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• Conversations on phone 
with donors

• Up to an hour in length

• Started 9th March –
ongoing

• Randomised age spread

• Mix of men and women

• This is stage 2

Methodology



One day can change 
everything!



I’m invincible.
This won’t affect me.

I’ve got the kids and 
parents to look after.

I’ve seen this before.
It’s just another thing.



29th – early AprilUp until 
the13th 14 – 23 24 - 28

Why are you 
asking about 
Coronavirus?

Coronavirus  is 
an issue but 
I’ve not 
thought about 
charity

Charities are 
part of the 
solution to the 
Coronavirus. 
Can I volunteer?

I’ve not been 
asked but I’m 
stuck at home.  I 
want to do my 
part by giving

Role of Charity

Thoughts
This is 
happening in 
China!

Realisation
that this could 
be serious.

I need to take 
control – GET 
MORE TOILET 
ROLL!

I’m safe at home 
though I can see 
others sacrificing. 
But I don’t want to 
catch the virus



Early April 
to 10th 11 – today

It’s the work that is 
important, not 
individual charities

Role of Charity

Thoughts
This is going to have 
an economic impact 
beyond the disease.

“If that charity goes under, 
the staff can go and work 

for the other charity up the 
road.”



Early April 
to 10th 11 – today

It’s the work that is 
important, not 
individual charities

The way I organize my 
giving needs to change to 
respond to the impact of 
the Coronavirus. ‘Should I 
switch giving?’

Role of Charity

Thoughts
This is going to have 
an economic impact 
beyond the disease.

Things are very different 
and our personal rules and 
systems for work and life 
need to reflect this.





Coronavirus need states

I want to do 
something to 

help

I want to be part 
of the solution –
I want to help 
take control.

I want to be seen 
to be part of the 

solution.
Manage guilt.

Keep me 
informed. I don’t 

want to look 
stupid.

To help

Combat 
helplessness

Personal 
growth

Engagement



Why you should ask
• Unless you ask, people won’t think you need help.
• Many who are secure financially will give to trusted, favoured

charities “Why would I stop?”
• BUT NOW there is a growing sense that budgets are being 

reallocated to relevant causes:
• Medical charities – take pressure off health service
• Elderly people
• Children who are vulnerable or from poor / dysfunctional homes
• Developing treatments
• International charities (starting to gain resonance)



How to be relevant

• Show how beneficiaries are 
impacted
• Talk about staff and what they 

are doing
• Build trust - demonstrate 

authenticity and human 
emotions
• This is as much about WE as it 

is YOU – build a community!

• Talk about how the charity is 
suffering
• Be disingenuous – or 

exaggerate your importance

DO DON’T



Considered uncertainty
• Things are changing so quickly that you don’t know what is 

happening.
• We know that things will become worse, but we do not know when 

or to what extent.
• It is fine to say, ‘We don’t know, but this is what we are doing…’
• Focus on empathy, relevance and what you do that donors value.
• Be kind



We want you involved beyond this appeal

We are sharing what we know

This is what you can do

Keep to the rules

You can be part of the solution

Cold

Average gift = £110  ($136)

ROI – 3:1





What we need you to do

We are part of the same community

This is what we can do with your help

You can take control

We are like you – Scared!

Warm



Empathy, relevance and experience

Key 
issues

The crisis has no end date
We expect a second wave of infections in developing countries
There is a chance of a further rebound around the globe

Multi-phase campaign

In the face of this ‘considered uncertainty’ many 
‘locked down’ citizens have chosen to give to combat 
helplessness and become part of the solution

Giving can combat helplessness

Just as everyone’s giving habits are different, the 
psychological and practical consequences of the virus 
also vary by individual

Everyone is affected differently

These factors combine to mean that we should reassess 
communications in the face of the emergency to build empathy, 
relevance and repurpose the donor experience

Adjust comms to meet donor needs



Build a three-month engagement cycle

Thank

Update / ask 

Build community
Update / ask

Surprise

Commitment
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