities can raise funds and get support from the public. How comfortable are you with these methods of fundraising?

Base: All respondents (3,018)

Opinium




The majority experienced at least one fundraising method, highlighting
that this is a key way in which charifies inferact with the public

Charitable fundraising seen or experienced

Donation of goods

Charity Bags

Charitable Lotteries
Sponsorship of Individuals
Prize competitions / free draws
Public Fundraising

Online Fundraising Platforms
Top-ups

Tap to donate

Text Donations

Fundraising Marketing
Personal Cause Fundraising
Door-to-Door Fundraising
Telephone Fundraising

None of the above

I IITIImmcccmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmeyLs 44
____________________________________________________________________EKZA
__________________________________________________JpJ
24
24

I ——— 20%
I 18%
R T Y

= 16%

I 15%

— 14%

—— 14%

—— 13%

I 8%

I — 6%

29 Q10. Which of the following types of charitable fundraising do you remember seeing or experiencing (whether you took any action as a result or not) over the last 12

months? Base: All respondents (3,018)

o7
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Experiences with fundraising differed greatly depending on the
fundraising method

Experience
Donation of goods 1%
Sponsorship of individuals 15%
Charity bags 19%
Charitable Lotteries 28%
Personal Cause Fundraising 24%
Online Fundraising Platforms 25% 9% 5% 2%
Prize competitions / free draws 31%
Tap to donate 26% 13% 8% 3%
Top-ups 27% 14% 9% 2%
Telephone fundraising 21% 15% 19% 2%
Public fundraising 26% 17% 14% 2%
Fundraising marketing 34% 13% 9% 3%
Text donations 30% 13% 12% 3%
Door-to-door fundraising 20% 21% 30% 2%
m Very positive  ® Somewhat positive Neither positive nor negative ~ ®Somewhat negative  ®Very negative  mNot sure e
23 31 1. _And overall, how would you_rate the ex;_)erience t_hgt you h_ad? If you had multiple experiences of a particular method, please rate your overall experience. Opiniupm
ase: All respondents who experienced charity fundraising (various base sizes)




Experiences with different fundraising methods were rated more
positively than in the previous wave of the research

Change in positive experience

Experien mparison
perience compariso from Wave 1

Total: Negative ~m Total: Positive (only for methods measured in both waves)
Donation of goods % - 8%
Sponsorship of individuals A/ +14% pts
Charity bags L +19% pts
Charitable Lotteries 8% Gz
Personal cause fundraising 3% "' +21% pts
Online Fundraising Platforms 14% [soo
Prize competitions / free draws 10% seo
Tap to donate 21% - 50%
Top-ups 23% S 48%
Telephone fundraising 33% S 43%
Public fundraising 31% B +12% pts
Fundraising marketing 22% e +14% pts
Text donations 25% S M%
Door-to-door fundraising 51% B e +10% pts =
24 Q11. And overall, how would you rate the experience that you had? If you had multiple experiences of a particular method, please rate your overall experience. oopm,upm

Base: All respondents who experienced charity fundraising (various base sizes)



Feelings towards experiences differ across age groups, yet door-to-door
fundraising has the lowest score across all groups

Total positive experience among those who experienced each type of fundraising

25

Total 16-24 25-34 35-44 45-54 55-64 65+

Public Fundraising 42% 48% 56% 49% 43% 27% 34%

Door-to-door Fundraising 27% 39% 51% 27% 10% 15% 21%

Charity Bags 68% 76% 75% 71% 73% 63% 63%

Donation of Goods 84% 71% 72% 82% 88% 85% 89%

Online Fundraising Platforms 59% 56% 73% 68% 59% 56% 40%

Sponsorship of Individuals 80% 57% 78% 77% 76% 86% 87%

Text Donations 41% 46% 60% 43% 37% 39% 32%

Tap to Donate 50% 51% 67% 63% 49% 24% 42%

Top-ups 48% 53% 72% 54% 42% 33% 45%

Fundraising Marketing 42% 53% 64% 48% 33% 34% 26%

Telephone Fundraising 43% 56%* 65% 48%* 28%* 24%* 14%*

Charitable Lotteries 62% 62% 71% 66% 65% 58% 58%

Prize Competitions / Free Draws 56% 65% 69% 55% 53% 59% 45%

Personal Cause Fundraising 61% 58% 65% 70% 68% 62% 46%
*Base size too low for reporting Highest per age group  Lowest per age group obp

Q11. And overall, how would you rate the experience that you had? If you had multiple experiences of a particular method, please rate your overall experience.

Base: All respondents who experienced charity fundraising (various base sizes)

Opinium




There is a strong correlation between positive experience of a fundraising
method (Q12) and likelihood to support a charity in the future (Q11)

Total: positive and total:

Likelihood to support charities in the future negative experience (Q11)
. -

Donation of goods 31% 3% 3%19 84% 4%
Sponsorship of individuals 38% 5%  3%:19 80% 4%
Charity bags 36% 6% 7% 2% 68% 1%
Personal Cause Fundraising 36% 11% 6% 3% 61% 13%
Prize competitions / free draws 43% 56% 10%
Online Fundraising Platforms 39% 14% 6% 2% 59% 14%
Charitable Lotteries 47% 7% 5% 2% 62% 8%
Tap to donate 37% 0%  21%
Top-ups 40% 48%  23%
Public fundraising 34% 16% 17% 19 42%  31%
Fundraising marketing 40% 17% 12% 2% 42% 22%
Text donations 38% 16% 18% 2% $11%  25%
Telephone fundraising 26% 27% 20% 3% 43%  33%
Doot-to-door fundraising 24% 22% 32% 2% 27% 5%
® Much more likely = More likely Would not impact my decision  ®mLess likely = ®Much less likely  mDon't know e

26 Q12. Did the experience make you more or less likely to engage with supporting charities in general again in the future? Op

Base: All respondents who experienced charity fundraising (various base sizes)
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Younger people more frequently report that previous experiences make
them more likely to support charities again in the future

Total likelihood to support charities in the future by age group

Total 16-24 25-34 35-44 45-54 55-64 65+

Public Fundraising 3% 38% 55% 35% 36% 19% 15%

Door-to-door Fundraising 20% 28% 44% 24% 14% 1% 6%

Charity Bags 50% 58% 64% 59% 56% 48% 37%

Donation of Goods 62% 64% 63% 62% 66% 65% 58%

Online Fundraising Platforms 40% 51% 53% 43% 33% 39% 18%

Sponsorship of Individuals 53% 55% 58% 57% 49% 53% 50%

Text Donations 26% 41% 44% 33% 20% 21% 1%

Tap to Donate 35% 43% 53% 40% 32% 24% 19%

Top-ups 33% 58% 64% 43% 25% 15% 20%

Fundraising Marketing 29% 50% 49% 41% 20% 16% 1%

Telephone Fundraising 23% 30%* 32% 36%* 14%* 11%* 6%*

Charitable Lotteries 39% 57% 58% 49% 42% 33% 27%

Prize Competitions / Free Draws 42% 60% 54% 55% 41 % 41% 27%

Personal Cause Fundraising 44% 49% 60% 43% 43% 50% 24%
*Base size too low for reporting Highest per age group  Lowest per age group obp

Q12. Did the experience make you more or less likely to engage with supporting charities in general again in the future?
Base: All respondents who experienced charity fundraising (various base sizes)

Opinium




Awareness of the
Fundraising Regulator




Just over half are at least aware of the Fundraising Regulator, which is
comparable to some other much larger regulators such as the ICO

Awareness of the Fundraising Regulator

® Never heard of them Heard but don’t know anything about them Know a bit about them m Know a lot about them
5%
17% 18% 16% 21% 299
’ e 30%
’ 31% 37%

31% 30% 35% 5

35% 35%

38%

37% 34%

: 38%
47% 46% 45%

: 27% 26%

: 16%

The Fundraising Information The Scottish The Charity The Charity The Gambling Advertising Financial Conduct Ofcom
Regulator Commissioners  Charity Regulator Commission Commission Commission Standards Authority
—————————————— Office for Northern for England and Authority
Ireland Wales
Total Awareness of Fundraising Regulator

16-24 25-34 35-44 45-54 55-64 65+

49% 64% 60% 53% 47% 46% °b p
Q13. How much, if anything, do you know about the following organisations? Opinium

Base: All respondents (various base sizes)



Awareness of the Fundraising Regulator has remained at similar levels
compared to last wave

Awareness of the Fundraising
Regulator is significantly higher
among those who have personal
ties to the charity sector (66% Total:
Aware).

Awareness of the Fundraising Regulator

m Know a lot about them = Know a bit about them

m Heard of them but don't know anything m Never heard of them

Awareness is also significantly
higher among those who trust all
(63%) or some (53%) charity

Wave 1 i i
- fundraisers, compared to those who '

trust none (41%).

Awareness is also lower in older
age groups 47% / 46% in 55-64,
65+, 64% in 25-34 and 60% in 35-
44, highlighting the importance of
further communication with older
age groups on the role of the

Wave 2 VA

regulator
Wave 1: Q24. How much, if anything, do you know about the following organisations? The Fundraising Regulator -
Wave 1: Base: All respondents (3,019) p
Wave 2: Q13. How much, if anything, do you know about the following organisations? The Fundraising Regulator Opinium

Wave 2: Base: All respondents (3,018)



Almost 1 in 5 report having seen the Fundraising Badge in the past 12
months

Recognition of the Fundraising Regulator badge

mYes mNo = Notsure

Registered with

FUNDRAISING
REGULATOR

Only 5% of those over
65 have seen the
badge highlighting
need to focus further
comms on this age
profile

Registered with/Cofrestrwyd gyda'r

FUNDRAISING
REGULATOR

RHEOLEIDDIWR
CODI ARIAN

Younger groups are more likely to have seen the badge
16-24 25-34 35-44 45-54 55-64 65+
28% 31% 24% 12% 10% 5%

o7

Q14. Have you seen the following logo/badge in the past 12 months? Opi p
31 Base: All respondents (3,018) pinium




32

Displaying the Fundraising Badge has a positive effect on likelihood to
donate and for around half, promotes a positive perception of the charity

Likelihood to donate

® Much more
likely to donate

= A little more
likely to donate

No impact

A little less
likely to donate

m A ot less likely
to donate

= Don't know

41%

5%

3%
7%

Q15. Would you be more, or less, likely to donate to a charity if it was displaying the

Current charity supporters (55%)
and those who would consider
supporting a charity (41%) are

significantly more likely to donate

to a charity displaying the badge
than those who would not support

e o - ———

charities (18%).

Those aware of the Fundraising
Regulator are significantly more
likely to think positively of a charity
displaying the badge (55%) than
those who are not aware (43%).

o —————

Perception of charities displaying the badge

15%

® Much more
positively

= Somewhat
more positively

No impact

Somewhat
more
negatively

® Much more
negatively 39%

m Don't know

Fundraising Badge and registered with the Fundraising Regulator?

Base: All respondents (3,018)

4%

(o]

Q16. To what extent would you think more positively, or negatively, of a charity that
was displaying the Fundraising Badge and registered with the Fundraising Regulator?

Base: All respondents (3,018)

o7
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Around a third do no checks before making a donation to a charity. This
rises to more than half when looking specifically at those aged 65+

Checks before making a donation

Look at the charity’s website [N 25%

Do some research to understand the cause(s) the charity . T
supports 0

Ask friends and / or family I 18% e
Specific research such as looking

for the FR badge is as commonly

Search up information or news stories about the charity on e T
the internet ¢

done as searching for a charity’s
registration number.

_____________________________________

Regional NET: Check the charity is registered with the
Charity Comission/Regulator

Look for the Fundraising Regulator badge GGG 11%

I 12%

Search for the charity’s registration number NGl 11% Older groups are more I_ikely e not_do any checks
before making a donation
Look at the charity’s accounts and / or annual report [INEGEGEGE 7% 16-24 25-34 35-44 45-54 55-64 65+
13% 18% 23% 32% 39% 53%
Don’t know 6% /A
N/A - | don’t do any of these 32%

Q17. Before making a donation to a charity, do you do any of the following? Please select any that you regularly carry out before making a donation or have done in the past. p
Base: All answering (3,018) Opinium




Appendix: Glossary of
fundraising methods
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Glossary of fundraising methods

Fundraising Method Details

Public Fundraising Charitable fundraisers approach you in public to ask you to make a one-off
or continuing donation. This could be on the street, in shops, or in other public spaces (such as
a shopping centre).

Public Fundraising

Door-to-door Fundraising

Charitable fundraisers knock on your door to ask you to give money to support a charitable
organisation(s) .
Changed throughout to capture CIC’s etc

Charity Bags

Bags posted through your door for you to fill with unwanted clothing or other items which are
then collected at a later date so the items can be sold to raise money for a charitable
organisation(s).

Donation of goods

Donating unwanted items such as clothes / books — for example at a goods donation point or
charity shop.

Online fundraising platforms

Apps and websites - such as JustGiving and GoFundMe - that allow you to donate directly to a
charitable organisation online. It also includes charities’ own websites that allow you to donate
directly. This does not include personal cause fundraising such as where someone raises
money to help a friend / family member in difficulty.

Sponsorship of individuals

Donating to someone who will complete a challenge e.g. running a marathon, with the money
going to a chosen charitable organisation(s). This could be online or with a paper form.

Text donations

Making a donation automatically by sending a text message to a specific number e.g. “GIVE10”
to donate £10.
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Fundraising Method Details

Tap to donate

Donating small amounts to a charitable organisation by tapping a contactless card machine.

Top-ups

Adding to, or rounding up, the cost of a bill or payment in a restaurant or shop so the additional
amount can be donated to a named charitable organisation.

Maybe don't need "named" but not much harm leaving it in.

Think it's worth leaving in as it indicates the lack of choice on who the charity is

Fundraising Marketing

Adverts by charitable organisation(s) asking you to donate, on TV, the radio, in print, in public
places or on social media; or direct marketing via email or through your letterbox.

Telephone fundraising

Telephone calls and voicemails where you are asked to make a donation to a new charitable
organisation, or amend a donation to a charitable organisation you already support. It does not
include administrative calls.

Charitable lotteries

A form of fundraising where you pay for entry and can win a prize or money. Raffles, tombolas,
sweepstakes are all types of lottery. (For the purpose of this question, this does not include the
National Lottery).

Prize competitions/free draws

A competition where you submit an entry or buy a ticket for a chance to win a specific prize -
such as a car or a house - with a proportion of the money going to a charitable organisation.

Personal Cause Fundraising

Someone raising money for themselves or a friend/family member/pet e.g. to pay for an
operation or to help them in times of difficulty. This is not charitable fundraising and is not a
regulated activity.

o7

Op

Opinium




Research Director Research Executive
debbieshuttlewood@opinium.com laraschindler@opinium.com

o7 _

0 p Insights

Opinium | with impact




	Title and End
	Slide 1: The public’s experience and expectations of charitable fundraising
	Slide 2: Summary of findings
	Slide 3: Contents
	Slide 4: A reminder of the research aims
	Slide 5: Summary of our approach This report details the findings from Wave 2
	Slide 6: Quantitative survey content
	Slide 7
	Slide 8: Who we spoke to 
	Slide 9: Who we spoke to (2) 
	Slide 10
	Slide 11
	Slide 12: Trust in all organisations has decreased, with drops seen across both local and national charities, possibly due to well publicised scandals in the media
	Slide 13: Lack of trust in charity fundraising stems from concerns about how funds are used and difficulty discerning which charities are genuine 
	Slide 14: Fewer people currently support charities, but consideration to support has increased
	Slide 15: Hospitals and medical research are the most common causes to support. Almost half would not consider supporting religious organisations
	Slide 16: Almost two thirds report positive experiences supporting charities over the past 12 months, consistent with wave 1 
	Slide 17: Positive attributes are chosen most frequently to describe experiences of supporting charities 
	Slide 18
	Slide 19: People are most comfortable with donating goods to charity and least comfortable with door-to-door fundraising
	Slide 20: Comfort with online fundraising platforms has decreased compared to Wave 1, whereas comfort with door-to-door fundraising has increased
	Slide 21: Comfort levels with fundraising typically declines with age, with far lower comfort among those aged 65+ compared to those 16-24 
	Slide 22: The majority experienced at least one fundraising method, highlighting that this is a key way in which charities interact with the public
	Slide 23: Experiences with fundraising differed greatly depending on the fundraising method 
	Slide 24: Experiences with different fundraising methods were rated more positively than in the previous wave of the research
	Slide 25: Feelings towards experiences differ across age groups, yet door-to-door fundraising has the lowest score across all groups
	Slide 26: There is a strong correlation between positive experience of a fundraising method (Q12) and likelihood to support a charity in the future (Q11)
	Slide 27: Younger people more frequently report that previous experiences make them more likely to support charities again in the future 
	Slide 28
	Slide 29: Just over half are at least aware of the Fundraising Regulator, which is comparable to some other much larger regulators such as the ICO
	Slide 30: Awareness of the Fundraising Regulator has remained at similar levels compared to last wave
	Slide 31: Almost 1 in 5 report having seen the Fundraising Badge in the past 12 months
	Slide 32: Displaying the Fundraising Badge has a positive effect on likelihood to donate and for around half, promotes a positive perception of the charity
	Slide 33: Around a third do no checks before making a donation to a charity.  This rises to more than half when looking specifically at those aged 65+
	Slide 34
	Slide 35: Glossary of fundraising methods 
	Slide 36: Glossary of fundraising methods (2) 
	Slide 37


