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Å20 years in Madrid, from US

Å15 + years helping international NGOs to plan their growth 

or increase the efficiency of their fundraising programmes. 

ÅPreviously 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

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

Å Two divisions: Consulting and Recruitment

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

Å 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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ьҠžǰơҠɛƩȵҠǺɔƩȠžǥǥҠƩǰǂžǂƩǮƩǰȵҠžǰơҠǂƩǰƩȠǺȨǎȵɛҠȠƩǮžǎǰȨ

Charities Aid Foundation

World Giving Index 
Scores 

2014 -  2023
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σшҠěǺȽҠƚžǰҠǂǎɔƩҠȵǺҠȝƩǺȝǥƩҠɛǺȽҠǢǰǺɕщҠǺȠҠȝƩȠȨǺǰžǥҠ҃ƚžȽȨƩȨ҄

öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ
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+$825 M given since 2009

öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ

2. Direct to donate organisations are growing
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öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ

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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öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ

υшҠ:ǺǮȝƩȵǎȵǎǺǰҠǁȠǺǮҠ9Ҡ:ǺȠȝȨщҠǺȵǉƩȠҠƚǺǮȝžǰǎƩȨҠǺǁǁƩȠǎǰǂҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄Ҡ
products and services 

Products that make environmental, 
social, and governance-related claims 

have achieved disproportionate growth.

McKinsey 2023
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öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ

υшҠ:ǺǮȝƩȵǎȵǎǺǰҠǁȠǺǮҠ9Ҡ:ǺȠȝȨщҠǺȵǉƩȠҠƚǺǮȝžǰǎƩȨҠǺǁǁƩȠǎǰǂҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄Ҡ
products and services 
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öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ

υшҠ:ǺǮȝƩȵǎȵǎǺǰҠǁȠǺǮҠ9Ҡ:ǺȠȝȨщҠǺȵǉƩȠҠƚǺǮȝžǰǎƩȨҠǺǁǁƩȠǎǰǂҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄Ҡ
products and services
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öǉƩȠƩҠžȠƩҠžǥȵƩȠǰžȵǎɔƩҠɕžɛȨҠȵǺҠƙƩҠžҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄ҠȝƩȠȨǺǰ

υшҠ:ǺǮȝƩȵǎȵǎǺǰҠǁȠǺǮҠ9Ҡ:ǺȠȝȨщҠǺȵǉƩȠҠƚǺǮȝžǰǎƩȨҠǺǁǁƩȠǎǰǂҠ҃ȨǺƚǎžǥǥɛҠȠƩȨȝǺǰȨǎƙǥƩ҄Ҡ
ȝȠǺơȽƚȵȨҠžǰơҠȨƩȠɔǎƚƩȨьҠSmall 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

ά! higher percentage of the media we 
consume ς across generations ς is increasingly 
ǊŀǿΣ ǳƴŜŘƛǘŜŘΣ ǘƛƳŜƭȅ ŀƴŘ ŀǳǘƘŜƴǘƛŎΧέ

Forbes, 2024



Desire for authenticity. Desire  Expectation of authenticity

ĕƩҠƩɚȝƩƚȵҠ҃ȝƩȠƚƩǎɔƩơ҄ҠžȽȵǉƩǰȵǎƚǎȵɛҠǁȠǺǮҠȝȽƙǥǎƚҠǁǎǂȽȠƩȨщҠžǰơҠƙȠžǰơȨш
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Desire for authenticity. Desire  Expectation of authenticity

ĕƩҠƩɚȝƩƚȵҠ҃ȝƩȠƚƩǎɔƩơ҄ҠžȽȵǉƩǰȵǎƚǎȵɛҠǁȠǺǮҠȝȽƙǥǎƚҠǁǎǂȽȠƩȨщҠžǰơҠƙȠžǰơȨш
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Desire for authenticity. Desire  Expectation of authenticity

ĕƩҠƩɚȝƩƚȵҠ҃ȝƩȠƚƩǎɔƩơ҄ҠžȽȵǉƩǰȵǎƚǎȵɛҠǁȠǺǮҠȝȽƙǥǎƚҠǁǎǂȽȠƩȨщҠžǰơҠƙȠžǰơȨш
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Desire for authenticity. Desire  Expectation of authenticity

ĕƩҠƩɚȝƩƚȵҠ҃ȝƩȠƚƩǎɔƩơ҄Ҡ
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

άaƛƭƭŜƴƴƛŀƭǎ ŀǊŜ 
naturally sceptical of advertising, 
ǎǇŜŎƛŦƛŎŀƭƭȅ άǘǊŀŘƛǘƛƻƴŀƭέ 

outbound advertising (e.g.email 
ƳŀǊƪŜǘƛƴƎύΦέ 

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 
ǇƭŀǘŦƻǊƳ ǘƘŜȅΩǊŜ ǎƘƻǇǇƛƴƎ ŦǊƻƳΦ

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



4. Increasingly complex marketing landscape

ҁöǺơžɛ҄ȨҠ9ȽɛǎǰǂҠáƩǥžȵǎǺǰȨǉǎȝҠoȨҠöǺǺҠAɛǰžǮǎƚҠǁǺȠҠžҠ¤ǎǰƩžȠҠbȽǰǰƩǥ҂

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. 
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NGOs are still using one -ơǎȠƩƚȵǎǺǰžǥщҠ҃ǂƩǰƩȠǎƚ҄ҠƚǺǰȵƩǰȵ
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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: 

Å US - 0.09%

Å UK - 0.24%

Χ ŀƴŘ ŘŜŎƭƛƴƛƴƎ ƛƴ ōƻǘƘ ƳŀǊƪŜǘǎΗ

M+R Benchmarks
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Are our images authentic, or too perfect? 


