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1. Executive summary 
The Arts world is undergoing massive upheaval. 
We are in the midst of a global financial crisis, 
ratcheting inflation and cuts to funding. Costs are 
ǊƛǎƛƴƎ ŀƴŘ Ǝƭƻōŀƭƛǎŀǘƛƻƴ ƳŜŀƴǎ ǘƘŀǘ ƛǘΩǎ ŜǾŜǊ ŜŀǎƛŜǊ 
for talent to go elsewhere or disappear. 
 
Changes to demography mean that the economic 
fundamentals that Arts organisations have relied 
upon for years are shifting. TƘŜ ƭǳŎǊŀǘƛǾŜ Ψōŀōȅ 
ōƻƻƳŜǊǎΩ ŀǊŜ ƴƻǿ ǊŜǘƛǊƛƴƎ όǿƘƛŎƘ ƳŜŀƴǎ ƭŜǎǎ 
monthly disposable income) and dying (which 
means no monthly disposable income) and many 
organisations have not yet worked out how best to 
tap into the charitable impulses of the succeeding 
generations. 
 
In the background, there has also been massive 
technological change: the internet, mobile devices 
ŀƴŘ ǎƻŎƛŀƭ ƳŜŘƛŀ ƳŜŀƴ ǘƘŀǘ ƛǘΩǎ ōƻǘƘ ƳƻǊŜ ŜŀǎȅΣ 
and at the same time, more difficult to 
ŎƻƳƳǳƴƛŎŀǘŜ ǿƛǘƘ ǇƻǘŜƴǘƛŀƭ ŘƻƴƻǊǎΦ ¢ƘŜǊŜΩǎ ŀƭǎƻ ŀ 
plethora of new funding platforms and approaches 
to fund-raising out there.   
 
In short, things are tough all over. 

Against this backdrop, Panlogic undertook some 
research into new approaches to giving and 
philanthropy in the 21st Century. We wanted to see 
how Arts organisations might make best use of the 
new technologies and approaches to help 
ameliorate the problems outlined above.  Our 
research consisted of: 
ÅPrimary research: qualitative, semi-structured 

interviews with fund-raising experts and 
representatives from arts organisations 

ÅSecondary research and literature review: on 
current fund-raising practice and digital media 
use in other sectors 

 

This White Paper presents the key outputs of this 
research, including: 
Å! ƴŜǿ ǘȅǇƻƭƻƎȅ ƻŦ ǿƘȅ ǇŜƻǇƭŜ Řƻ ŀƴŘ ŘƻƴΩǘ ƎƛǾŜ 

to Arts organisations 
ÅHow best to leverage the new approaches to 

donors, digital channels and social media 
ÅThoughts on common implementation pitfalls 

and how to get around them 
 
Key findings from our research included: 
ÅEmotion is the key reason why people give. Arts 

organisations need to optimise the giving process 

to give donors reasons to feel good and to look 
good in front of their peers.  

ÅTechnology changes who gives and how. Arts 
organisations need to overcome their 
demographic prejudices, that focus on baby 
ōƻƻƳŜǊǎΩ ŘƛǊŜŎǘ ŘŜōƛǘǎΦ ¢ƘŜ !Ǌǘǎ ǿƻǊƭŘΩǎ ŎǳǊǊŜƴǘ 
model of fewer, high-level donations is shifting to 
both high-level and many, smaller donations. 

ÅMobile giving is the way forwards. We believe 
that a national mobile-giving platform (allowing 
donors to text the amount they wish to donate to 
an organisation-specific number) would help 
drive significant impulse donations. Vodafone are 
leading on this with their JustTextGiving service. 

ÅArts organisations need to ensure that all the 
ΨƘȅƎƛŜƴŜΩ ŦŀŎǘƻǊǎ ǿƛǘƘƛƴ ǘƘŜ ƎƛǾƛƴƎ ƧƻǳǊƴŜȅ ŀǊŜ 
ticked. They must be visibly unflashy and 
efficient. Their appeals must be explicit and 
proactive, ideally leveraging their creative talent.  

ÅThe main reasons for not giving fall within the 
!Ǌǘǎ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ŀōƛƭƛǘȅ ǘƻ ǊŜǎƻƭǾŜ ς ǎƻ ΨŘƻƴΩǘ 
Ǉǳǘ ōŀǊǊƛŜǊǎ ǳǇΩΦ  

 

Organisations need to have fresh thinking about the 
need to win new friends - whilst still loving their old 
ƻƴŜǎΦ LǘΩǎ ōŜǎǘ ǘƻ ǎǘŀǊǘ ŜŀǊƭȅ ƻƴ ǘƘƛǎ ς itΩs a long road. 
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нΦ ά¢ƘŜ ŎŀǊǇŜǘ ǘƻƻ ƛǎ ƳƻǾƛƴƎ ǳƴŘŜǊ ȅƻǳΧέ 
The Arts world is facing huge change. A series of demographic, cultural, technological and economic shifts 
ƘŀǾŜ ŎǊŜŀǘŜŘ ŀ ŦǳƴŘƛƴƎ ǿƻǊƭŘ ǳƴǊŜŎƻƎƴƛǎŀōƭŜ Ƨǳǎǘ ŀ ŘŜŎŀŘŜ ŀƎƻΦ LǘΩǎ ǘǊǳŜ ǘƘŀǘ ǘƘƛƴƎǎ ŀǊŜ ǘƻǳƎƘ ŀƭƭ ƻǾŜǊΣ ōǳǘ ƛǘ 
seems for the Arts world in particular. Perhaps it was ever thus. What has caused this seismic shift? 
bǳƳŜǊƻǳǎ ŦŀŎǘƻǊǎΣ ƴƻ ŘƻǳōǘΣ ōǳǘ ƻǳǊ ǾƛŜǿ ƻƴ ŀ ŦŜǿ ƻŦ ǘƘŜ ƳƻǊŜ ƻōǾƛƻǳǎ ƻƴŜǎ ƛƴŎƭǳŘŜΧ 

 

άaƻƴŜȅΩǎ ǘƻƻ ǘƛƎƘǘ ǘƻ ƳŜƴǘƛƻƴΧέ 
 
Åά¢Ƙƛǎ ƛǎ ǘƘŜ Ƴƻǎǘ ǎŜǊƛƻǳǎ ŦƛƴŀƴŎƛŀƭ ŎǊƛǎƛǎ ǿŜϥǾŜ ǎŜŜƴ ŀǘ ƭŜŀǎǘ ǎƛƴŎŜ ǘƘŜ мфолǎΣ ƛŦ ƴƻǘ ŜǾŜǊΦέ 

At a time of public funding cuts, a weak global economy and worldwide debt crises, the demand and 
competition for the philanthropic pound is ever increasing in the Arts and the broader charitable sector. In 
2009-10, individual philanthropy in the Arts decreased by 4%, while business investment fell by 11%1. The 
fall in total private investment in the Arts is likely to continue given the on-going debt crises across Europe 
and the US. 

 
ÅάLϥƳ ŀŦǊŀƛŘ ǘƘŜǊŜ ƛǎ ƴƻ ƳƻƴŜȅΦ YƛƴŘ ǊŜƎŀǊŘǎ - ŀƴŘ ƎƻƻŘ ƭǳŎƪΗέ 

As a result of the UK DƻǾŜǊƴƳŜƴǘΩǎ нлмл {ǇŜƴŘƛƴƎ wŜǾƛŜǿΣ !Ǌǘǎ /ƻǳƴŎƛƭ 9ƴƎƭŀƴŘ ŀƴƴƻǳƴŎŜŘ ŘŜǘŀƛƭǎ ƻŦ 
budget cuts which resulted in the άōƛƎƎŜǎǘ change to arts funding in a ƎŜƴŜǊŀǘƛƻƴέ2. How far can private 
investment, which includes corporate and individual giving, contribute to fill the gap?  

 
Åά! ƴƛŎƪŜƭ ŀƛƴϥǘ ǿƻǊǘƘ ŀ ŘƛƳŜ ŀƴȅƳƻǊŜΦ έ 

In any event, inflation is eroding the value of any funding awards or fund-raising activities - with CPI and 
RPI hitting 5.2% and 5.6% respectively in September 20113. 

 
 

1 aŜǊƳƛǊƛΣ ¢Φ ϧ ¢ǳŎƘƴŜǊΣ WΦΣ нлммΦ ΨPrivate investment in culture 2009/10 - ²Ƙŀǘ ƴŜȄǘ ŦƻǊ ǘƘŜ !ǊǘǎΚΩ Arts and Business  
2 Arts Council England 
3 BBC News 
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Thereôs more than one generation of 
givers, so cater to them all 

Generations as explained by fund-raising consultant 
John Baguley (Lepper 2009): 

Generation Description 

Silent  
(Born 1925-
1945) 

They share many of the same attitudes of 
seniors (the generation before them) about 
fund-raising, preferring print media. They 
are now retired and their wealth is often in 
the form of property. They are called the 
silent generation because they were 
overshadowed by the seniors and baby 
boomers. 

Baby 
Boomers 
(Born 1946-
1964) 

¢ƘŜǊŜΩǎ ƭƻǘǎ ƻŦ ǘƘŜƳ ŀƴŘ ǘƘŜȅ ƘŀǾŜ ŀŎŎŜǎǎ ǘƻ 
a lot of money. They prefer to be 
approached in print, online or on the phone 
(but not by mobile). They tend to be 
inquisitive about charities they donate to 
and can be fickle in their giving.  

Generation X 
(Born 1965-
1977) 

They are at ease with technology and dislike 
reading lots of text. Before they give, they 
need to be convinced there is a problem. 
They are comfortable with phone, internet, 
street fund-raising. 

Generation Y  
(Born 1978-
1995) 

This generation is well connected via texting 
and social networking websites. They prefer 
to be approached by mobile, internet or on 
the street. They are also comfortable with 
being in debt.  
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Digital rules the worldΧ 
 
 
Å9ǾŜǊȅƻƴŜΩǎ ƳƻōƛƭŜ ŀƴŘ ǎƳŀǊǘ ƴƻǿŀŘŀȅǎ 

Mobile ownership, for all phone types, rocketed from 26% to 89% across all age groups from 1999 to 20102 
and smart-phone penetration is currently around 43.8% in the UK3. Arts organisations adapting to what this 
means for sales, content consumption, communications and fund-raising is an essential survival strategy. 

 
 

ÅThe democratisation of giving 
The fund-raising landscape has been transformed, with online and mobile giving rising year on year4. Digital 
media contributes to philanthropy in two ways a) it provides a set of tools which improves the efficiency and 
cost effectiveness of each stage of the fund-raising process, from prospect identification, communicating the 
cause, to receiving payments, and b) correctly used, it enhances the motivations for giving.  

 
ÅNew media is dead, long live new media 
!ǎ ǘƘŜ ǎǳŎŎŜǎǎ ƻŦ ΨǘǊŀŘƛǘƛƻƴŀƭΩ new media fund-raising methods (e.g. email) declines5, Arts organisations are 
changing the way they use ΨƴŜǿΩ ƴŜǿ media to engage with supporters. In the US, 90% of charities surveyed 
have a Facebook presence, while 57% use Twitter6. Arts organisations need to woo these audiences. 

 
Å{Ƙƻǿ ƳŜ ǘƘŜ ƳƻƴŜȅ όŀƴŘ LΩƭƭ ǎƘƻǿ ȅƻǳ Ƴȅ ŀǎǎŜǘǎύ 

Digital at exhibitions, performances or collections ƳƛƎƘǘ ŦƻǊƳ ŀ ΨǾŀƭǳŜ ŀŘŘΩ ƻǊ ǘƘŜ ŜǾŜƴǘ ƛǘǎŜƭŦ ƳƛƎƘǘ ōŜ ǎƻƭŜƭȅ 
online. However, just as in other industries, the Arts world is now looking at how it can digitise its offline 
archive and then, how it can monetise these assets. Everyone from the Tate to the Digital Theatre are at it.  
Lǘ ƴŜŜŘǎ ǘƻ ƘŀǇǇŜƴ ŦŀǎǘŜǊΦ !ǊŎƘƛǾƛƴƎ ƛǎƴΩǘ Ƨǳǎǘ ŦƻǊ ƭƛōǊŀǊƛŀƴǎ ς ƛǘΩǎ ȅƻǳǊ ōƻǘǘƻƳ ƭƛƴŜΦ  

 
1 Bekkers, R. & Wiepking, P., 2007: ΨDŜƴŜǊƻǎƛǘȅ ŀƴŘ tƘƛƭŀƴǘƘǊƻǇȅΥ ! [ƛǘŜǊŀǘǳǊŜ wŜǾƛŜǿΩ 
2 www.csu.nisra.gov.uk/Mobile_phone_ownership_by_sex_and_age_Trend.htm  
3 www.telegraph.co.uk/technology/mobile-phones/8863068/Nearly-half-of-Britons-own-smartphones-with-Android-ahead.html  
4 Peretz ϧ 5ƛWǳƭƛƻΦ όнлммύ ΨeNon-profit Benchmarks Study: An analysis of online messaging, fund-raising and advocacy metrics for non-profit ƻǊƎŀƴƛȊŀǘƛƻƴǎΩΣ M+R Strategic Services and The Non-profit Technology Network 
5 Ibid 
6 2011 Nonprofit Social Networking Benchmark Report 
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όbƻǘύ ǘŀƭƪƛƴƎ Ψōƻǳǘ Ƴȅ ƎŜƴŜǊŀǘƛƻƴΧ 
 

 
ÅάBaby Boomers are very privileged human ōŜƛƴƎǎΦέ 

Because charitable giving is directly related  to the age of donors1, fund-raising efforts have often targeted 
those most able to give, generally the Baby Boomers. Engagement with the new generations, X, Y and Z, 
needs to happen. On their terms. And quickly. 

 
 
 
 

 
 

 
 
 
 
 

Case study: New donor demographics 

.ƭŜǘŎƘƭŜȅ tŀǊƪΩǎ use of Twitter 
 

The social media campaign to save the historic WWII site 
Bletchley Park is an example of a successful use of micro 

blogging tool Twitter. The campaign aimed to raise 
awareness and lobby the government to save an important 
heritage site which had fallen into disrepair. The campaign 
ƛƴŎƭǳŘŜŘ Ψ{ƻŎƛŀƭ aŜŘƛŀ ¢ǿŜŜǘ-¦ǇǎΩΣ ǿƘŜǊŜ ƻǊƎŀƴƛǎŜǊǎ ƛƴǾƛǘŜŘ 
Twitter followers to meet at the museum once a month and 

encouraged them to tweet about Bletchley Park. 
  

The museum also actively encouraged visitors to take 
ǇƘƻǘƻƎǊŀǇƘǎ ŀƴŘ Ǉƻǎǘ ǘƘŜƳ ƻƴǘƻ .ƭŜǘŎƘƭŜȅ tŀǊƪΩǎ CƭƛŎƪǊ ǎƛǘŜΦ 
The focus of the message moved from a WWII memorial site 

to the birthplace of modern computing, which engaged a 
younger and more diverse audience. The campaign 

attracted the attention of celebrity Twitter users such as 
Stephen Fry, who boosted the campaign and numbers on 

the petition. As a result of the interest generated, Bletchley 
Park received HLF funding and secured a corporate 

sponsorship from Google. 
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¢ƘŜ ŎƘŀƴƎƛƴƎ ŦŀŎŜ ƻŦ ǇƘƛƭŀƴǘƘǊƻǇȅΧ 
 
ÅΨ.ŜŀǳǘƛŦǳƭ ŦŀŎŜΩ ƻǊ Ψ[ƻƴƎ ǘŀƛƭΩ όŀƪŀ ΨaǊǎΦ !ōǊŀƳƻǾƛŎƘ ǾǎΦ .ŀǊŀŎƪ hōŀƳŀΩǎ ƻƴƭƛƴŜ ŦǳƴŘ-ǊŀƛǎƛƴƎ ƳŀŎƘƛƴŜΩύ 

It is commonly quoted that 80% of donations come from 20% of donors, and many fundraisers consider 
relationship-building with high net worth donors to be an effective way of raising funds. However, a new 
survey into the charitable habits of ultra high net worth individuals shows only 7% are happy with their 
giving habits1Φ Iƻǿ ƳǳŎƘ ƭƻƴƎŜǊ ǘƘŜƴ Ŏŀƴ ǘƘŜ !Ǌǘǎ ǊŜƭȅ ƻƴ ǘƘŜ ǿƘƛƳǎ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ aǊǎΦ !ōǊŀƳƻǾƛŎƘŜǎΚ 
 

Digital philanthropy expert Lucy Bernholz thinks that digital media will be more than Ƨǳǎǘ ŀ ΨǾƛǊǘǳŀƭ ŎƘŀǊƛǘȅ 
ōǳŎƪŜǘΩ2. Her ǘƘŜƻǊȅ ƻŦ ΨǘƘŜ ƭƻƴƎ ǘŀƛƭ ƻŦ ƎƛǾƛƴƎΩ holds that: 
 
 

 

 
 

As technology enables organisations and supporters to interact and disseminate information at 
unprecedented pace and scale, can crowd-funding generate enough donations to change the established 
fund-ǊŀƛǎƛƴƎ ƳƛȄ ŦƻǊ ǘƘŜ !ǊǘǎΚ .ŀǊŀŎƪ hōŀƳŀΩǎ нллу tǊŜǎƛŘŜƴǘƛŀƭ 9ƭŜŎǘƛƻƴ has already shown what can be 
done on the crowd-funding side of things:4 

o 88% of funds were individual contributions totalling over $656.3m5 

o Supporters could donate small amounts ($20 or less), recurring amounts, small monthly amounts and/or 
donate direct from Google Ads 

o By lowering barriers to entry, he gained 100,000 more donors than all the 2004 candidates combined and 
by the campaign end 47% had given at least $1,000 

o !ƭƭ ƻƴƭƛƴŜ ƳŜŘƛŀ ŎƻƴǎƛǎǘŜƴǘƭȅ ŀƴŘ ǇǊƻƳƛƴŜƴǘƭȅ ƘŀŘ ŀ Ψ5ƻƴŀǘŜ bƻǿΩ ōǳǘǘƻƴ  
o In February 2008 alone, the Obama campaign raised $55 million dollars, $45 million of it online (and he 
ŘƛŘƴΩǘ Ƙƻǎǘ ŀ ǎƛƴƎƭŜ ŦǳƴŘǊŀƛǎŜǊΗύ 

 
 
 

 
 
 
 
 

1 J.P. Morgan Private Bank 
2 Chapman, /Φ нлмл ΨHow donors are clicking and choosing new ǘŜŎƘƴƻƭƻƎȅΩΣ Philanthropy UK Newsletter March 2010  
3 Bernholz, L., 2009, Ψ5ƛǎǊǳǇǘƛƴƎ tƘƛƭŀƴǘƘǊƻǇȅΥ ¢ŜŎƘƴƻƭƻƎȅ ŀƴŘ ǘƘŜ CǳǘǳǊŜ ƻŦ ǘƘŜ {ƻŎƛŀƭ {ŜŎǘƻǊΩ 
4 http:// e-strategyblog.com/2009/01/barack-obamas-online-fund-raising-machine  
5 www.opensecrets.org/pres08/summary.php?id=n00009638  

άpotentially millions of small ŘƻƴƻǊǎΧŀǊŜ seeking to connect with 
thousands of recipients and who, cumulatively, account for more 
dollars than do the relatively few big organized philanthropies that 
make up the left-hand side of the curve.έ3 
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Case study: Crowd-funding success 

¢ƘŜ wŜŘ /Ǌƻǎǎ ŀƴŘ hōŀƳŀΩǎ 2008 Presidential  
Election campaign  

 

Two examples of successful crowd funding were the 
!ƳŜǊƛŎŀƴ wŜŘ /ǊƻǎǎΩǎ ŜŦŦƻǊǘǎ ŦƻǊ ǘƘŜ Iŀƛǘƛ ŜŀǊǘƘǉǳŀƪŜΣ ŀƴŘ 

.ŀǊŀŎƪ hōŀƳŀΩǎ presidential election campaign.  
 

Twitter was used to disseminate the message for the Haiti 
campaign and donations by text generated $31 million in 

$10 donations. 
 

The Obama for America campaign made use of a wide 
range of digital media, including Facebook, MySpace, 

Twitter and YouTube, raising over $500 million from over 
three million people. 
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¢ƘŜ ƻƴƭȅ ǿŀȅ ƛǎ ǳǇ όŦƻǊ ŎƻǎǘǎύΧ 
 

ÅtǊƻŘǳŎǘƛƻƴǎ ŀǊŜ ŜȄǇŜƴǎƛǾŜΧ 
Orchestras, touring theatrical productions, experimental special effects, casts and dance troupes, costumes 
ŀƴŘ ǎŜǘǎ ŀǊŜƴΩǘ ŎƘŜŀǇΦ Lƴ the words of William Goldstein, a film and theatre composer: 
 
 
 
 

ÅΧŀƴŘ ƴƻǿ ǎƻ ŀǊŜ ǘƘŜ Ǉƻǎǘ-production costs too 
Most people would agree that they would like services to be accessible to them in a format that they use 
most regularly and have with them all the time, namely their phones and tablets.1 In addition, the extra 
need to provide digital content for multiple devices (particularly high-definition devices like the iPad, Kindle, 
Galaxy Tab, e-readers etc.) and smart-phones have begun to shift the users' expectations of where they can 
access online services and how slick these services should beΦ !ƴŘ ōŜŎŀǳǎŜ ǘƘŜǊŜΩǎ ƳƻǊŜ ǘƻ ŎǳǊŀǘŜ ŀƴŘ 
ƳŀƴŀƎŜ ǘƘŜǊŜΩǎ ŀƭǎƻ ƛƴŎǊŜŀǎŜŘ ƻƴƎƻƛƴƎ Ŏƻǎǘǎ ƴƻǘ Ƨǳǎǘ ƘƛƎƘŜǊ ǇǊƻŘǳŎǘƛƻƴ ƻƴŜǎΦ  

 
ΧŀƴŘ Řƻǿƴ όŦƻǊ barriers to entry) 

 
ÅFund-raising platforms are everywhere 

Since the emergence of Just Giving ƛƴ ǘƘŜ ƭŀǘŜ ΨфлǎΣ ŀ ƴǳƳōŜǊ ƻŦ ƻǘƘŜǊ ƻƴƭƛƴŜ fund-raising platforms have 
followed. Recent UK examples include Seethedifference.org, which allows charities to upload videos about 
their work along with a means for donors to give; The Big Give which provides sponsor match-funding to 
charities, and the creative-specific market-place We Fund which allows organisations and artists to provide 
incentives to their donors in return for supporting a specific projectΦ aƻǎǘ ǊŜŎŜƴǘƭȅΣ ±ƻŘŀŦƻƴŜΩǎ 
JustTextGiving allows charities of every size to collect donations by text. These platforms allow organisations 
without the capacity to fundraise online, to have a presence alongside the bigger players. As well as offering 
more effective payment mechanisms, they also provide a highly creative and cost-effective means for 
organisations to tell their story and show the impact a donation makes. 

 
 1 www.bristol.gov.uk/ccm/content/Council- Democracy/Consultations/online-poll.en?task=results&queId=3&queType=1 

άtǊƻŘǳŎǘƛƻƴ Ŏƻǎǘǎ ŀǊŜ ƻǳǘ ƻŦ ŎƻƴǘǊƻƭΧŜǾŜƴ ŀŦǘŜǊ ŀŎŎƻǳƴǘƛƴƎ ŦƻǊ ƛƴŦƭŀǘƛƻƴΣ ǘƻŘŀȅΩǎ Ŏƻǎǘǎ ŀǊŜ ŀǎ ƳǳŎƘ 
as 4.5 times greater than they were half a century ago. While production costs are about 33 times 
ƘƛƎƘŜǊ ǘƘŀƴ ǘƘŜȅ ǿŜǊŜ ƛƴ ǘƘŜ мфплΩǎΣ ǘƛŎƪŜǘ ǇǊƛŎŜǎ ŀǊŜ ƻƴƭȅ ŀōƻǳǘ мпΦр ǘƛƳŜǎ ƘƛƎƘŜǊΦέ 
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Case study: New donor demographics 

5ǳƭǿƛŎƘ hƴ ±ƛŜǿΣ CǊƛŜƴŘǎ ƻŦ 5ǳƭǿƛŎƘ tƛŎǘǳǊŜ DŀƭƭŜǊȅΩǎ ōƭƻƎ 
 

Dulwich On View (DOV) is a museum blog created and run by 
volunteers from the Friends of Dulwich Picture Gallery and the 
local Dulwich community in South London. It was the winner of 
ǘƘŜ .Ŝǎǘ {Ƴŀƭƭ aǳǎŜǳƳ {ƛǘŜ ƛƴ ǘƘŜ ΨaǳǎŜǳƳ ŀƴŘ ǘƘŜ ²Ŝō нлмл 

AǿŀǊŘǎΩΦ 5h± ƛǎ ǎǳǇǇƻǊǘŜŘ ōȅ 5ǳƭǿƛŎƘ tƛŎǘǳǊŜ DŀƭƭŜǊȅΣ ōǳǘ ƛǘΩǎ 
not just about the gallery - two thirds of the blog articles are 

other stories from South London. People come across DOV via 
blogs on a variety of topics - the search term through which 

visitors arrive are sometimes unusual, but is almost never 
Ψ5ǳƭǿƛŎƘ tƛŎǘǳǊŜ DŀƭƭŜǊȅΩΦ 5h± ƛƴǘǊƻŘǳŎŜǎ ƴŜǿ ǾƛǎƛǘƻǊǎ ǘƻ ǘƘŜ 
DŀƭƭŜǊȅ ŀƴŘ ŘǊƛǾŜǎ ŀǊƻǳƴŘ ҁ ƻŦ ǘǊŀŦŦƛŎ ǘƻ ǘƘŜ DŀƭƭŜǊȅΩǎ ǿŜōǎƛǘŜ. 

Co-founder of DOV Ingrid Beazley said that the initial reason 
behind setting up a blog was to attract a different 

demographic, the next generation of Friends, to become 
engaged with the work of the Gallery. ά¢ƘŜ success of DOV is 
ŘǳŜ ǘƻ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ƛǘ ƛǎ ǎŜŜƴ ŀǎ ǘƘŜ ƭƻŎŀƭ ŎƻƳƳǳƴƛǘȅΩǎ ōƭƻƎΣ 

ƴƻǘ ǘƘŜ DŀƭƭŜǊȅΩǎ ōƭƻƎέΣ she says. By giving the local community 
a voice and allowing them to contribute freely, DOV is able to 
sustain interesting, trustworthy content and create a sense of 

loyalty around the community and the Gallery.  
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оΦ !ƴŘ ŀƴƻǘƘŜǊ ǘƘƛƴƎΧ 
Overlaid onto these demographic, cultural, technological and economic shifts were a number of 
additional issues and difficulties that the Arts organisations we interviewed believed that they, and the 
larger Arts world, currently faced. 
 

.ǳǘ ǿŜΩǊŜ ŀƭǊŜŀŘȅ ŘƻƛƴƎΧ 
 
ÅΧŎǊƻǿŘ-funding 

Many non-profit Arts organisations in the UK, both publically-funded and independent, already 
generate a proportion of their income through fund-raising from corporations and individuals. In 
2009-10, private investment accounted ŦƻǊ мс҈ ƻŦ ǘƘŜ !ǊǘǎΩ ǘƻǘŀƭ ƛƴŎƻƳŜΣ ƻŦ ǿƘƛŎƘ рр҈ came from 
individual giving1, and Arts organisations are gearing up their fund-raising activities further2. 
 

ÅΧǎƻŎƛŀƭ ƳŜŘƛŀ 
Most Arts organisations in the UK already use digital and social media in their education, marketing 
and communications. 
 

OǳǊ ŘƻƴƻǊǎ ŀǊŜ ƘŀǇǇȅ ǿƛǘƘ ǿƘŀǘ ǿŜΩǊŜ ŘƻƛƴƎ 
 
Å5ƻƴΩǘ Ŧŀƭƭ ƛƴǘƻ ŀ ŦŀƭǎŜ ǎŜƴǎŜ ƻŦ ǎŜŎǳǊƛǘȅ 
¢ƘŜ ƳŀƧƻǊƛǘȅ ƻŦ !Ǌǘǎ ŘƻƴƻǊǎ ŜȄǇǊŜǎǎŜŘ ǘǊǳǎǘ ƛƴ ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ǘƘŜȅ ƎŀǾŜ ǘƻ ŀƴŘ ǿŜǊŜ ƘŀǇǇȅ ǘƻ ΨƭŜǘ 
ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴ ŘŜŎƛŘŜ Ƙƻǿ ǘƘŜƛǊ Řƻƴŀǘƛƻƴ ǿŀǎ ǎǇŜƴǘΩ3. This might be because of existing 
ǊŜƭŀǘƛƻƴǎƘƛǇǎ ǿƛǘƘ ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴ ƻǊ ōŜŎŀǳǎŜ ǘƘŜȅ ŘƻƴΩǘ ŘƻƴŀǘŜ ǿƛǘƘƻǳǘ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ǘȅǇŜ ƻŦ 
work the Arts organisation is engaged in. Regardless, it was felt that donors giving their consent as 
to how monies should be spent did not necessarily mean that they were happy with the current  
donation mechanisms and that they might donate more if better mechanisms were in place. 

1 Mermiri, T. & Tuchner, JΦΣ нлммΦ ΨPrivate investment in culture 2009/10 - What next for the ArtsΚΩ Arts and Business  
2 Mermiri, TΦΣ нлмлΦ ΨArts Philanthropy: The facts, trends and potentialΩ !Ǌǘǎ and Business, London.  
3GaioΣ ! ΦΣ нллфΦ Ψ[ƻŎŀƭ tǊƛŘŜΥ LƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ ƛƴ 9ƴƎƭŀƴŘΦ ! ǎǘǳŘȅ ƛƴǘƻ ŘƻƴƻǊ ƳƻǘƛǾŀǘƛƻƴΩΦ  
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Case study: online crowd-funding  

¢ƘŜ [ƻǳǾǊŜΩǎ Ψ¢ƘǊŜŜ DǊŀŎŜǎΩ ŎŀƳǇŀƛƎƴ 
 

Another effective crowd-funding ŜȄŀƳǇƭŜ ƛǎ ǘƘŜ [ƻǳǾǊŜΩǎ 
нллф ŎŀƳǇŀƛƎƴ ǘƻ ǊŀƛǎŜ ŦǳƴŘǎ ǘƻ ŀŎǉǳƛǊŜ /ǊŀƴŀŎƘΩǎ 

masterpiece The Three Graces.  At the time the public 
campaign was launched, three quarters of funds required 

had already been raised, and another ϵ1 million was needed 
within two months to secure the purchase. The campaign 

was launched in a variety of media, including the press, 
ǇǊƛƴǘŜŘ ƳŀǘŜǊƛŀƭΣ ŀ ŘŜŘƛŎŀǘŜŘ ǿŜōǎƛǘŜΣ ŀƴŘ ǘƘŜ ƳǳǎŜǳƳΩǎ 

Facebook page which had over 390,000 fans. The campaign 
reached its target within one month, supported by 7,000 

donors whose gifts ranged from ϵ1 to ϵ40,000. 
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L ǿƛǎƘ L ƪƴŜǿ Ƙƻǿ ǘƻΧ 
 
ÅΧŎƻƴǾŜǊǘ ŦƻƭƭƻǿŜǊǎ ƛƴǘƻ ŘƻƴƻǊǎ 

One of the museums interviewed had a 600 strong following on Facebook, but only two of these followers 
ǿŜǊŜ ΨCǊƛŜƴŘǎΩ of the museum and 508 of them did not donate at all. A benchmark report on US non-ǇǊƻŦƛǘǎΩ 
use of social media found that fund-raising on Facebook has increased and 27 non-profits managed to raise 
more than $100,000 or more per year on social networks1. 

 
ÅΧǎƻƭƛŎƛǘ Řƻƴŀǘƛƻƴǎ 

The interviewees expressed interest in understanding successful business models and the most effective ways 
to solicit donations by learning how best to create a distinctive presence in order to initiate, develop and build 
on-going relationships to generate donations. 
 

ÅΧƻǾŜǊŎƻƳŜ ǇǊŜƧǳŘƛŎŜǎ ŀƎŀƛƴǎǘ ŘƻƴŀǘƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ 
¢ȅǇƛŎŀƭƭȅ ƻǳǊ ƛƴǘŜǊǾƛŜǿŜŜǎ ŦŜƭǘ ǘƘŜǊŜ ǿŀǎ ŀ ǇŜǊŎŜǇǘƛƻƴ ǘƘŀǘ ǘƘŜȅ ŘƛŘƴΩǘ ŘŜǎŜǊǾŜ ŘƻƴŀǘƛƻƴǎΣ ŀƭǊŜŀŘȅ ƘŀŘ ǿŜŀƭǘƘȅ 
donors and were only for the middle- and upper classes. 
 

ÅΧƪŜŜǇ ǇŀŎŜ ǿƛǘƘ Ƴȅ ŀǳŘƛŜƴŎŜΩǎ ŜȄǇŜŎǘŀǘƛƻƴǎ 
Arts organisations interviewed were concerned about not having the latest infrastructure and felt that unless 
there was an investment in technology that they would not be able to keep pace with their audience, by not 
providing them with the tools and content that they expected as per their other online interactions. 
 

ÅΧƻǾŜǊŎƻƳŜ ƻǳǊ ŎƘŀƭƭŜƴƎŜǎ ǿƛǘƘ ŘƛƎƛǘŀƭ ƳŜŘƛŀ 
!ƭƭ ƻŦ ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ǘƘŀǘ ǿŜ ƛƴǘŜǊǾƛŜǿŜŘ ŀƎǊŜŜŘ ǘƘŀǘ ǘƘŜȅ ǿŜǊŜƴΩǘ ȅŜǘ Ŧǳƭƭȅ ŜȄǇƭƻƛǘƛƴƎ ŘƛƎƛǘŀƭ ƳŜŘƛŀΦ 
However, they faced a number of common concerns and challenges on top of those already stated. There is a 
ǇŜǊŎŜǇǘƛƻƴ ǘƘŀǘ ǘƘŜ ŘƛƎƛǘŀƭ ŀǊŜƴŀ ƛǎ Ψƴƻǘ ŦƻǊ ƻǳǊ ŘƻƴƻǊǎΩΣ ǘƘŜǊŜ ƛǎ ŎƻƴŎŜǊƴ ƻǾŜǊ ǘƘŜ ǇǳōƭƛŎ ƴŀǘǳǊŜ ƻŦ ŦǳƴŘƛƴƎ 
platforms and worries over return on investment. 
 

ÅΧƳŀƪŜ ǳǇ ŦƻǊ ǘƘŜ ŀōƻƭƛǘƛƻƴ ƻŦ ŎƘŜǉǳŜǎ 
Fundraisers were concerned the originally-proposed abolition of cheques in 2018 would decrease their 
income significantly1. The recent reprieve from this means alternative models must be found in the meantime. 
 

 
 
 

 
 
 

1 NTEN Ŝǘ ŀƭΣ нлммΦ ΨNon-profit Social Network Benchmark Report 2011Ω 
2 b¢9b Ŝǘ ŀƭΣ нлммΦ ΨNon-ǇǊƻŦƛǘ {ƻŎƛŀƭ bŜǘǿƻǊƪ .ŜƴŎƘƳŀǊƪ wŜǇƻǊǘ нлммΩ 
3 {ŀȄǘƻƴΣ W ϧ DŜƻƎƘŜƎŀƴΣ [ΦΣ нлммΦ Ψ²Ƙŀǘ Řƻ ŦǳƴŘǊŀƛǎŜǊǎ ǘƘƛƴƪ ŀōƻǳǘ ǘƘŜ ǇǊƻǇƻǎŜŘ ŀōƻƭƛǘƛƻƴ ƻŦ ŎƘŜǉǳŜǎΚΩ 
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Case study: social media rewards 

¢ǿƛǘŎƘŀƴƎŜΩǎ Haiti campaign 
http://twitchange.com/evahelpinghaiti/ 

 

¢ǿƛǘŎƘŀƴƎŜΩǎ Haiti campaign is an example of fund-raising 
using Twitter not just as a media but as a reward 

mechanism as well, whereby supporters can bid for a 
celebrity to follow them on twitter for a period of time. This 

proved particularly popular with a younger generation of 
audience who are active Twitter users.  

 

Case study: exclusive content 

Warchild exclusive tracks 
 

The charity Warchild complements its fund-raising concerts 
featuring chart-topping bands, by offering exclusive tracks for 

download to its supporters, offering supporters a tangible 
benefit for their involvement.   

  
 

http://www.panlogic.co.uk/
http://blog.panlogic.co.uk/
http://twitter.com/DigitalPhilArts
http://twitter.com/panlogicltd
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.NonprofitSocialNetworkSurvey.com
http://www.nfpsynergy.net/includes/documents/cm_docs/2011/w/what_do_fundraisers_think_about_the_proposed_abolition_of_cheques.docx
http://www.nfpsynergy.net/includes/documents/cm_docs/2011/w/what_do_fundraisers_think_about_the_proposed_abolition_of_cheques.docx
http://twitchange.com/evahelpinghaiti/
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Social approbation  

Connection, affiliation with others supporting  

Income 

Age 
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Simple, unflashy fund-raising 

Perception of efficiency 

Performers involved in marketing appeals  

Proactive appeals 

Outreach and audience development 

Organisation means something to donor 

Donor cares about cause, preservation, sustainability 

Donor impulse, enthusiasm 5ƻƴƻǊΩǎ ǎǇŜŎƛŀƭ ŎƻƴƴŜŎǘƛƻƴΣ ǎŜƴǎŜ ƻŦ ōŜƭƻƴƎƛƴƎ 

Donation will make a difference 

5ƻƴƻǊΩǎ ŜƴƧƻȅƳŜƴǘΣ ǎŀǘƛǎŦŀŎǘƛƻƴΣ ŀǇǇǊŜŎƛŀǘƛƻƴ 

Digital  

4. Why people give (a Panlogic typology) 

9 

ά5ƻƴŀǘƛƴƎ Ǿƛŀ Ƴȅ t/ ƛǎ Ƨǳǎǘ ŜŀǎƛŜǊέ1  
άL ǿŀƴǘ ǘƻ ōŜ ǇŀǊǘ ƻŦ ǘƘŜ ƛƴ-ŎǊƻǿŘέ3,4 

άL ǿŀƴǘ Ƴȅ Řƻƴŀǘƛƻƴ ǘƻ  
ǎƻŎƛŀƭƭȅ ǾŀƭƛŘŀǘŜ ƳŜέ5 

Social recognition  
άL ǿŀƴǘ ǇŜƻǇƭŜ  ǘƻ  
ǎŜŜ LΩǾŜ ŘƻƴŀǘŜŘέ6 

άaȅ ŘŜƎǊŜŜ ǿŀǎ ƛƴ ǘƘŜ !ǊǘǎΣ ǎƻ LΩƳ ŀ ōƛǘ ƻŦ ŀƴ ŀƳŀǘŜǳǊ ōǳŦŦέ8 

άLΩǾŜ Ǝƻǘ ǘƻ ŀ Ǉƻƛƴǘ ƛƴ Ƴȅ ƭƛŦŜ ǿƘŜǊŜ 
L ƘŀǾŜ ƳƻǊŜ ǘƛƳŜ ŦƻǊ ǘƘŜ !Ǌǘǎέ8 

άLΨƳ ŦŀƛǊƭȅ ŎƻƳŦƻǊǘŀōƭŜΣ ǎƻ L 
Ŏŀƴ ŀŦŦƻǊŘ ǘƻ ƎƛǾŜέ8 

ά[ŀǎǘ ǘƛƳŜ L ƎŀǾŜ ǘƘŜȅ ǎƘƻǿŜŘ ƳŜ ǘƘŜ 
ǎǇŜŎƛŦƛŎ ǘƘƛƴƎ LΩŘ ƘŜƭǇŜŘ ǘƻ ōǳȅέ6 

άLŦ L ŘƻƴΩǘ ƎƛǾŜ ǿƘƻ ŜƭǎŜ ǿƛƭƭΚέ1,9 

άaȅ ŎƘƛƭŘǊŜƴ ǿŜƴǘ ǘƻ ǘƘŜƛǊ ȅƻǳǘƘ 
ŎƭŀǎǎŜǎΣ ǎƻ L ƪƴƻǿ Ƙƻǿ ƛƳǇƻǊǘŀƴǘ ƛǘ ƛǎέ 

ά¢ƘŜȅ ǊŜŀƭƭȅ ƭƻƻƪŜŘ ŀŦǘŜǊ ƳŜ ǘƘŀǘ ǘƛƳŜ L ǿŀǎ ƻƴ 
crutches ς Ƙƻǿ Řƻ L ǎƘƻǿ Ƴȅ ŀǇǇǊŜŎƛŀǘƛƻƴΚέ4 

ά¢Ƙŀǘ ǎƘƻǿ ǿŀǎ ŀƳŀȊƛƴƎΦ Iƻǿ Řƻ L 
ƘŜƭǇ ǘƘŜƳ Řƻ ƳƻǊŜ ǘƘƛƴƎǎ ƭƛƪŜ ǘƘŀǘΚέ 

άL ǿŀǎ ŀǎƪŜŘ ǊƛƎƘǘ ŀŦǘŜǊ ǘƘŜ ǎƘƻǿΣ ǎƻ Ƙƻǿ ŎƻǳƭŘ L ǊŜŦǳǎŜΚέ7 

άL ƪƴƻǿ ǘƘŜȅ ŘƻƴΩǘ ǿŀǎǘŜ ƳƻƴŜȅΦ LǘΩƭƭ ōŜ ǎǇŜƴǘ 
ǿƘŜǊŜ ƛǘ ƴŜŜŘǎ ǘƻ ōŜέ10 

ά¢ƘŜƛǊ ǊŜǉǳŜǎǘ ǿŀǎ ǎƛƳǇƭŜΣ ǇŜǊǎƻƴŀƭƛǎŜŘ ŀƴŘ 
ŦǊƻƳ ǘƘŜ ƘŜŀǊǘΦ L ŎƻǳƭŘ ǊŜƭŀǘŜ ǘƻ ǘƘŀǘέ11,12 

ά¢ƘŜ ŀǊǘƛǎǘ ŀǎƪŜŘ ƘŜǊǎŜƭŦ ŀƴŘ ŘƛŘƴΩǘ ƘƛŘŜ ōŜƘƛƴŘ 
ƳŀǊƪŜǘƛƴƎ ƻǊ tw ƴƻƴǎŜƴǎŜΦ L ǊŜǎǇŜŎǘ ǘƘŀǘέ7 

ά¢ƘŜȅ Řƻ ŦŀƴǘŀǎǘƛŎ ǇŜǊŦƻǊƳŀƴŎŜǎΣ ōǳǘ ǘƘŜȅ ƴŜŜŘ ǎƻƳŜ ƘŜƭǇΦέ1 άLΩǾŜ ōŜŜƴ ŀǘǘŜƴŘƛƴƎ ǘƘƛǎ ǾŜƴǳŜ ŦƻǊ ǎƻƳŜ ǘƛƳŜΣ L ŘƛŘƴΩǘ ǊŜŀƭƛǎŜ ǘƘŜȅ ƴŜŜŘŜŘ ƘŜƭǇέ1 

1 DŀƛƻΣ ! ΦΣ нллфΦ Ψ[ƻŎŀƭ tǊƛŘŜΥ LƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ ƛƴ 9ƴƎƭŀƴŘΦ ! ǎǘǳŘȅ ƛƴǘƻ ŘƻƴƻǊ ƳƻǘƛǾŀǘƛƻƴΩΦ 
2 tŜǊŜǘȊ ϧ 5ƛWǳƭƛƻΣ нлммΦ Ψ2011 eNon-ǇǊƻŦƛǘ .ŜƴŎƘƳŀǊƪǎ {ǘǳŘȅΩ. M&R Strategic Services and The Non-profit Technology Network. 
3 Miller, B., 2009a. Ψ/ƻƳƳǳƴƛǘȅ ŦǳƴŘ-raising 2.0 ς the future of fund-raising in a networked society?Ω LƴǘŜǊƴŀǘƛƻƴŀƭ WƻǳǊƴŀƭ ƻŦ bƻƴ-
profit and Voluntary Sector Marketing 14: 365-370 
п .ǊŜŜȊŜΣ .ΦΣ нлмлΦ ΨIƻǿ ŘƻƴƻǊǎ ŎƘƻƻǎŜ ŎƘŀǊƛǘƛŜǎΩ Centre for Charitable Giving and Philanthropy, Kent pp.36-37 
р {ƛƴƎƘ ϧ {ŀƳǳŜƭΣ нлмлΦ Ψ5ƛƎƛǘŀƭ DƛǾƛƴƎΩΣ wŜǎwŜǇǳōƭƛŎŀΣ ǇΦрн 
6 [ƭƻȅŘΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩΦ 
т {ŀǊƎŜŀƴǘΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ.   

8 .ŜƪƪŜǊǎΣ w ϧ ²ƛŜǇƪƛƴƎΣ tΦ нллтΦ ΨDŜƴŜǊƻǎƛǘȅ ŀƴŘ tƘƛƭŀƴǘƘǊƻǇȅΥ ! [ƛǘŜǊŀǘǳǊŜ wŜǾƛŜǿΩ. 
9 a¢a [ƻƴŘƻƴΣ нлмлΦ Ψ5ƛƎƛǘŀƭ !ǳŘƛŜƴŎŜΥ 9ƴƎŀƎŜƳŜƴǘ ǿƛǘƘ !Ǌǘǎ ŀƴŘ /ǳƭǘǳǊŜ hƴƭƛƴŜΩΣ Arts and Business, Arts 
Council England and MLA, London 
мл [ŜŘōǳǊȅ wŜǎŜŀǊŎƘΣ нлмлΦ Ψ.ŀǊǊƛŜǊǎ ¢ƻ DƛǾƛƴƎΩΣ Barclays Wealth, London p.8 
11 Bekkers, R. & Crutzen, O., 2007. ΨWǳǎǘ ƪŜŜǇ ƛǘ ǎƛƳǇƭŜΥ ! ŦƛŜƭŘ ŜȄǇŜǊƛƳŜƴǘ ƻƴ ŦǳƴŘ-ǊŀƛǎƛƴƎ ƭŜǘǘŜǊǎΩΣ 
International Journal of Non-profit and Voluntary Sector Marketing 17 
12 {ŀǊƎŜŀƴǘΣ !Φ ϧ ²ƻƻŘƭƛŦŦŜΣ [ΦΣ нллрΦ Ψ.ǳƛƭŘƛƴƎ 5ƻƴƻǊ [ƻȅŀƭǘȅΥ ¢ƘŜ !ƴǘŜŎŜŘŜƴǘǎ ƻŦ 5ƻƴƻǊ /ƻƳƳƛǘƳŜƴǘ ǘƻ 
±ƻƭǳƴǘŀǊȅ hǊƎŀƴƛȊŀǘƛƻƴǎΩ 

Mobile  

άL Ŏŀƴ ǘŜȄǘ ƻǊ ŘƻǿƴƭƻŀŘ ŀƴ 
ŀǇǇ ǘƻ ŘƻƴŀǘŜέ2 

Social  

άL Ŏŀƴ ŘƻƴŀǘŜ ŀƴŘ ƳŜŜǘ ǇŜƻǇƭŜ 
ǿƘƻ ǎƘŀǊŜ Ƴȅ ƛƴǘŜǊŜǎǘǎέ1 

Donor already engaged 
άL ǿŀǎ ŀ ƳŜƳōŜǊΣ ǎƻ ŘƻƴŀǘƛƴƎ 
ǎŜŜƳŜŘ ƭƛƪŜ ŀ ƴŀǘǳǊŀƭ ŜȄǘŜƴǎƛƻƴέ9 

http://www.panlogic.co.uk/
http://blog.panlogic.co.uk/
http://twitter.com/DigitalPhilArts
http://twitter.com/panlogicltd
http://artsandbusiness.org.uk/media library/Files/Research/Individual Giving FINAL-1.pdf
http://artsandbusiness.org.uk/media library/Files/Research/Individual Giving FINAL-1.pdf
http://www.philanthropyuk.org/sites/philanthropyuk.org/files/user-uploads/WhyRichPeopleGive_summary.pdf
http://www.philanthropyuk.org/sites/philanthropyuk.org/files/user-uploads/WhyRichPeopleGive_summary.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf
http://www.fss.uu.nl/soc/homes/bekkers/generosity.pdf
http://artsandbusiness.org.uk/media library/Files/Research/Digital-Audiences/Digital-audiences-for-arts-and-culture-november2010.pdf
http://artsandbusiness.org.uk/media library/Files/Research/Digital-Audiences/Digital-audiences-for-arts-and-culture-november2010.pdf
http://artsandbusiness.org.uk/media library/Files/Research/Digital-Audiences/Digital-audiences-for-arts-and-culture-november2010.pdf
http://artsandbusiness.org.uk/media library/Files/Research/Digital-Audiences/Digital-audiences-for-arts-and-culture-november2010.pdf
http://web.ebscohost.com/bsi/pdf?vid=57&hid=12&sid=2a5f7cc2-030d-4ef3-8ecc-e2b105661942@sessionmgr112
http://web.ebscohost.com/bsi/pdf?vid=57&hid=12&sid=2a5f7cc2-030d-4ef3-8ecc-e2b105661942@sessionmgr112
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The new generation of ΨƴŜǘǿƻǊƪŜŘΩ3 donors are increasingly mistrustful of institutions and mass media, and are looking for alternative sources of information to guide their 
donating decisions. They are looking to friends, family and people they have never met - but treat as ΨƛƴŦƻǊƳŜŘ and trusted peersΩ ς for online recommendations. The ease of 
sharing and collaboration using Web 2.0 services is fuelling this change in behaviour. When asked for a donation, people assess their relationship with the person asking before 
making a decision4, and they are most likely to give when asked by someone with whom they have a strong tie.  In other words, they want to be in with the in-crowd. 

The biggest development in audience engagement in recent years has come from digital media1. Digital means that audiences can now give via a plethora of new platforms and 
channels. Many Arts organisations are already tapping into these. However, best practice approaches are not always being followed and there is always more that can be done. 

The biggest development in audience engagement in recent years has come fromΧsocial media1. The emergence of social media based fund-raising tools and apps is changing the 
way supporters interact with charities, and more importantly, with each other. Social media mean that audiences can connect and communicate constantly, not only with the 
organisation itself, but also with their social networks, with all the advocacy (if you get things right) or censure (if you ŘƻƴΩǘύ that these facilitate. 

The landscape of fund-raising in general has also been transformed in the last decade, with online and mobile giving rising year on year2. Mobile possibly has the most potential. 
We believe a national mobile-giving platform that every Arts organisation in the country could have access to, would allow donors to text the amount they wished to donate to an 
organisation-specific number and would drive significant revenues.  

Numerous studies have shown that charitable giving is directly related to the ŘƻƴƻǊǎΩ education level8. That is, it goes up as educational achievement goes up. This is certainly true 
of existing donors and existing donations. However, this fact (and the other demographic factors outlined below) should not be taken for causality. That is, because this type of 
donor currently gives, the assumption is that others, of lower educational levels, do not and that marketing budgets should therefore be aimed mainly at this group. Our 
contention is that, given the technology changes of recent years, the new platforms available and the ǇǳōƭƛŎΩǎ wide interest in the Arts, will not continue to hold. 

Numerous studies have shown that charitable giving is directly related to the age of donors8.  That is, it goes up as age goes up. This is certainly true of existing donors and existing 
donations. However, this fact (and the other demographic factors outlined above and below) should not be taken for causality. That is, because this type of donor currently gives, 
there is an assumption that younger people do not and that marketing budgets should therefore be aimed mainly at people over 40. Our contention is that, given the technology 
changes of recent years, the new platforms available and younger ǇŜƻǇƭŜΩǎ wide interest in the Arts, this does not necessarily need to be true.  

Numerous studies have shown that charitable giving is directly related to the income of donors8. That is, it goes up as income goes up. This is certainly true of existing donors and 
existing donations. However, this fact (and the other demographic factors outlined above) should not be taken for causality. That is, because this type of donor currently gives, 
there is an assumption that others, of differing income levels, do not and that marketing budgets should therefore be aimed mainly at richer groups. Our contention is that, given 
the technological changes of recent years, the new platforms available and the wider ǇǳōƭƛŎΩǎ interest in the Arts, this does not necessarily need to be true.  

A ŘƻƴƻǊΩǎ social network plays a role in their decision making process, especially when the gift is visible to those in their social circle. Donors may choose to publicise their 
donation as an act of ΨƻƴƭƛƴŜ self-definition and ǊŜǇǳǘŀǘƛƻƴΩΣ and to show others what their interests and values are5. For example, 20% of those who make a donation  on Just 
Giving then share the fact on Facebook, referring others in their network to the site. LǘΩǎ about projecting yourself as you would wish to be seen. 

Most donors want to be appreciated or recognised for their support, ranging from Ψŀ private expression of appreciation to public and publicised recognitionΩ6. People experience 
intangible benefits as a result of giving - it plays a part in the ΨǎŜƭŦ-realisation of the donorΩ4 and provides a sense of belonging: people like to feel part of a group associated with 
the Arts or a particular organisation7. Essentially, they want to look good in front of their friends and peers. 
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1 DŀƛƻΣ ! ΦΣ нллфΦ Ψ[ƻŎŀƭ tǊƛŘŜΥ LƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ ƛƴ 9ƴƎƭŀƴŘΦ ! ǎǘǳŘȅ ƛƴǘƻ ŘƻƴƻǊ ƳƻǘƛǾŀǘƛƻƴΩΦ 
2 tŜǊŜǘȊ ϧ 5ƛWǳƭƛƻΣ нлммΦ Ψ2011 eNon-profit Benchmarks {ǘǳŘȅΩ. M&R Strategic Services and The Non-profit Technology Network. 
3 Miller, B., 2009a. Ψ/ƻƳƳǳƴƛǘȅ fund-raising 2.0 ς the future of fund-raising in a networked society?Ω International Journal of Non-profit and Voluntary Sector Marketing 14: 365-370 
4 .ǊŜŜȊŜΣ .ΦΣ нлмлΦ ΨIƻǿ ŘƻƴƻǊǎ ŎƘƻƻǎŜ ŎƘŀǊƛǘƛŜǎΥ CƛƴŘƛƴƎǎ ƻŦ ŀ ǎǘǳŘȅ ƻŦ ŘƻƴƻǊ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ǘƘŜ ƴŀǘǳǊŜ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƻƴ ƻŦ ŎƘŀǊƛǘŀōƭŜ ōŜƴŜŦƛǘΦΩ Centre for Charitable Giving and Philanthropy, Kent pp.36-37 
5 {ƛƴƎƘ ϧ {ŀƳǳŜƭΣ нлмлΦ Ψ5ƛƎƛǘŀƭ DƛǾƛƴƎΩΣ wŜǎwŜǇǳōƭƛŎŀΣ ǇΦрн 
6 LloydΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩΦ 
7 SargeantΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ.   
8  BekkersΣ w ϧ ²ƛŜǇƪƛƴƎΣ tΦ нллтΦ ΨDŜƴŜǊƻǎƛǘȅ ŀƴŘ tƘƛƭŀƴǘƘǊƻǇȅΥ ! [ƛǘŜǊŀǘǳǊŜ wŜǾƛŜǿΩ. 
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Organisation means 
something to donor 

Donor already engaged 

Donor cares about cause,  
preservation, sustainability 

Donor impulse, enthusiasm 

5ƻƴƻǊΩǎ ǎǇŜŎƛŀƭ ŎƻƴƴŜŎǘƛƻƴΣ 
sense of belonging 

Donation will make 
a difference 

5ƻƴƻǊΩǎ ŜƴƧƻȅƳŜƴǘΣ 
satisfaction, appreciation 

Research4 shows that people often give to causes that ΨƳŜŀƴ something to ǘƘŜƳΩ rather than those with the most urgent needs. Unlike the motivation above, which can be a 
purely  emotional appeal, this factor is directly related to personal experience. That is, they are likely to have been personally affected by the organisation in question. 

1  DŀƛƻΣ ! ΦΣ нллфΦ Ψ[ƻŎŀƭ tǊƛŘŜΥ LƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ ƛƴ 9ƴƎƭŀƴŘΦ ! ǎǘǳŘȅ ƛƴǘƻ ŘƻƴƻǊ ƳƻǘƛǾŀǘƛƻƴΩ; aŜǊƳƛǊƛΣ ¢ΦΣ нлмлΦ Ψ!Ǌǘǎ tƘƛƭŀƴǘƘǊƻǇȅΥ ¢ƘŜ ŦŀŎǘǎΣ ǘǊŜƴŘǎ ŀƴŘ ǇƻǘŜƴǘƛŀƭΩ 

2 [ƭƻȅŘΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩΦ 
3  MTM [ƻƴŘƻƴΣ нлмлΦ Ψ5ƛƎƛǘŀƭ !ǳŘƛŜƴŎŜΥ 9ƴƎŀƎŜƳŜƴǘ ǿƛǘƘ !Ǌǘǎ ŀƴŘ /ǳƭǘǳǊŜ hƴƭƛƴŜΩΣ Arts and Business, Arts Council England and MLA, London 
4 BreezeΣ .ΦΣ нлмлΦ ΨIƻǿ ŘƻƴƻǊǎ ŎƘƻƻǎŜ ŎƘŀǊƛǘƛŜǎΥ CƛƴŘƛƴƎǎ ƻŦ ŀ ǎǘǳŘȅ ƻŦ ŘƻƴƻǊ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ǘƘŜ ƴŀǘǳǊŜ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƻƴ ƻŦ ŎƘŀǊƛǘŀōƭŜ ōŜƴŜŦƛǘΣΩ Centre for Charitable Giving and Philanthropy, Kent pp.36-37 

A vast majority of donors to the Arts come from the ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ engaged audience-base1. The success of membership schemes in the Arts suggests that donors find benefits 
and incentives acceptable in certain contexts and are motivated to give more as a result. These schemes are also instrumental in relationship building between the donor and the 
organisation, and provide a framework that facilitates giving1. Engaged donors are therefore the ΨǘƘŜ gift that keeps on ƎƛǾƛƴƎΩ.  

Altruism is perhaps the most commonly quoted motivation for giving ς people give because they care about a cause or the work of a charitable organisation. This is true both for 
the wider public, but also for high net-worth philanthropists who, it is often incorrectly assumed, donate purely rationally based on the extensive research of a team of 
investment analysts. The decision behind giving is complex, and donors to the Arts might have specific attributes and behaviours that are different from donors to the broader 
charitable sector3. Having experienced and enjoyed an art form, the audience member may choose to donate towards its ΨǇǊŜǎŜǊǾŀǘƛƻƴΣ quality and developmentΩ1 and may feel a 
ΨŘŜǎƛǊŜ to ensure its long-term sustainabilityΩ1. 

The most important distinction between donors to the Arts and other charitable sector is the level of engagement between the donor and the organisation5. Having experienced 
and enjoyed an art form, the audience member may feel a ΨǎǇŜŎƛŀƭ connection with the organisation1. They might have been personally affected by numerous Arts organisation to 
whom they donate (see motivation 13 above), but a special connection with a particular organisation is likely to increase engagement levels and levels of giving. 

Benefitting from the services of an organisation also enhances the probability of donations, which is particularly true in the Arts. Because an ƛƴŘƛǾƛŘǳŀƭΩǎ satisfaction and an 
appreciation for the artistic or cultural experience they have enjoyed are important mobilising forces in giving1. This is related to motivation 15 above - it is really important to 
capture the impulse and enthusiasm of the visitor or audience member during and directly after their artistic experience. This might not just be in the warm glow of their 
applause, but might also be in the gift shop, the cafe or at home with a tweet or an email. 

5ƻƴƻǊǎΩ perceptions of the capacity of their donation to produce an impact or make a difference is an important factor. Philanthropy expert Teresa Lloyd2 suggests that ΨƳŀƪƛƴƎ a 
real ŘƛŦŦŜǊŜƴŎŜΩ is not only a motivation for giving, but also an important element in relationship reinforcement once an initial gift has been made. Demonstrating that a donation 
has made a difference and how it has done so are therefore key. Digital is a great way of demonstrating this, but the Arts sector has been slow to take-up the opportunity. 

An ƛƴŘƛǾƛŘǳŀƭΩǎ satisfaction and an appreciation for the artistic or cultural experience they have enjoyed are important mobilising forces in giving1. Proactive requests at the point 
(or just after) the potential donor has enjoyed their experience - whilst they are still enjoying the glow of satisfaction - are therefore more likely to be successful.  
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Simple, unflashy 
fund-raising 

Perception of 
efficiency 

Performers involved 
in marketing appeals  

Proactive appeals 

Outreach and audience 
development 

1 {ŀǊƎŜŀƴǘΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ; GaioΣ ! ΦΣ нллфΦ Ψ[ƻŎŀƭ tǊƛŘŜΥ LƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ ƛƴ 9ƴƎƭŀƴŘΦ ! ǎǘǳŘȅ ƛƴǘƻ ŘƻƴƻǊ ƳƻǘƛǾŀǘƛƻƴΩ; aŜǊƳƛǊƛΣ ¢ΦΣ нлмлΦ ΨArts Philanthropy: The facts, trends and 
ǇƻǘŜƴǘƛŀƭΩ 
2 [ŜŘōǳǊȅ wŜǎŜŀǊŎƘΣ нлмлΦ Ψ.ŀǊǊƛŜǊǎ ¢ƻ DƛǾƛƴƎΩΣ Barclays Wealth, London p.8 
3 Bekkers, R. & Crutzen, O., 2007. ΨWǳǎǘ ƪŜŜǇ ƛǘ ǎƛƳǇƭŜΥ ! ŦƛŜƭŘ ŜȄǇŜǊƛƳŜƴǘ ƻƴ fund-raising ƭŜǘǘŜǊǎΩΣ International Journal of Non-profit and Voluntary Sector Marketing 17 
4 {ŀǊƎŜŀƴǘΣ !Φ ϧ ²ƻƻŘƭƛŦŦŜΣ [ΦΣ нллрΦ Ψ.ǳƛƭŘƛƴƎ 5ƻƴƻǊ [ƻȅŀƭǘȅΥ ¢ƘŜ !ƴǘŜŎŜŘŜƴǘǎ ƻŦ 5ƻƴƻǊ /ƻƳƳƛǘƳŜƴǘ ǘƻ ±ƻƭǳƴǘŀǊȅ hǊƎŀƴƛȊŀǘƛƻƴǎΩ 
5 {ŀǊƎŜŀƴǘΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ.   
6 DŀƛƻΣ ! ΦΣ нллфΦ Ψ[ƻŎŀƭ tǊƛŘŜΥ LƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !Ǌǘǎ ƛƴ 9ƴƎƭŀƴŘΦ ! ǎǘǳŘȅ ƛƴǘƻ ŘƻƴƻǊ ƳƻǘƛǾŀǘƛƻƴΩ. 

Research shows that ŘƻƴƻǊΩǎ perception of an ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ efficiency and the amount spent on administration are important factors when selecting a charity to give to2. 
Ostentatious displays  of nests being feathered are therefore probably not the best place to attempt to solicit donations from. 

Donors are averse to costly fund-raising methods and materials they perceive to be ΨŦƭŀǎƘȅΩ.3,4 Trying to compete with the latest Hollywood ōƭƻŎƪōǳǎǘŜǊΩǎ production values in 
your solicitation video is probably not the way to go. Digital distribution helps to keep down production costs.  

Most donors to the Arts come from an ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ existing audience base6. Given this, it is likely that organisations are potentially already in touch with those in their ΨƭƻƴƎ ǘŀƛƭΩ 
of giving online and offline, and are continuing to ΨƎǊƻǿΩ the tail through outreach and audience development as part of their core mission. This needs to be developed and 
nurtured further. After all, you are unlikely to get donations from people who ŘƻƴΩǘ know you yet. Often there is a degree of ΨŎŀǊǘ before ƘƻǊǎŜΩ thinking with some ƻǊƎŀƴƛǎŀǘƛƻƴǎΩ 
approaches to fund-raising. 

Donors are more likely to give when asked by creators of the artistic products (e.g. curators, performers or artistic directors)5. Through social media, key individuals within 
organisations are able to build relationships with a wider audience more effectively than ever before, which in turn increases engagement, loyalty and likelihood of giving. 
Creative people are the life-blood of Arts organisations. They are an asset that needs to be milked (in the nicest possible way). 

A large majority of gifts are first secured when the prospect is asked directly, rather than presented with a passive opportunity1. The more opportunities to give people encounter, 
the more likely they are to give. Arts organisations should not, therefore, be backwards in coming forwards. 
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Perception ǘƘŀǘ ŎǳǊǊŜƴǘ ŘƻƴƻǊǎ ŘƻƴΩǘ ΨŘƻΩ technology 

3 

Not giving reasons to share 

1 
Security concerns 

2 

Simple giving process 

9 

12 

8 

11 

Flashy fund-raising 

Simple giving process 

Use of mass media 

aŀƪƛƴƎ ǘƘŜ Řƻƴŀǘƛƻƴ ǎŜŜƳ ΨǳƴŀƭǘǊǳƛǎǘƛŎΩ 

10 
Reticence to ask for small donations 

Technology 

Emotional Arts 

Demographic Social 

7 

6 

Not supporting a complex decision-making process 

Unemotional appeals 

рΦ ²Ƙȅ ǇŜƻǇƭŜ ŘƻƴΩǘ ƎƛǾŜ 

14 

ά!ƴ ŜƳŀƛƭΣ ǘƘŜƴ ǘƘŜƛǊ ǎƛǘŜΣ ǘƘŜƴ ŀ 
donor micro-site, then I need my 
ŜƳŀƛƭ Řƻƴŀǘƛƻƴ ŎƻŘŜΦ {ƻǊǊȅΣ LΩǾŜ 
ŀƭǊŜŀŘȅ ƎƛǾŜƴ ǳǇέ1 

άL ƎŜǘ ǘƘŜ ƛƴǎƛŘŜ ǎŎƻƻǇ ƻƴ 
Arts organisations online 

- ƴƻǘ ŦǊƻƳ ǘƘŜ ¢±Ηέ10 

ά¢ƘŜȅ ŘƛŘƴΩǘ ƳŀƪŜ ƛǘ Ŝŀǎȅ ŦƻǊ ƳŜ ǘƻ ǘŜƭƭ ŜǾŜǊȅƻƴŜ ŀōƻǳǘ Ƴȅ Řƻƴŀǘƛƻƴέ2,3,4  
άL Ƴŀȅ ōŜ ǊŜǘƛǊŜŘ ōǳǘ Ƴȅ ƻǿƴ ǿŜōǎƛǘŜΩǎ 

ōŜǘǘŜǊ ǘƘŀƴ ǘƘŜƛǊǎΗέ5,6  

ά²Ƙȅ ǎƘƻǳƭŘ L ƎƛǾŜ ǘƻ ǘƘŜ !Ǌǘǎ ǿƘŜƴ L Ŏŀƴ ƎƛǾŜ 
ǘƻ /ŀƴŎŜǊ wŜǎŜŀǊŎƘ ƛƴǎǘŜŀŘΚέ3,8 

ά¢ƘŜȅ Ƨǳǎǘ ŘƻƴΩǘ ƎƛǾŜ ŀ ǾŀƭƛŘ ŜƴƻǳƎƘ 
ǊŜŀǎƻƴ ǿƘȅ L ǎƘƻǳƭŘ ŘƻƴŀǘŜέ9 

άLŦ ǘƘŜȅ Ŏŀƴ ǇǊƻŘǳŎŜ ǘƘŀǘ Ǝƭƻǎǎȅ ǾƛŘŜƻ ǘƘŜƴ ǘƘŜȅΩǾŜ 
ƻōǾƛƻǳǎƭȅ Ǝƻǘ ǘƻƻ ƳǳŎƘ  ƳƻƴŜȅέ11,12,13 

ά! ƳƛƴƛƳǳƳ Řƻƴŀǘƛƻƴ ƻŦ ϻрлΚ L ŘƻƴΩǘ ǘƘƛƴƪ ǎƻΗέ  

ά¢ƘŜǊŜΩǎ ǎƛȄ ǇŀƎŜǎ ŦƻǊ ǘƘƛǎ ǊŜƎƛǎǘǊŀǘƛƻƴ ǇǊƻŎŜǎǎ ŀƴŘ ŀƭƭ ǘƘŜǎŜ 
marketing questions - L ŎŀƴΩǘ  ōŜ ōƻǘƘŜǊŜŘέ1 

ά¢Ƙƛǎ ŦŜŜƭǎ ƳƻǊŜ ƭƛƪŜ ŀ ǇǳǊŎƘŀǎŜ ǊŀǘƘŜǊ ǘƘŀƴ ŀ ŘƻƴŀǘƛƻƴΗέ13 

άL ǿƻǳƭŘ ƘŀǾŜ ŘƻƴŀǘŜŘ ϻмллΣ ōǳǘ L 
ǿŀǎ ŎƻƴŎŜǊƴŜŘ ŀōƻǳǘ ŘƻƛƴƎ ǘƘŀǘέ 

1 .ŜƪƪŜǊǎΣ wΦ ϧ ²ƛŜǇƪƛƴƎΣ tΦΣ нллтΦ ΨDŜƴŜǊƻǎƛǘȅ ŀƴŘ tƘƛƭŀƴǘƘǊƻǇȅΥ ! [ƛǘŜǊŀǘǳǊŜ wŜǾƛŜǿΩ. 
2 [ƭƻȅŘΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩΦ 
о .ǊŜŜȊŜΣ .ΦΣ нлмлΦ ΨIƻǿ ŘƻƴƻǊǎ ŎƘƻƻǎŜ ŎƘŀǊƛǘƛŜǎΩ Centre for Charitable Giving and Philanthropy, Kent pp.36-37 
п {ŀǊƎŜŀƴǘΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ.   
5 Ia DƻǾŜǊƴƳŜƴǘΣ нлммΦ ΨDƛǾƛƴƎ ²ƘƛǘŜ tŀǇŜǊΩΣ Cabinet Office 
с tŜǊŜǘȊ ϧ 5ƛWǳƭƛƻΣ нлммΦ ΨeNon-ǇǊƻŦƛǘ .ŜƴŎƘƳŀǊƪǎ {ǘǳŘȅΩ. M+R Strategic Services & The Non-profit Technology Network 
7 aƛƭƭŜǊΣ .ΦΣ нлмлΦ ΨDƛǾƛƴƎ Lƴ ŀ 5ƛƎƛǘŀƭ ²ƻǊƭŘΩΦ 

8 aŜǊƳƛǊƛΣ ¢ΦΣ нлмлΦ Ψ!Ǌǘǎ tƘƛƭŀƴǘƘǊƻǇȅΥ ¢ƘŜ ŦŀŎǘǎΣ ǘǊŜƴŘǎ ŀƴŘ ǇƻǘŜƴǘƛŀƭΩ  
9 a¢a [ƻƴŘƻƴΣ нлмлΦ Ψ5ƛƎƛǘŀƭ !ǳŘƛŜƴŎŜΩΣ Arts and Business, Arts Council England and MLA, London 
10 Miller, B., 2009a, Ψ/ƻƳƳǳƴƛǘȅ ŦǳƴŘ-raising 2.0Ω LƴǘŜǊƴŀǘƛƻƴŀƭ WƻǳǊƴŀƭ ƻŦ bƻƴ-profit and Voluntary Sector Marketing 14 
мм [ŜŘōǳǊȅ wŜǎŜŀǊŎƘΣ нлмлΦ Ψ.ŀǊǊƛŜǊǎ ¢ƻ DƛǾƛƴƎΩΣ Barclays Wealth, London p.8 
12 Bekkers, R. & Crutzen, O., 2007. ΨWǳǎǘ ƪŜŜǇ ƛǘ ǎƛƳǇƭŜΩΣ International Journal of Non-profit & Voluntary Sector Marketing 17 
13 {ŀǊƎŜŀƴǘΣ !Φ ϧ ²ƻƻŘƭƛŦŦŜΣ [ΦΣ нллрΦ Ψ.ǳƛƭŘƛƴƎ 5ƻƴƻǊ [ƻȅŀƭǘȅΥ ¢ƘŜ !ƴǘŜŎŜŘŜƴǘǎ ƻŦ 5ƻƴƻǊ /ƻƳƳƛǘƳŜƴǘ ǘƻ ±ƻƭǳƴǘŀǊȅ 
hǊƎŀƴƛȊŀǘƛƻƴǎΩ  

/ǳǊǊŜƴǘ ǇŀȅƳŜƴǘ ƳŜŎƘŀƴƛǎƳǎ ŘƻƴΩǘ 
work for younger potential donors 

ά²Ƙȅ ŎŀƴΩǘ L Ƨǳǎǘ Řƻ ΨǇŀȅ ŀǎ ȅƻǳ ƎƻΩ ƭƛƪŜ Ƴȅ ǇƘƻƴŜΚέ7 
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2 
Technology 

Demographic 

Social 

Current payment 
ƳŜŎƘŀƴƛǎƳǎ ŘƻƴΩǘ 

suit younger 
potential donors 

Perception that 
current donors 

ŘƻƴΩǘ ΨŘƻΩ technology 

Not giving 
reasons to share 

Not supporting 
a complex 

decision-making 
process 

Unemotional appeals 

Simple giving process 

Security concerns 

Most donors want to be appreciated or recognised for their support. This ranges from Ψŀ private expression of appreciation to public and publicised recognitionΩ2. People 
experience intangible benefits as a result of giving - it plays a part in their Ψself-ǊŜŀƭƛǎŀǘƛƻƴΩ3 and provides a sense of belonging. People like to feel part of a group associated with 
the Arts or a particular organisation4. Arts organisations should not rain on these ǇŜƻǇƭŜǎΩ parade. 

1 .ŜƪƪŜǊǎΣ wΦ ϧ ²ƛŜǇƪƛƴƎΣ tΦΣ нллтΦ ΨDŜƴŜǊƻǎƛǘȅ ŀƴŘ tƘƛƭŀƴǘƘǊƻǇȅΥ ! [ƛǘŜǊŀǘǳǊŜ wŜǾƛŜǿΩ. 
2 [ƭƻȅŘΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩΦ 
3 BreezeΣ .ΦΣ нлмлΦ ΨIƻǿ ŘƻƴƻǊǎ ŎƘƻƻǎŜ ŎƘŀǊƛǘƛŜǎΥ CƛƴŘƛƴƎǎ ƻŦ ŀ ǎǘǳŘȅ ƻŦ ŘƻƴƻǊ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ǘƘŜ ƴŀǘǳǊŜ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƻƴ ƻŦ ŎƘŀǊƛǘŀōƭŜ ōŜƴŜŦƛǘΦΩ Centre for Charitable Giving and Philanthropy, Kent pp.36-37 
4 {ŀǊƎŜŀƴǘΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ.   
5 Ia DƻǾŜǊƴƳŜƴǘΣ нлммΦ ΨDƛǾƛƴƎ ²ƘƛǘŜ tŀǇŜǊΩΣ Cabinet Office 
с tŜǊŜǘȊ ϧ 5ƛWǳƭƛƻΣ нлммΦ Ψ2011 eNon-profit Benchmarks Study: An analysis of online messaging, fund-raising and advocacy metrics for non-profit ƻǊƎŀƴƛȊŀǘƛƻƴǎΩ. M+R Strategic Services and The Non-profit Technology Network. 
7 aƛƭƭŜǊΣ .ΦΣ нлмлΦ ΨDƛǾƛƴƎ Lƴ ŀ 5ƛƎƛǘŀƭ ²ƻǊƭŘΩΦ 
8 MermiriΣ ¢ΦΣ нлмлΦ Ψ!Ǌǘǎ tƘƛƭŀƴǘƘǊƻǇȅΥ ¢ƘŜ ŦŀŎǘǎΣ ǘǊŜƴŘǎ ŀƴŘ ǇƻǘŜƴǘƛŀƭΩ  
9 a¢a [ƻƴŘƻƴΣ нлмлΦ Ψ5ƛƎƛǘŀƭ !ǳŘƛŜƴŎŜΥ 9ƴƎŀƎŜƳŜƴǘ ǿƛǘƘ !Ǌǘǎ ŀƴŘ /ǳƭǘǳǊŜ hƴƭƛƴŜΩΣ Arts and Business, Arts Council England and MLA, London 
 

Our interviewees had security concerns over funding platforms ς they perceived them as not being appropriate payment mechanisms for large gifts. They are likely to not now 
think twice about purchasing an expensive electronic item online or even doing their banking online, so this is really an issue about ΨƴƻǊƳŀƭƛǎƛƴƎΩ online giving and philanthropy in 
the same contexts as these other  types of online activities. 

The ΨŎƻǎǘΩ of giving does not only refer to the monetary amount given, but also the effort required to make the gift1. If the potential donor perceives the effort of making a 
donation as too complicated, difficult or unfamiliar, they may choose not to give at all. The technical platform chosen and the user journey of the potential donor through the 
donation process is therefore critical. 

Ψ¢ƘŜ !ǊǘǎΩ does not seem to have the same urgency or emotional appeal as other causes, and many do not consider Arts organisations as charitable3,8. Unemotional appeals will 
therefore not compete on the same playing field as more emotional ones. 

The decision behind giving is complex, and donors to the Arts might have specific attributes and behaviours that are different from donors to the broader charitable sector9. Not 
helping support this complex decision-making process will stymie likely donations. 

Most of the Arts organisations interviewed stated the demographics of their current donors as a reason why they are cautious about fund-raising through digital media. They feel 
that many of their current supporters and core audience come from a generation which would not be comfortable giving online. Despite evidence that online and mobile giving 
makes giving easier5,6, to those who are not used to it, the unfamiliarity and lack of trust in online giving mechanisms can be a barrier. Given the levels of ΨǎƛƭǾŜǊ-ǎǳǊŦƛƴƎΩ that now 
go on, it is likely that conservatism on the part of the Arts organisation is likely to be at fault here. 

In some of the examples studied, social media links to Friends pages which require the prospect to print and fill out a lengthy PDF form and send a cheque to become a member, 
and in others, the minimum level of yearly donation required is simply not what a young social media user is able to commit to.7  Arts organisations ŀǊŜƴΩǘ helping themselves in 
these cases. 

Emotional 
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Arts 

Reticence to ask for 
small donations 

Flashy fund-raising 

Simple giving process 

Use of mass media 

Making the donation 
seem ΨǳƴŀƭǘǊǳƛǎǘƛŎΩ 

Research shows that ŘƻƴƻǊΩǎ perception of an ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ efficiency and the amount spent on administration are important factors when selecting a charity to give to2. Donors 
are averse to costly fund-raising methods and materials they perceive to be ΨŦƭŀǎƘȅΩ.3,4  This ŘƻŜǎƴΩǘ mean hair-shirts, but probably does mean not ΨǊŜƛƴǾŜƴǘƛƴƎ the ǿƘŜŜƭΩ ς i.e. 
ŘƻƴΩǘ build your own fund-raising platforms when you should be tapping into what everyone is already using elsewhere. 

In our interviews, many fundraisers were hesitant in utilising limited resources on soliciting small donations. However, younger people in particular are put off by a big ΨŀǎƪΩ or 
commitment. Could this be why the research shows that older people are the largest donors, simply because funding mechanisms are not currently correctly aligned with younger 
ǇŜƻǇƭŜΩǎ needs? 

Offering benefits or incentives in return for donations is a model used extensively in the Arts, mainly in the form of membership schemes. However, literature in social psychology 
and economics suggests that providing extrinsic motivations, such as material benefits, can diminish behaviours which were originally intrinsically motivated4.  Making the giving 
process seem like a business transaction can make everyone feel a little bit dirty. 

The ΨŎƻǎǘΩ of giving does not only refer to the monetary amount given, but also the effort required to make the gift5. If the potential donor perceives the effort of making a 
donation as too complicated, difficult or unfamiliar, they may choose not to give at all. It is therefore commensurate on the fund-raising body to streamline the process as much 
as possible without placing unnecessary barriers in the way. 

The new generation of ΨƴŜǘǿƻǊƪŜŘΩ donors1 are increasingly mistrustful of institutions and mass media, and are looking for alternative sources of information to guide their 
donating decisions. Harnessing these disaffected potential donors by utilising the media that they frequent is therefore likely to be a fruitful  line of pursuit. 

1 Miller, B., 2009a, Ψ/ƻƳƳǳƴƛǘȅ fund-raising 2.0 ς the future of fund-raising in a networked society?Ω LƴǘŜǊƴŀǘƛƻƴŀƭ WƻǳǊƴŀƭ ƻŦ bƻƴ-profit and Voluntary Sector Marketing 14: 365-370  
2 [ŜŘōǳǊȅ wŜǎŜŀǊŎƘΣ нлмлΦ Ψ.ŀǊǊƛŜǊǎ ¢ƻ DƛǾƛƴƎΩΣ Barclays Wealth, London p.8 
3 Bekkers, R. & Crutzen, O., 2007. ΨWǳǎǘ ƪŜŜǇ ƛǘ ǎƛƳǇƭŜΥ ! ŦƛŜƭŘ ŜȄǇŜǊƛƳŜƴǘ ƻƴ fund-raising ƭŜǘǘŜǊǎΩΣ International Journal of Nonprofit and Voluntary Sector Marketing 17 
4 {ŀǊƎŜŀƴǘΣ !Φ ϧ ²ƻƻŘƭƛŦŦŜΣ [ΦΣ нллрΦ Ψ.ǳƛƭŘƛƴƎ 5ƻƴƻǊ [ƻȅŀƭǘȅΥ ¢ƘŜ !ƴǘŜŎŜŘŜƴǘǎ ƻŦ 5ƻƴƻǊ /ƻƳƳƛǘƳŜƴǘ ǘƻ ±ƻƭǳƴǘŀǊȅ hǊƎŀƴƛȊŀǘƛƻƴǎΩ  
5 .ŜƪƪŜǊǎΣ wΦ ϧ ²ƛŜǇƪƛƴƎΣ tΦΣ нллтΦ ΨGenerosity and Philanthropy: A Literature ReviewΩ. 
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ά¢ƘǊƻǳƎƘ ǘƘŜ ōŀǊǊƛŎŀŘŜǎέ 
Å¢ƘŜ Ƴŀƛƴ ǊŜŀǎƻƴǎ ŦƻǊ ƴƻǘ ƎƛǾƛƴƎ Ŧŀƭƭ ǿƛǘƘƛƴ ǘƘŜ !Ǌǘǎ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ƎƛŦǘ ǘƻ ǊŜǎƻƭǾŜ - the main take-out is 
ΨŘƻƴΩǘ Ǉǳǘ ōŀǊǊƛŜǊǎ ǳǇΩ 

ÅLǘΩǎ ŀōƻǳǘ ƳŀƪƛƴƎ ǎǳǊŜ ǘƘŜ Řƻƴŀǘƛƻƴ ǇǊƻŎŜǎǎ ŦǊƻƳ ǎǘŀǊǘ ǘƻ ŦƛƴƛǎƘ ΨǘƛŎƪǎ ŀƭƭ ǘƘŜ ōƻȄŜǎΩ ƛƴ ǘŜǊƳǎ ƻŦΥ 
o the perception of the organisation 
o the nature of the campaign 
o the simplicity and egalitarian nature of the giving mechanic 
o personal and social motivations act more as a positive reinforcer than as a negative one ς ǎƻ ΨŘƻ ƴƻ ƘŀǊƳΩ 

ÅTechnology needs to be an enabler, not a blockage. Make it simple and secure. 
ÅOrganisations need to have fresh thinking about who they need to appeal to and how best they 
ǎƘƻǳƭŘ Řƻ ǘƘƛǎΦ !ǘ ǎƻƳŜ Ǉƻƛƴǘ ȅƻǳ ǿƛƭƭ ƴŜŜŘ ǘƻ ǿƛƴ ƴŜǿ ŦǊƛŜƴŘǎ όǿƘƛƭǎǘ ǎǘƛƭƭ ƭƻǾƛƴƎ ȅƻǳǊ ƻƭŘ ƻƴŜǎύΦ LǘΩǎ 
best to start early on this ς itΩs a long road. 
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6. Oiling the wheels 
5/a{Ωǎ ϻул Ƴƛƭƭƛƻƴ ƳŀǘŎƘ-funding scheme 
The government has announced a number of initiatives to encourage philanthropy, in line with the Big 
Society agenda. In December 2010, the Secretary of State for Culture, Media, Olympics and Sports set 
out a ten-point plan for cultural philanthropy1, highlighting initiatives such as a £80 million match 
funding scheme and the possibility of recognising philanthropy through the honours system. 
 
The NESTA-ƳŀƴŀƎŜŘ ΨLƴƴƻǾŀǘƛƻƴ ƛƴ DƛǾƛƴƎΩ ŦǳƴŘ 
In September 2011 the Government launched the NESTA-ƳŀƴŀƎŜŘ ΨLƴƴƻǾŀǘƛƻƴ ƛƴ DƛǾƛƴƎΩ ŦǳƴŘΣ 
providing £10 million specifically to encourage innovative new ideas for increasing volunteering and 
charitable giving. The Fund aims to create an alternative to traditional government support for social 
initiatives with a focus on new technologies and networks making it easier and more attractive for 
people to help each other. Through the Fund, the Government is seeking to help social innovators 
(potentially Arts organisations themselves) get their projects off the ground and create a credible route 
to becoming self-sustaining in the longer term. 
 
What approaches then, would we point to for these types of funding initiatives to adopt? 
 
 

1 Hunt, 2010 

18 

Digital and the Arts  

Given its creative capabilities, the Arts as a sector is well-
placed to respond to the changes in how people connect and 

communicate. Whether digital media could lead to a 
sustainable or disruptive change in fund-raising in the Arts 

remains to be seen. However, there is consensus that digital 
media is opening up a host of opportunities and bringing 
ŀōƻǳǘ ŦǳƴŘŀƳŜƴǘŀƭ ŎƘŀƴƎŜǎ ƛƴ ǇŜƻǇƭŜΩǎ ōŜƘŀǾƛƻǳǊΣ ǿƘƛŎƘ 

organisations cannot afford to ignore. 
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7. Solutions 

Best practice 
donor approaches 

Best practice 
digital approaches 

 

Best practice 
social media 
approaches 

 

There are a number of approaches that fund-raising 
    organisations should adopt to maximise their  
      donations. In increasing order of specificity these fall  
        into three concentric categories: best practice  
          approaches to donor journeys (on- and offline);  
            best practice digital approaches (including  
             mobile); and best practice social media approaches.  
 
               The suggestions we outline below come from a  
              variety of sources: our desk research, our research  
             with Arts organisations, Arts luminaries and our  
            knowledge and experience in the world of digital,   
          mobile and social media. 
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Change perceptions 

¦ǎŜ ǿƘŀǘΩǎ ŀƭǊŜŀŘȅ ǿƻǊƪƛƴƎ 

Create a culture of giving 

Maximise your creative assets 

Demonstrate measurable impact 

Educate your attendees, friends and donors 

Develop offerings for each audience 

Use your data 

Be specific ς state the need 

Create a sense of urgency 

Keep it simple 

Be flexible 

12 2 
There is no silver bullet Consider the whole philanthropic journey 

9 Be innovative 

10 
Have a multi-generational strategy 

11 1 
Take some risks Adapt or die 
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2 

5 

1 

4 

3 Develop offerings for 
each audience 

Consider the whole 
philanthropic journey 

Use your data 

Adapt or die 

Be specific ς state the need 

Given most Arts donors come from an ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ committed audience base, fundraisers need to look at the whole of a potential ŘƻƴƻǊΩǎ philanthropic journey from when they first become 
engaged with the organisation. Every step of this journey, both online and offline, must be taken into consideration when designing digital campaigns and requests for giving. We look at this in a 
bit more detail in a few pages time. 

Once you know your different audiences and the steps in their user journeys, fund-raising organisations need to develop offerings at each stage for them. This not only includes creative offerings, 
but also appropriate donation mechanisms, channels and approaches. It is important that the organisation genuinely wishes to engage with the identified group, and that it has a relevant strategy 
which provides offerings for the group which are likely to be attractive. And this must iterate: utilising incremental knowledge gained from engaging with each new group of potential donors, 
products and services need to be created that suit their ability to give, provide benefits which are attractive to them and payment/communication mechanisms which are appropriate to the group. 

Our research revealed that practitioners feel that asking donors to contribute to a specific project or outcome is a more effective way of securing donations. Successful crowd funding examples 
often involve a specific project with a specific budget and timeframe. These need to specific and proactive. 

Successful private sector organisations (think Tesco) capture and use data to market more effectively. For the Arts world. these approaches need to be not only understood (which they are 
beginning to be), but  also then acted upon (which too often they are still not). Data provides a key route to innovation, so data mining and analysis needs to be core to every Arts organisation. As 
well as knowing who the donors are, fundraisers should also use all available data to profile and segment the non-giving audience to identify those who are ΨƴŜǘǿƻǊƪŜŘΩ and those who have 
ΨƴƛŎƘŜΩ interests. Giving to the Arts, like other charitable giving, is influenced by a combination of factors which differs per person and by art form. LǘΩǎ a complex business. However, the Arts are 
well placed to make informed decisions about their digital fund-raising strategy based on the abundance of audience data which is available. LǘΩǎ no good if it sits in a database. It needs to be used! 

In order to engage ǘƻŘŀȅΩǎ audience and ǘƻƳƻǊǊƻǿΩǎ donors, it is essential for organisations to adapt to the way different generations behave and want to communicate. If you ŘƻƴΩǘΣ ȅƻǳΩǊŜ dead.  

1 BekkersΣ wΦ ϧ ²ƛŜǇƪƛƴƎΣ tΦΣ нллтΦ ΨGenerosity and Philanthropy: A Literature ReviewΩ 

7 

6 

9 

8 Be flexible 

Keep it simple 

Be innovative 

Create a sense of urgency 

The ΨŎƻǎǘΩ of giving does not only refer to the monetary amount given, but also the effort required to make the gift1. If the potential donor perceives the effort of making a donation as too 
complicated, difficult or unfamiliar, they may choose not to give at all. Just Giving for example successfully reclaims Gift Aid on 85% of donations through user-friendly design. If ƛǘΩǎ not 
straightforward people give up quickly. 

As communication technologies advance, funding platforms continue to develop new products, such as mobile fund-raising apps and text giving to accommodate ǇŜƻǇƭŜΩǎ changing behaviour and 
removing barriers to giving. Arts organisations need to change tack if a particular approach is not working for their audiences. ¢ƘŜǊŜΩǎ no shame in changing your mind when the facts change. 

Innovation in the Arts world might mean adapting the best approaches in other sectors to the Arts (for example, creating a Ψ/ƘƛƭŘǊŜƴ in bŜŜŘΩ style event for the Arts or having ΨǇŀȅ as you ƎƻΩ 
options for younger donors for whom a ȅŜŀǊΩǎ commitment or a direct debit might be prohibitive/impossible) or migrating the best offline approaches in the online and mobile spaces (e.g. online 
versions of the transparent moneyboxes that many institutions have in their foyers). It ŘƻŜǎƴΩǘ have to be about ΨǘƘƛƴƪƛƴƎ outside the ōƻȄΩΣ it can sometimes just be a simple case of thinking ΨƘƻǿ 
can we adapt what we do successfully ƻŦŦƭƛƴŜΩΚ 

Digital giving platforms like The Big Give and We Fund allow supporters to see the funding target, live progress and the deadline for a specific project or cause. This creates a sense of urgency, 
scarcity and transparency. All of these features can help tap into the ŘƻƴƻǊΩǎ desire to see tangible results and impact of their donation. 
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11 

14 

10 

13 

12 There is no silver bullet 

Take some risks  

Change perceptions 

Have a multi-generational 
strategy 

¦ǎŜ ǿƘŀǘΩǎ ŀƭǊŜŀŘȅ ǿƻǊƪƛƴƎ 

Digital media undoubtedly increases the transparency and speed of information flow between organisation and donors, a positive development which can enhance the motivations for giving. 
Although daunting at first, organisations need to embrace a culture of innovation and moderate risk-taking, which will only be possible if management allow fundraisers to test new initiatives even 
when success is not guaranteed.  

There is no silver bullet ς organisations need to continually innovate, test and refine their approaches. An open mind is key to this. It might be that a particular approach is correct, but ƛǘΩǎ not 
working because you ŘƻƴΩǘ yet have critical mass of a particular audience to test it with. So simple ΨǘƘƛǎ ŘƻŜǎƴΩǘ ǿƻǊƪΩ conclusions need to be treated with care. 

wŜǎtǳōƭƛŎŀΩǎ report Digital Giving1 highlights the importance of funding platforms in ΨƳƻƴŜǘƛǎƛƴƎ social ƴŜǘǿƻǊƪǎΩ through reducing the behavioural effort in the giving and Gift Aid declaration 
process. In other words, ΨŘƻƴΩǘ reinvent the ǿƘŜŜƭΩ. People are constantly trying to do this. LǘΩǎ never a winning strategy. If something already works, the best strategy is to leverage it. 

There is still a perception that the Arts are for the middle- and upper-classes. Like all good clichés there may still be a germ of truth in it. Arts organisations therefore need to project themselves as 
being more egalitarian. Our research suggested that a good way to do this was by stressing local credentials (national institutions were seen as being wealthy, whereas local organisations were 
seen as being more worthy and deserving). Creating localised communications (ideally in an automated digital fashion) to highlight good works (e.g. outreach with local schools etc.) would be one 
way to do this. 

Existing donors have their way of doing things and each successive generation of new potential donors has its own distinct way of doing things. Arts organisations need to take a multi-generational 
strategy to take advantage of this. That does not just mean working out what Generations X, Y and Z like doing now, but also how this will adapt as they get older. We ŘƻƴΩǘ all have time to hang 
out on Facebook when we have children after all. 

1 {ƛƴƎƘ ϧ {ŀƳǳŜƭΣ нлмлΦ Ψ5ƛƎƛǘŀƭ DƛǾƛƴƎΩΣ wŜǎwŜǇǳōƭƛŎŀΣ ǇΦрн 
2 Godin, S., 2006. CƭƛǇǇƛƴƎ ǘƘŜ CǳƴƴŜƭΩΣ Do You Zoom, Inc.  
3 {ŀǊƎŜŀƴǘΣ !Φ Ŝǘ ŀƭΣ нллнΦ ΨMajor Gift Philanthropy ς ƛƴŘƛǾƛŘǳŀƭ DƛǾƛƴƎ ǘƻ ǘƘŜ !ǊǘǎΩ 
4 [ƭƻȅŘΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩ. 
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15 

18 

17 Demonstrate 
measurable impact 

Maximise your 
creative assets 

Educate your attendees, 
friends and donors 

Create a culture of giving 

Donors are more likely to give when asked by creators of the artistic products (e.g. curators, performers or artistic directors)3.  This means that you need to leverage your creative assets to act as 
your sales-people. For some this will come naturally, for others it will be  more difficult. Packages of involvement therefore probably need to be created for these different personality types. It will 
also, no doubt, require some fore-thought in terms of the commercial contracts  put in place up-front with the creative talent. 

Philanthropy expert Teresa Lloyd4 suggests that ΨƳŀƪƛƴƎ a real ŘƛŦŦŜǊŜƴŎŜΩ is not only a motivation for giving, but also an important element in relationship reinforcement once an initial gift has 
been made. LǘΩǎ a simple case of  ΨƛŦ ǿŜΩǊŜ all pulling together, we need to be pulling together to some ŀƛƳΩ. And the donor wants to se able to see how far away that aim is. 

During this period of transition from the ΨƻƭŘΩ to the ΨƴŜǿΩ  philanthropy (i.e. online philanthropy and giving), there will be an urgent need for organisations to encourage and educate their users 
and supporters in online giving.  Some potential donors will get it straight away, others will need a little hand-holding, so provide ΨƘŜƭǇΩ options, visuals of the process and information as to how 
far through the process you are. 

The visibility of giving amongst peers is a first step in creating a culture of giving. In his book Flipping the Funnel2, Seth Godin uses the analogy of turning a funnel into a megaphone ς where 
traditionally, undifferentiated prospects are put into the top of the funnel and supporters come out of the bottom, he proposes that non-profits ΨǳǎŜ the Internet to empower the ǇŜƻǇƭŜΩ who are 
already interested to speak out on their behalf. Organisations needs to give their ΨŦŀƴǎΩ some leverage, in the form of simple online tools or a channel, a ΨƳŜƎŀǇƘƻƴŜΩΣ through which to get the 
word out in an ΨŀǳǘƘŜƴǘƛŎΣ uncontrolled and honest ǿŀȅΩ. The keys to utilising User Generated Content (UGC) to gain support are 1) giving supporters something engaging to talk about and 2) giving 
them a tool to do so. LǘΩǎ a simple case of  not hiding your light under a bushel, updated for the 21st Century. 
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2 
Consider the whole 

philanthropic journey 

In order to consider the complete philanthropic journey, organisations need to break down their audiences into sub-groupings. By mapping out the philanthropic journey of  
     different segments of donors and examining the mechanisms used to engage with them at each touch point, organisations will be able to decide where digital media could add  
      value. The level and type of digital engagement required may vary for different segments of donors. The mechanisms employed need to be tailored to the particular target  
    ƎǊƻǳǇΩǎ ability to give and take into consideration their normal behaviour, in order to remove the barrier to giving. The typology below has been derived from our research to 
collate typical and potential Arts donors into these sensible audience clusters: 

The emotionally-attached donor 
This donor may have particular areas of the Arts they are 
emotionally attached to. Their donations will thus tend to be 
focussed in that particular area. This donor can come from a wide 
background. For example, they might be a wealthy, private donor 
funding one project in particular or a community-focussed donor 
who funds the local theatre they went to as a child. 

The donor who wants to help but ŦƛƴŀƴŎƛŀƭƭȅ ŎŀƴΩǘ 
Again, this donor could fall into multiple categories: they 
could be community-focussed or emotionally-attached, but 
the problem they have is that they feel they cannot help. This 
could be due to a lack of funds or because there ƛǎƴΩǘ an 
mechanism, appropriate to them, provided by the Arts 
organisation to allow them to donate. They might also feel 
they cannot help because they ŘƻƴΩǘ have enough time or 
because they feel that the Arts organisation is only really 
interested in very large donations. 

23 

The wealthy, private donor 
This is an individual with a high-net worth. They will see 
donating to the Arts as a responsibility and not a burden. They 
will exert a lot of influence due to the sums they are able to 
invest and could wield power by insisting on their ΨŀǳǘƘƻǊƛǎŀǘƛƻƴΩ 
for particular projects. 

The show-off donor 
This character type could, again, fit  within other, 
additional categories. For example, they could be a 
wealthy, private donor or an emotionally attached 
donor. ²ƘŀǘΩǎ special about them is that they like 
people to know they have donated. This would have 
traditionally been in the form of a plaque or a mention 
in a newsletter, but Arts organisations can now use 
social media to talk about the donor and their 
donation, facilitating the ŘƻƴƻǊΩǎ need for ΨǎƻŎƛŀƭ 
ǇǊƻƻŦΩΣ but also potentially helping to entice new 
people into donating. 

The ordinary donor 
This is all the donors who do not fit  within other categories. They 
will probably not be a full-time donor. They may give at one-off 
events. But do not do so on a regular basis. They may have the 
ability to become a full-time donor if they were engaged more 
fully. 

The community-focussed donor 
This is a multi category donor group. They give to their local Arts 
causes and are an active and vocal member and fundraiser. They 
will see it as their duty to improve the cultural backbone of their 
local area and will be forthcoming with ideas and donations 
when required. 
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2 
Consider the whole 

philanthropic journey 

ÅMobile prompting @ 
location 
ÅSocial networking like-

minded people 

ÅPhysical 
ÅWebsite 
ÅSocial media 

ÅLocal online initiative 
ÅCrowd participation 

ÅLocal endorsement from 
local or national creative 
figures 

ÅAll channels (online and 
offline) 

ÅMobile 
ÅWeb 
ÅCommunity  portals 
ÅSocial networks 

ÅPersonal letter 
ÅOn/offline supporters 
ΨIŀƭƭ ƻŦ CŀƳŜΩ 
ÅtǊƻǾƛŘŜ ŀŎŎŜǎǎ ŀƴŘ ΨƭƻǾŜΩ 

ÅPrivate email through 
trusted source 

ÅPhysical 
ÅWebsite 
ÅSocial media 

ÅPhysical 
ÅWebsite 
ÅTailored emails 

ÅPersonal approach 
(probably offline) 

ÅAll channels (online and 
offline) 

ÅPersonal letter 
ÅOn/offline supporters 
ΨIŀƭƭ ƻŦ CŀƳŜΩ 
ÅtǊƻǾƛŘŜ ŀŎŎŜǎǎ ŀƴŘ ΨƭƻǾŜΩ 

ÅSearch 
ÅWeb presence 
ÅSocial media 
ÅEmail 

ÅPhysical 
ÅWebsite 
ÅSocial media 

ÅWebsite video 
ÅWebsite time 

commitment sign-up 

ÅResponse-requiring 
personalised email 
ÅEasy first steps 

ÅAll channels (online and 
offline) 

ÅMobile 
ÅWeb 
ÅCommunity  portals 
ÅSocial networks 

ÅPersonal letter 
ÅOn/offline supporters 
ΨIŀƭƭ ƻŦ CŀƳŜΩ 
ÅtǊƻǾƛŘŜ ŀŎŎŜǎǎ ŀƴŘ ΨƭƻǾŜΩ 

ÅVisible online crowd-
sourcing 
ÅVisible social networks 

ÅPhysical 
ÅWebsite 
ÅSocial media 

ÅVisible social and 
participative media 

ÅPersonal approach 
(probably offline) 

ÅAll channels (online and 
offline) 

ÅMobile 
ÅWeb 
ÅCommunity  portals 
ÅSocial networks 

ÅPersonal letter 
Å{ǳǇǇƻǊǘŜǊǎ ΨIŀƭƭ ƻŦ CŀƳŜΩ 
Å.ŜƛƴƎ Ψƻƴ ǘƘŜ ǿŀƭƭΩ 
ÅtǊƻǾƛŘŜ ŀŎŎŜǎǎ ŀƴŘ ΨƭƻǾŜΩ 

ÅSearch 
ÅWeb presence 
ÅSocial media 
ÅEmail 

ÅPhysical 
ÅWebsite 
ÅSocial media 

ÅVideo 
ÅArt-form aggregated 

portal 
ÅEmail 

ÅResponse-requiring 
personalised email 
ÅEasy first steps 

ÅAll channels (online and 
offline) 

ÅMobile 
ÅWeb 
ÅCommunity  portals 
ÅSocial networks 

ÅPersonal letter 
ÅOn/offline supporters 
ΨIŀƭƭ ƻŦ CŀƳŜΩ 
ÅtǊƻǾƛŘŜ ŀŎŎŜǎǎ ŀƴŘ ΨƭƻǾŜΩ 

ÅSearch 
ÅWeb presence 
ÅSocial media 
ÅEmail 

ÅPhysical 
ÅWebsite 
ÅSocial media 

ÅPhysical 
ÅWebsite 
ÅPersonalised emails 

ÅResponse-requiring 
personalised email 
ÅEasy first steps 

ÅAll channels (online and 
offline) 

ÅMobile 
ÅWeb 
ÅCommunity  portals 
ÅSocial networks 

ÅPersonal letter 
ÅOn/offline supporters 
ΨIŀƭƭ ƻŦ CŀƳŜΩ 
ÅtǊƻǾƛŘŜ ŀŎŎŜǎǎ ŀƴŘ ΨƭƻǾŜΩ 

The community- 
focussed donor 

The donor who wants 
to help but ŦƛƴŀƴŎƛŀƭƭȅ ŎŀƴΩǘ 

The show-off 
donor 

The emotionally- 
attached donor 

The ordinary 
donor 

The wealthy, 
private donor 

Share 
ÅPassive - it will happen 
ÅProvide social media 

access 
ÅDirect ask 

ÅOffline ÅPassive - it will happen 
ÅProvide social media 

access 
ÅDirect ask 

ÅProvide social media 
access 
ÅDirect ask 
ÅWebsite/other publicity 

ÅProvide social media 
access 
ÅDirect ask 

ÅProvide social media 
access 
ÅDirect ask 

ÅMobile 
ÅWeb 
ÅCommunity  portals 
ÅSocial networks 
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8 

Be consistent 

Be bold 

Use mobile to capture 
donations and data 

Remember your users 

Demonstrate achievement and  
the future use of funds 

9ƴŎƻǳǊŀƎŜ ŘƻƴƻǊǎ ǘƻ ΨǎǇǊŜŀŘ ǘƘŜ ƭƻǾŜΩ 
through social media 

Use digital to engage with high net-worths 

Harvest mid- to low-level donations 

Increase efficiency and 
cost effectiveness  

Use digital to engage 
with new donors 

Provide new (free) content to 
incentivise new donors 

Streamline giving 

12 2 
Share best practice Facilitate other ways of giving 

9 Piggyback on existing platforms 

10 
Test the water 

11 1 
Build closer and on-going relationships more cost-effectively 

Best practice 
digital approaches 
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Crowd-funding 

Facilitate other 
ways of giving 

Harvest mid- to 
low-level donations 

Use digital to engage 
with high net-worths 

Increase efficiency and 
cost effectiveness  

Not all potential donors want to (or are able to) donate money. However, they might be able to donate other things, particularly time. So your appeals might not just ask people to donate money, 
but should provide other mechanisms for them to be able to ΨŘƻƴŀǘŜΩΣ in the wider sense of that term. For example, they might be willing to donate a few hours with a collecting tin in a shopping 
centre on a Saturday afternoon. Digital channels allow you to more easily mobilise this sort of ΨƎƛǾƛƴƎ at one step ǊŜƳƻǾŜŘΩ (i.e. the donation of time helps to solicit actual monetary donations from 
others). 

Crowd-funding through digital media has the potential to efficiently tap into the large pool of potential and engaged audience and mobilise them to give. The crowd-funding concept is similar to 
having a donation box or membership subscription, already well established in the Arts1.  

Digital media provides a set of tools which improves the efficiency and cost effectiveness of each stage of the fund-raising process, from prospect identification, communicating the cause, to 
receiving payments. This means a higher Return On Investment and a greater perception of efficiency, which as we have already seen is a virtue in a fund-raising organisation. 

As discussed in Approach 3 above, it is true that soliciting donations online is not for all segments of donors. All of the organisations interviewed agreed that digital media cannot replace 
relationship building and personal requests for high level donations, but correctly used, digital media can enhance the motivations for giving for lower-level donors. Digital media is especially 
relevant and appropriate in the engagement of low- to mid-level donations from the current and potential audience who are not yet giving.  

It may still be unlikely that high net-worth individuals will wish to donate online, and, no doubt, ƛǘΩǎ a long sales process with them that requires relationship skills and tailoring of offers, but you 
might be able to start a conversation with them via online means. A little teaser, receiving something fun via email might kick-off the start of a philanthropic user journey. 

1 aŜǊƳƛǊƛΣ ¢ΦΣ нлмлΦ ΨArts Philanthropy: The facts, trends and ǇƻǘŜƴǘƛŀƭΩ 
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8 Streamline giving 

Provide new (free) content to 
incentivise new donors 

Piggyback on 
existing platforms 

Use digital to engage 
with new donors 

Digital media offers many opportunities to create benefits and reward audiences beyond traditional membership schemes via the creation of products which are relevant to different segments 
and generations of donors. Arts organisations need to provide new (free) content to incentivise these new donors. For example, using YouTube for free performances, showing new art through 
Facebook etc. 

Remove all unnecessary additional marketing data form fields and surplus navigation options from the payment funnel to ensure maximum take-up. LǘΩǎ a commercial transaction, so treat it as 
Amazon does. Nothing should distract at the moment of giving. 

Piggyback on platforms that make donating and personalised information-providing easier (e.g. Just Giving et al). As stated elsewhere, ǘƘŜǊŜΩǎ no point in ΨǊŜƛƴǾŜƴǘƛƴƎ the ǿƘŜŜƭΩ. 

Engage with younger and more technically-savvy audiences through the use of technologies already ubiquitous for Generation Y and below (Twitter. Facebook, instant messaging etc.). In the long 
term, ǘƻŘŀȅΩǎ micro givers are likely to become ǘƻƳƻǊǊƻǿΩǎ legacy givers, therefore it is essential to get them on board and engaged as soon as possible.  

26 

http://www.panlogic.co.uk/
http://blog.panlogic.co.uk/
http://twitter.com/DigitalPhilArts
http://twitter.com/panlogicltd
http://artsandbusiness.org.uk/media library/Files/Research/artsandbusienss-arts-philanthropy-facts-trends-potential_Oct2010.pdf
http://artsandbusiness.org.uk/media library/Files/Research/artsandbusienss-arts-philanthropy-facts-trends-potential_Oct2010.pdf
http://artsandbusiness.org.uk/media library/Files/Research/artsandbusienss-arts-philanthropy-facts-trends-potential_Oct2010.pdf


óWeôre all philanthropists nowô 

© Copyright Panlogic Ltd.  All Right Reserved 
Tel: 020 8948 5511 / www: panlogic.co.uk 

Blog: blog.panlogic.co.uk  
Twitter (#DPA11): twitter.com/DigitalPhilArts  

Twitter (#PanlogicLtd): twitter.com/panlogicltd  

11 

14 

10 

13 

12 Share best practice 

Build closer and 
on-going relationships 
more cost-effectively 

Be consistent 

Test the water 

Be bold 

Digital allows Arts organisations to build closer and/or new relationships with audiences, Philanthropy expert Teresa Lloyd1 suggests that ΨƳŀƪƛƴƎ a real ŘƛŦŦŜǊŜƴŎŜΩ is not only a motivation for 
giving, but also an important element in relationship reinforcement once an initial gift has been made. Digital media provides a cost efficient and timely way of demonstrating the impact of a 
campaign of gift to the donor to maintain an on-going conversation and engagement. For example, fund-raising website See The Difference.org allow charities to post video content and notify 
supporters of the progress and success of the campaigns they contributed to, reinforcing their interest in the cause. We ŎŀƴΩǘ have a relationship if you never write or call. 

Explore what is out there and share knowledge with other organisations. By pooling expertise Arts organisations can broaden their skills and that will allow them to take full advantage of the 
opportunities digital technology presents. After all, ƛǘΩǎ good to share. 

Be proactive with donation buttons. A prominent, large Ψ5ƻƴŀǘŜ bƻǿΩ button should be visible from every single webpage. 

Ensure that all digital executions (emails, social media, corporate site, mobile offers, campaign micro-sites etc.) sell the same story in a consistent tone of voice. People want to feel that the 
message is not fragmented, that they understand what the organisation wants from them.  

Test a variety of available formats - by experimentation and persistence. See what works and then iterate that. Test combinations of approaches. There ƛǎƴΩǘ a single silver bullet solution to this 
stuff, but rather a pragmatic solution that works for a particular organisation that has been honed and refined over time. 

1 [ƭƻȅŘΣ ¢ΦΣ нллпΦ ΨWhy rich people give: SummaryΩΦ 

16 

15 

18 

17 
Demonstrate achievement 
and the future use of funds 

Remember your users 

Encourage donors to 
ΨǎǇǊŜŀŘ ǘƘŜ ƭƻǾŜΩ 

through social media 

Use mobile to capture 
donations and data 

¢ƘŜǊŜΩǎ nothing worse than feeling like an organisation ŘƻŜǎƴΩǘ remember the conversation to date (think bank call centres!). Use digital to tie these conversations together. This means having the 
ability to know when someone has already had an interaction with you (via your call centre, booking  agents, front-of-house staff, website, legacy department etc.) and providing that information 
in an up-to-date and timely fashion to whomever the next person is within the organisation that they need to interact with.  People ǿƻƴΩǘ give to organisations that ŘƻƴΩǘ listen after all. 

As discussed elsewhere above, demonstrating achievement is a good way of engaging donors. Doing this through digital media is  a no brainer, both in terms of providing a cost efficient way of 
helping potential donors visualise what it is you want their donation for, but also in helping to bring that  thing to life once they (and others) have donated. For example, fund-raising website See 
The Difference.org allows charities to post video content and notify supporters of the progress and success of the campaigns they contributed to, reinforcing their interest in the cause.  

Explicit calls to supporters and donors to act as advocates and evangelists for the organisation through social media can be very powerful.  This might be via a promotion that rewards supporters 
and donors for spreading the word  or simply by providing them with some social approbation. 

The accessibility of mobile phones and technology, for example text giving and mobile apps, provide visitors with an easy way to donate. They are more than digital versions of donation boxes ς 
they have the key added advantage of being able to capture data. In fact, data collection is seen as such a crucial part of fund-raising that one of the organisations interviewed is considering 
removing cash donation boxes from their premises as they cannot trace the donor. For Government this might mean (for example) helping to pump-prime innovative platforms for Arts 
organisations to leverage. The Innovation in Giving fund is a great example of that. For example, a national mobile-giving platform that every Arts organisation in the country could have access to, 
would allow donors to text the amount they wished to donate to an organisation-specific number. It might be that ±ƻŘŀŦƻƴŜΩǎ JustTextGiving is the correct platform to piggyback on for this. 
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3 
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7 

8 

Provide a group benefit 

Be strategic 

Ask your supporters and donors 

Get your supporters and donors to 
run your social media 

Generate User Generated Content (UGC) 

LǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ 
Facebook and Twitter 

5ƻƴΩǘ Ǉǳǘ ŀƭƭ ȅƻǳǊ ŜƎƎǎ 
in one basket 

5ƻƴΩǘ ōǳƛƭŘ ȅƻǳǊ ǊŜǾŜƴǳŜǎ  
on a third-party platform 

Plan for platform change 

²ƻǊƪ ǿƛǘƘ ǇŜƻǇƭŜΩǎ ƳƻŘŀƭƛǘƛŜǎ 

12 2 
Social is as social does Provide reasons to share 

9 Work with social motivations 

10 
Dissemination and destination 

11 1 
Go where the audiences already are Play to social proof and approbation 

Best practice 
social media 
approaches 
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17 Gamification 
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2 

5 

1 

4 

3 Generate UGC 

Provide reasons to share 

LǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ 
Facebook and Twitter 

Play to social proof 
and approbation 

5ƻƴΩǘ Ǉǳǘ ŀƭƭ ȅƻǳǊ ŜƎƎǎ 
in one basket 

Fund-raising organisations must always provide reasons to share. This allows individuals to gain social proof, but also potentially exponentially circulates and communicates the ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ 
fund-raising message and opens the possibility of further donations. A great example of this is the virtual gifting approach that  the pure-play charities use. 

Organisations can empower supporters to become advocates by encouraging them to create content and engage through collaborative Web 2.0 tools, and giving them something interesting to 
talk about. This User Generated Content (UGC) can then form the basis of a conversation around donations and giving. 

Just as people have moved away from old-style internet chat-rooms, future developments and emergent services may mean that ǘƻŘŀȅΩǎ social media success stories may not be so successful 
tomorrow. Remember MySpace? With this in mind, Arts organisations should not put all their faith and energy into a single platform. It may not be around for as long as you imagine. 

CŀŎŜōƻƻƪ ŀƴŘ ¢ǿƛǘǘŜǊ ŀǊŜ ǘƘŜ Ƴƻǎǘ ƻōǾƛƻǳǎ ŜȄŀƳǇƭŜǎ  ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀ ǘƘŀǘ ŜǾŜƴ Ƴƻǎǘ ǇŜƻǇƭŜΩǎ ƎǊŀƴŘǇŀǊŜƴǘǎ ƘŀǾŜ ƘŜŀǊŘ ƻŦΣ ōǳǘ ǘhere are a plethora of other social platforms out there which have 
large communities (e.g. iTunes Ping, LinkedIn etc.) as well as many niche ones that might be more relevant to your audiences  (e.g. My Opera, Taltopia, Ibibo etc.) or philanthropy and giving (e.g. 
Qube etc.). Social media innovations abound too, so you need to consider platform extensions (e.g. Google+; Facebook Connect, MiŎǊƻǎƻŦǘΩǎ ¢ǳƭŀƭƛǇ ŜǘŎΦύ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜ ƳŀƧƻǊ ǇƭŀǘŦƻǊƳǎ ǘƘŜƳǎŜƭǾŜǎ 
to see if they might provide a better opportunity to raise funds or to facilitate giving.  

A ŘƻƴƻǊΩǎ social network plays a role in their decision making process, especially when the gift is visible to those in their social circle. When asked for a donation, people assess their relationship 
with the person asking before making a decision1, and is most likely to give when asked by someone with whom they have a strong tie. Most donors want to be appreciated or recognised for their 
support, ranging from Ψŀ private expression of appreciation to public and publicised ǊŜŎƻƎƴƛǘƛƻƴΩ2. Donors may choose to publicise their donation as an act of ΨƻƴƭƛƴŜ self-definition and ǊŜǇǳǘŀǘƛƻƴΩΣ 
and to show others what their interests and values are3.  For example, 20% of those who make a donation  on Just Giving then share the fact on Facebook, referring others in their network to the 
site. The same can be applied to giving via social media and other funding platforms. Charities such as Comic Relief and NSPCC have offered donors the opportunity to donate and download a 
virtual ΨōŀŘƎŜΩ of support which they can display on their social networking profile, making giving visible and utilising ŘƻƴƻǊǎΩ network to spread the message.  

1 .ǊŜŜȊŜΣ .ΦΣ нлмлΦ ΨIƻǿ ŘƻƴƻǊǎ ŎƘƻƻǎŜ ŎƘŀǊƛǘƛŜǎΥ CƛƴŘƛƴƎǎ ƻŦ ŀ ǎǘǳŘȅ ƻŦ ŘƻƴƻǊ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ǘƘŜ ƴŀǘǳǊŜ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƻƴ ƻŦ ŎƘŀǊƛǘŀōƭŜ ōŜƴŜŦƛǘΦΩ Centre for Charitable Giving and Philanthropy, Kent pp.36-37 
2 [ƭƻȅŘΣ ¢ΦΣ нллпΦ Ψ²Ƙȅ ǊƛŎƘ ǇŜƻǇƭŜ ƎƛǾŜΥ {ǳƳƳŀǊȅΩΦ 
3 {ƛƴƎƘ ϧ {ŀƳǳŜƭΣ нлмлΦ Ψ5ƛƎƛǘŀƭ DƛǾƛƴƎΩΣ wŜǎwŜǇǳōƭƛŎŀΣ p.52 
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6 

9 

8 Work with 
ǇŜƻǇƭŜΩǎ ƳƻŘŀƭƛǘƛŜǎ 

Plan for platform change 

Work with 
social motivations 

5ƻƴΩǘ ōǳƛƭŘ ȅƻǳǊ ǊŜǾŜƴǳŜǎ 
on a third-party platform 

Facebook regularly changes its API (or Application Programming Interface ς basically the mechanism by which you hook into Facebook's functionality). It can do so with little transparency or 
notice. Other social platforms are similar. This means that when developing your crowd-funding  or other revenue-raising services, you need to be aware that this is a possibility, perhaps directing 
mission-critical transactions to digital real estate that is owned by you or placing a regularly-reviewed time-box around your services on these platforms. 

Social media sites are often blocked in workplaces, so any crowd-funding services that rely on them need to be aware that people are more likely to use them outside of work. Therefore crowd-
funding campaigns will often need to appeal to motivations that are relevant to leisure time, rather than a working mind-set. In general, organisations need to work with the different modalities 
that we all have. We do not interact the same  way with our families, our friends or our work colleagues. 

As we have seen, people are motivated by social approbation and recognition. Arts organisations need to work with the grain of these motivations and definitely not act against them. Any services 
or campaigns need to align with ǇŜƻǇƭŜΩǎ need for social connections, to aid them affiliating with others and to connect and interact with others supporting.  This starts with individual value, then 
expands out to group value and wider organisational brand value. 

For the same reason, it is even more important not to hitch your organisation onto a single third-party technical platform. No matter how big they are, these offerings can change at a ƳƻƳŜƴǘΩǎ 
notice (almost literally), meaning that your business-critical services to generate revenue are not worth the platform they are written on. 
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14 
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12 Social is as social does 

Go where the audiences  
already are 

Provide a group benefit 

Dissemination and 
destination 

Be strategic 

Go to the places people already inhabit on the web - places that are familiar to them and where their friends are. These are the places offering an unprecedented degree of control, where people 
are a click away from sharing their opinion or making a donation. And they will be doing so in front of all their friends and networks. If you build it, they ŘƻƴΩǘ necessarily come. You have to go to 
where the audience is. The trick then is to produce content that is relevant to your audiences in these spaces that might aid the giving process. 

There are numerous approaches to this (e.g. creating a donations micro-site, enhancing your website with social features that facilitate giving, establishing a presence on ready-made social 
networks with a giving ΨŀǎƪΩΣ producing content - widgets etc.) that can be shared amongst your audiences  to promote giving. There are strategic advantages to adopting a modular approach to 
this by using a variety of the above. As we stress elsewhere, testing and iteration are key to understanding what works best for your audiences (and hence for you). 

Social media is here to stay, so you need to take a long-term strategic view of what you are going to do in the social space. A disjointed approach is not going to cut it. Dipping a  series of toes in 
the water is fine, but the toes need to all be pointing in the same direction. 

²ŜΩǊŜ all aware of Groupon and their deals of the day that provide a compelling group benefit. Providing a mechanic that can be shared with a similar aim is a great way to get supporters and 
donors even more involved. This might be via a money-off type scheme like Groupon  which is powered by collective buying power or it might simply be  a mechanic that provides an additional 
benefit once X number of supporters and donors have  donated. This might not be a financial benefit, but could be something as simple as an interactive blog signature, access to additional items 
from the Gift Shop or special donor-only digital content, being entered into a competition and so on. 

Arts organisations need to reach out and disseminate their fund-raising message to a range of appropriate social networks, but at the same time still have a corporately-owned destination digital 
presence. And the corporate hub and the social networks need to talk to each other in a hub and spoke fashion (and in both directions).  

15 
Ask your supporters 

and donors 

What better way to encourage take-up than to ask (and be seen to ask) your current and potential social media supporters how they best like to utilise social media and which social media 
platforms they want to inhabit. This not only  shows you to be an open and inclusive organisation, but also is likely to help to generate greater advocacy amongst those who are already engaged or 
are on the cusp of engagement. 

30 

16 
Get your supporters and 

donors to 
run your social media 

LǘΩǎ a brave step, but organisations  like Dulwich Picture Gallery are letting their supporters take over and run their social media presence. This gives the supporter-base much more  autonomy to 
help the organisations from the ground-up, but also gives them a much greater feeling of ownership of, and engagement with, the organisation. The Ψ5ǳƭǿƛŎƘ On ±ƛŜǿΩ service has been really 
successful at driving the engagement of a new demographic for the gallery, as well as accounting for three quarters of the traffic to the ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ website. 

17 Gamification 
Ψ{ŜǊƛƻǳǎ ƎŀƳŜǎΩ is a term used to denote a game or the gamification of a process that has a serious aim or outcome. Gamification is helpful to the giving process in a number of ways: it adds a fun 
element to giving, it can make the giving  more public and more visible; it can add a competitive element to giving which might  help to increase overall donations; it helps to affiliate your brand 
with positive brand associations. The difficult part is finding the correct game mechanic for your organisation that complements the giving process and does not seem gimmicky. 
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уΦ άL ƴŜǾŜǊ ǇǊƻƳƛǎŜŘ ȅƻǳ ŀ ǊƻǎŜ ƎŀǊŘŜƴΧέ 

OK, so there are some things to be aware of. We understand that every crowd-funding project is not going to get  
      it right first time. We also understand that, particularly in this funding climate, resources and capacity to set-up  
          and manage digital philanthropy might be thin on the ground. However, we also know that if you get it right  
             (and you do need to invest some time to get it right) the rewards in terms of revenues and lower costs of  
                  sale are potentially huge. Understanding the risks up-front is a good way to help to overcome them.  
 
                           So what might go wrong? 
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1 b¢9b Ŝǘ ŀƭΣ нлммΦ ΨNon-ǇǊƻŦƛǘ {ƻŎƛŀƭ bŜǘǿƻǊƪ .ŜƴŎƘƳŀǊƪ wŜǇƻǊǘ нлммΩ 
2 Ibid 

Approaches: Set achievable targets until your audience has become more seasoned 
to this type of giving; provide a single, consistent ask; provide easy payment options 
appropriate to your audiences (look at the commercial offers for phone contracts 
aimed at younger people - they know how to extract revenues out of their users!). 
Pump-prime the campaign with offline revenues. 5ƻƴΩǘ time-box the campaign or 
break it into more achievable stages. Provide multiple payment levels to maximise 
revenues. 

 
Åά/ŀƴϥǘ do ƴǳǘǘƛƴΩ for ya man.έ 

Issue: Lack of resources and capacity are the biggest challenges for fundraisers 
considering integrating digital media into their strategies. Fund-raising professionals 
interviewed felt that at the moment, large donations and corporate sponsorships are 
more effective and efficient methods of generating funding with limited resources.   

 

Approaches: Do something ΨǉǳƛŎƪ and ŘƛǊǘȅΩ to start with (throw out the marketing 
rulebook ς not everything needs to be surrounded in fanfare). Utilise text-based or social  
platforms, that ŘƻƴΩǘ require time-consuming graphics or long reams of copy (i.e. 
Twitter; Google+; Facebook Connect etc.). 

 
ÅάLΩƳ sticking with ȅƻǳέ 

Issue: Digital media undoubtedly increases the transparency and speed of information 
flow between organisation and donors, a positive development which can enhance the 
motivations for giving. Although daunting at first, organisations need to embrace a 
culture of innovation and moderate risk-taking, which will only be possible if 
management allow fundraisers to test new initiatives even when success is not 
guaranteed. For example, two of the organisations interviewed which are running 
campaigns on crowd-funding platforms reported that their current return on investment 
for these campaigns was lower than other means of fund-raising.  
 

Approaches: Stick with it!  5ƻƴΩǘ spend too much at first, but ŘƻƴΩǘ get disheartened if it 
ŘƻŜǎƴΩǘ work immediately. Potentially group together with other organisations to spread 
the risk and gain scale on particular campaigns. 
 

ÅάLǘΩǎ the spirit of the ŀƎŜέ 
Issue: Given the global financial crisis many organisations are having to adapt 
themselves to a more competitive commercial environment. For some organisations 
this can be a problematic transition. They may not be mercantile by background or 
inclination. Overcoming these cultural barriers and getting into a more commercial 
mind-set is a difficult  process. 
 

Approaches: Arts organisations may need to adopt more entrepreneurial approaches. 
This might mean allowing innovation, through incentivising with a profit share. It might 
mean implementing ΨtŀȅƳŜƴǘ By wŜǎǳƭǘǎΩ models with third parties allowed to share 
risk with the Arts organisation, but also any reward. 

 
ÅάaƻƴŜȅΣ money, ƳƻƴŜȅέ 

Issue: The ability to raise large sums on social networks does not depend on 
organisation size, but a large community of supporters is a prerequisite1. A US non-
profit benchmark report2 found that of the 27 non-profits which raised more than 
$100,000 on social networks out of over 10,000 surveyed, 30% were small 
organisations with annual budgets of less than $5 million (£3 million). The average 
Facebook following of this group of non-profits is nearly 100,000 members, which is 
more than 15 times the general average.  

 

Approaches: A sensible approach therefore is to focus on campaigns to increase the 
number of your social media supporters first and then embarking on crowd-funding 
campaigns once this has been achieved. 

 
ÅάDǊƻǿƛƴƎ up in ǇǳōƭƛŎέ 

Issue: There are mixed feelings towards crowd-funding platforms. A small museum 
which participated in The Big Give thought that the experience helped galvanise their 
digital marketing strategy. However, others are concerned that the nature of these 
platforms means that the failure to reach a target within a set time period is public, 
and can be harmful to morale and reputation.  
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άL ŦŜŜƭ ǘƘŜȅ ƴŜŜŘ ǘƻ ƘƛƎƘƭƛƎƘǘ ǘƘŜ ǊŜǘǳǊƴ ƻƴ ǘƘŜ ƛƴǾŜǎǘƳŜƴǘΦέ 
 

άaȅ ǇŜǊǎƻƴŀƭ ƻǇƛƴƛƻƴ ƛǎ ǘƘŀǘ ǘƘƛǎ ƛǎƴΩǘ ƭƛƪŜ ƎƛǾƛƴƎ ǘƻ ƻǘƘŜǊ ŎŀǳǎŜǎ ƭƛƪŜ /ŀƴŎŜǊ wŜǎŜŀǊŎƘ ǿƘŜǊŜ ȅƻǳ ƘŀǾŜ ǘƘŜ 
ŦŜŜƭƛƴƎ ȅƻǳ ŀǊŜ ƘŜƭǇƛƴƎ ŎǊŜŀǘŜ ŀ ŘƛǊŜŎǘ ōŜƴŜŦƛǘ ǘƻ ǎƻŎƛŜǘȅ Ƨǳǎǘ ōȅ ŦǳƴŘƛƴƎΦέ 
 

άCƻǊ ǎƻƳŜǘƘƛƴƎ ƭƛƪŜ ǘƘƛǎ L ǿƻǳƭŘ ƘƛƎƘƭƛƎƘǘ ǘƘŜ ǊŜǿŀǊŘ ŦƻǊ ŦǳƴŘƛƴƎ ƛƴ ǘƘŜ ŜƳŀƛƭ ŀǎ ƻǇǇƻǎŜŘ ǘƻ ōŜƛƴƎ ƘƛŘŘŜƴ ƻƴ 
ǘƘŜ ǎǳǇǇƻǊǘŜǊǎ ǇŀƎŜ ƻƴ ǘƘŜ ǎƛǘŜΦέ 
 

άƛǘ Ƴŀȅ ōŜ ǎƘŀƭƭƻǿΣ ōǳǘ ǘƘƛǎ ǎƻǊǘ ƻŦ ǇǊƻƧŜŎǘ ǿƛƭƭ ōŜ ŎƻƳǇŜǘƛƴƎ ǿƛǘƘ ŀ ǾŀǊƛŜǘȅ ƻŦ ǎƛƳƛƭŀǊ ǇǊƻƧŜŎǘǎ ŦǊƻƳ ƭŀǊƎŜ 
scale ones, down to a new organ in the local church. ς LΩƳ ƴƻǘ ǎǳǊŜ ǘƘƛǎ ŀǇǇŜŀƭ ǿƻǊƪǎ ŦƻǊ ƳŜέ 
 

ά¢ƘŜǊŜΩǎ ǘƻƻ ƳǳŎƘ ǘŜȄǘ ς ȅŀǿƴέ 
 

άtǳt the button right up top ς LΩƳ ǎŎǊƻƭƭƛƴƎ ŦƻǊ - literally - ŜǾŜǊέ 
 

άhƴŜ ǎƳŀƭƭ ǘƘƛƴƎ L ŘƛŘƴΩǘ ƭƛƪŜ ǿŀǎ ǘƘŜ Řƻƴŀǘƛƻƴ ƻǊŘŜǊ Ǌŀƴ ŦǊƻƳ ϻмлΣллл ǘƻ ϻол ǊŀǘƘŜǊ ǘƘŀƴ ǾƛŎŜ ǾŜǊǎŀΗέ 
 

ά¢ƘŜǊŜΩǎ ƴƻ ǳǎŜ ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀ just a flat (and I assume out-of date) donations-to-ŘŀǘŜ ƛƳŀƎŜέ 
 

ά¢ƘŜ Řƻƴŀǘƛƻƴ ҈ Ǿƛǎǳŀƭ ƛǎƴΩǘ ŘȅƴŀƳƛŎΦ ¢ƘŜǊŜΩǎ ƴƻ ŀōƛƭƛǘȅ ǘƻ ǎŜŜ Ƙƻǿ ǘƘŜ ŀƳƻǳƴǘ ǊŀŎƪŜŘ-ǳǇ ƻǾŜǊ ǘƛƳŜέ 
 

άL ŎŀƴΩǘ ǎŜŜ ŀƴȅ ƳƻǾŜƳŜƴǘ ƻƴ ǘƘŜ ƭŀƴŘƛƴƎ ǇŀƎŜ ς ƛǘ ŦŜŜƭǎ Ŧƭŀǘέ 
 

ά¢ƘŜȅΩǊŜ ƴƻǘ ǘƘƛƴƪƛƴƎ ŀōƻǳǘ ǘƘŜ ƳƻōƛƭŜ or Twitter ŎƘŀƴƴŜƭǎέ 
 

έ¢ƘŜǊŜΩǎ ƭƛǘǘƭŜ ƻǊ ƴƻ ŜȄǇƭƛŎƛǘ Řƻƴŀǘƛƻƴ ōŜƴŜŦƛǘ ƛƴŦƻǊƳŀǘƛƻƴέ  
 

άL ŘƛŘƴΩǘ ŦŜŜƭ ƛǘ ǿŀǎ ŦƻǊ ƳŜ ς ǿƘŜǊŜΩǎ ǘƘŜ Ŏŀƭƭǎ ǘƻ ŀŎǘƛƻƴ ŦƻǊ ŘƛŦŦŜǊŜƴǘ ǘȅǇŜǎ ƻŦ ǇŜƻǇƭŜΚέ 
 

άbƻ ¦ǎŜǊ DŜƴŜǊŀǘŜŘ /ƻƴǘŜƴǘΦ bƻ ŎƻƳƳŜƴǘƛƴƎΦ L ǿŀƴǘ ǘƻ ƛƴǘŜǊŀŎǘΣ ōǳǘ L ŎŀƴΩǘέ 
 

άL ǿŀƴǘ ǘƻ ǎŜŜ ƳƻǊŜ ŜȄǇƭƛŎƛǘ ǳǎŜ ƳŀŘŜ ƻŦ ŀƭƭ ǎƻŎƛŀƭ ƳŜŘƛŀ ŎƘŀƴƴŜƭǎ ǘƻ ǊŀƛǎŜ ŦǳƴŘǎΦ ¢ƘŜǊŜΩǎ ŀ ΨǎƘŀǊŜΩ ǘƘƛƴƎ 
ǘƘŜǊŜΣ ōǳǘ L ǿŀƴǘ ǘƻ ǎŜŜ ǘƘŜ ōƛƎ Ǝǳƴǎ ό¢ǿƛǘǘŜǊ κ CŀŎŜōƻƻƪ κ DƻƻƎƭŜύ ǘƘŜǊŜ ǿǊƛǘ ƭŀǊƎŜέ 
 

ά²ƘŜƴ ȅƻǳ ƎŜǘ ǘƻ ǘƘŜ ǇŀȅƳŜƴǘ ǇŀƎŜΣ ǘƘŜ ǎƘƻǇǇƛƴƎ ōŀǎƪŜǘ ƳŀƪŜǎ ƛǘ ŦŜŜƭ ǘƻƻ ǘǊŀƴǎŀŎǘƛƻƴŀƭ ŀƴŘ ƛƳǇŜǊǎƻƴŀƭΦ L 
Řƻƴϥǘ ǿŀƴǘ ǘƻ ŦŜŜƭ ƭƛƪŜ LϥƳ ōǳȅƛƴƎ ǎƻƳŜǘƘƛƴƎ ǿƘŜƴ LΩƳ ŘƻƴŀǘƛƴƎΦέ 
 

άLǘ ŘƻŜǎƴΩǘ ƘŀǾŜ ŀ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴ ŀōƻǾŜ ǘƘŜ ŦƻƭŘέ 
 

άLΩŘ ƭƛƪŜ ǘƻ ƪƴƻǿ ǿƘŀǘ L ƴŜŜŘ ǘƻ Řƻ ŜŀǊƭƛŜǊ ƛƴ ǘƘŜ ǊŜŀŘέ 
 

ά¢ƘŜ ƴŀƳŜǎ ŀǘ ǘƘŜ ōƻǘǘƻƳ ƻŦ ǘƘŜ ŜƳŀƛƭ ŎƻǳƭŘ ƘŀǾŜ ƘŀŘ ǎƛƎƴŀǘǳǊŜǎΦ ¢Ƙƛǎ ǿƻǳƭŘ ƳŀƪŜ ƛǘ ƳƻǊŜ ǇŜǊǎƻƴŀƭΦΦ LǘΩǎ 
ƴƻǘ ŀŘŘǊŜǎǎŜŘ ǘƻ ΨƳŜΩΣ ƛǘ ŦŜŜƭǎ ŀ ōƛǘ ƎŜƴŜǊƛŎέ 
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άL ƭƛƪŜ ǘƘŜ ŦƛƭƳΣ it shows how the funding is being used and takes recipients to the site 
ǿƘŜǊŜ ǘƘŜȅ Ŏŀƴ ƭŜŀǊƴ ƳƻǊŜΦέ 

 

άL ǾŜǊȅ ƳǳŎƘ ƭƛƪŜ ǘƘŜ ŀǇǇǊƻŀŎƘΣ ǘƛŎƪǎ ŀƭƭ ǘƘŜ ōƻȄŜǎ ƻŦ ōŜƛƴƎ ŘƛǊŜŎǘΣ ƛƴŦƻǊƳŀǘƛǾŜΣ Ǿƛǎǳŀƭ 
ŀƴŘ ǿƛǘǘȅΦέ 

   
άLŦ L ǿŀǎ ǎƻƳŜƻƴŜ ǿƘƻ ǊŜƎǳƭŀǊƭȅ ǾƛǎƛǘŜŘ ǘƘŜ ŎŜƴǘǊŜ ŀǎ ǘƘŜ ŜƳŀƛƭ ǊŜŎƛǇƛŜƴǘǎ ǇǊŜǎǳƳŀōƭȅ 

ƳƛƎƘǘ ōŜ L ǿƻǳƭŘ ōŜ ǾŜǊȅ ŜƴŎƻǳǊŀƎŜŘ ǘƻ ŘƻƴŀǘŜΦέ 
 

ά/ǊƻǿŘ ŦǳƴŘƛƴƎ ƭƛƪŜ ǘƘƛǎ ƛǎ ǘƘŜ ǿŀȅ ǘƻ Ǝƻ ǘƻ ŜƴƎŀƎŜ ŀƴ ƻƴƭƛƴŜ ŀǳŘƛŜƴŎŜΦέ 
 

άLǘΩǎ ƛƴŎƭǳǎƛǾŜΦ Lǘ Ƙŀǎ ŀ ǿƛŘŜ ǊŀƴƎŜ ƻŦ Řƻƴŀǘƛƻƴǎ ŀƳƻǳƴǘǎ ŀŎŎŜǇǘŜŘέ 
 

άLǘΩǎ ǘŀƴƎƛōƭŜ - you get an idea of how far your money goes (even if the costs may not 
ōŜ ǊŜŀƭύέ 

  
άLǘ ǿƻǊƪǎ - L ǿŀǎ ǇŜǊǎǳŀŘŜŘ ǘƻ ŘƻƴŀǘŜ ϻолΦέ 

 

άL ƭƛƪŜŘ ǘƘŜ ǳǎŜ ƻŦ ƳŜŘƛŀ ǿƛǘƘƛƴ ǘƘŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴΣ ƳŀƪŜǎ ƛǘ ǎŜŜƳ ƭŜǎǎ ƻƴŜ 
dimensional - ǘƘŀǘ ǘƘŜǊŜ ƛǎ ƳƻǊŜ ǘƘŀƴ Ƨǳǎǘ ŀƴ ŜƳŀƛƭέ 

 

άLǘΩǎ ŀ ƎƻƻŘ ƭŜƴƎǘƘ ŦƻǊ ŀƴ ŜƳŀƛƭ ƴŜǿǎƭŜǘǘŜǊκŎƻƳƳǳƴƛŎŀǘƛƻƴέ 
 

ά¢ƘŜǊŜΩǎ ŀ ŎƭŜŀǊ ŜȄǇƭŀƴŀǘƛƻƴ ŀǘ ǘƘŜ ǾŜǊȅ ǘƻǇ ƻǳǘƭƛƴƛƴƎ ǿƘŀǘ ǘƘŜ ŜƳŀƛƭ ƛǎ ŀōƻǳǘέ 
 

ά¢ƘŜ ƳŜŎƘŀƴƛŎ ς ǘƻ ΨǎǇƻƴǎƻǊ ŀ ǇƛǇŜΩΣ ƳŀƪŜǎ ȅƻǳ ŦŜŜƭ ƭƛƪŜ ȅƻǳΩǊŜ ŀŎǘǳŀƭƭȅ ŎƻƴǘǊƛōǳǘƛƴƎ ǘƻ 
ŀ ǇŀǊǘƛŎǳƭŀǊ ǇŀǊǘ ǘƘŀǘ ƳŀƪŜǎ ǳǇ ǘƘŜ ǿƘƻƭŜ ŜǾŜƴ ǘƘƻǳƎƘ ƛǘΩǎ Ƨǳǎǘ ƳŜǘŀǇƘƻǊƛŎŀƭέ 

 

ά¸ƻǳ Ŏŀƴ ǾƛŜǿ ŜǾƛŘŜƴŎŜ ƻŦ ǿƘŜǊŜ ȅƻǳǊ ƳƻƴŜȅΩǎ ƎƻƛƴƎΣ ǎŜŜƛƴƎ ǘƘŜ ŎƘŀƴƎŜǎ ǘƘŀǘ ƘŀǾŜ 
already happened ς ƛǘ ƳŀƪŜǎ ȅƻǳ ŦŜŜƭ ǇŀǊǘ ƻŦ ƛǘέ 

 

άLǘΩǎ ƛƴŎƭǳǎƛǾŜΦ L ŘƛŘƴΩǘ ŎƘŜŎƪΣ ōǳǘ ƛǘ ŀƭƭ ŦŜŜƭǎ ƭƛƪŜ ƛǘΩǎ ŀŎŎŜǎǎƛōƭŜ ŀƴŘ 55! ŎƻƳǇƭƛŀƴǘέ 
 

ά¢ƘŜ ŘŜǎƛƎƴ ƛǎ ŎƭŜŀƴ ŀƴŘ ǳƴŎƭǳǘǘŜǊŜŘέ 
 

άwŜŀƭƭȅ ǎǘǊƻƴƎ ǘŀǊƎŜǘ Ǿƛǎǳŀƭ ƻƴ ǘƘŜ ƭŀƴŘƛƴƎ ǇŀƎŜέ 
 

ά¢ƘŜ ŘȅƴŀƳƛŎ ǳǇŘŀǘƛƴƎ ƻŦ ǘƘŜ Ψǿŀƭƭ ƻŦ ŦŀƳŜΩ ƻƴ ǘƘŜ ƳƛŎǊƻ-ǎƛǘŜ ƛǎ ŀ ǊŜŀƭƭȅ ǎǘǊƻƴƎ ΨǎƻŎƛŀƭ 
ǇǊƻƻŦΩ ŜƭŜƳŜƴǘέ 

 

άwŜŀƭƭȅ ŎƭŜŀƴ ŘŜǎƛƎƴ ŦƻǊ ǘƘŜ ŜƳŀƛƭ ŀƴŘ ǘƘŜ ƭŀƴŘƛƴƎ ǇŀƎŜΦέ  
 

ά[ƛƪŜ ǘƘŜ ƻǊƎŀƴ ƳƛƭŜǎǘƻƴŜ ŘȅƴŀƳƛŎ ǘƛƳŜƭƛƴŜέ  

hYΣ ƛǘΩǎ ƴƻǘ ǾŜǊȅ ŦŀƛǊΣ ōǳǘ ǿŜ ǊŜŎŜƛǾŜŘ ǘƘƛǎ ŜƳŀƛƭ ŦǊƻƳ 
ǘƘŜ {ƻǳǘƘ .ŀƴƪ /ŜƴǘǊŜΣ ǊŜǉǳŜǎǘƛƴƎ ǳǎ ǘƻ Ψ{ǇƻƴǎƻǊ ŀ 

tƛǇŜΩΣ ǿƘƛƭǎǘ ǇǊŜǇŀǊƛƴƎ ǘƘƛǎ ²ƘƛǘŜ tŀǇŜǊΦ  
It seemed like mischievous fun to quickly crowd-
source a critique of it. For better and for worse. 

 

¢Ƙƛǎ ƛǎ ǿƘŀǘ ǿŜ ƭƛƪŜŘ ŀōƻǳǘ ƛǘΧ   

 
 
 
 
 
 

!ƴŘ ƘŜǊŜΩǎ ǿƘŀǘ ŎƻǳƭŘ ōŜ ōŜǘǘŜǊΧ 
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