


FOREWORD

As Europe emerged from the pandemic, we all had higher hopes for the year ahead. But
2022 was certainly another challenging year for nonprofits. Alongside Covid-19’s ongoing
impact, the war in Ukraine and steeply rising cost of living have added to the strain. As a
result, nonprofits face an ever-increasing demand for services and an urgent need to
raise more funds, with no respite in sight. And it comes at the same time as many people
seek ways to reduce their spending. This extra pressure and workload is unquestionably
affecting staff wellbeing and confidence.

But this is a sector that doesn't stand still. Last year saw nonprofits pivoting once more
to identify new ways of meeting demand and delivering crucial services. We saw more
use of digital, more collaboration between organisations, increasing use of volunteers,
and greater emphasis on supporter stewardship. This is undoubtedly a sector that's
pushed to the limits but it's also unquestionably one that does everything it possibly can
to serve its mission. Read on to find out more about Europe’s nonprofit sector response
to these challenges.
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INTRODUCTION

Following the global pandemic, 2022 has been another challenging year
impacted further by the Ukraine war, an escalating economic crisis and
the increased cost of living. But what does this mean for nonprofits of
Europe?

Now in its third year, the Nonprofit Pulse study from the European
Fundraising Association (EFA) in partnership with Salesforce.org
explores the current landscape, challenges, and opportunities of
European nonprofits.

This report summarises the headline findings from an online survey of
658 nonprofit representatives, conducted from October to November
2022. We identify trends and offer insights into how fundraising, service
delivery, and the nonprofit landscape is changing.
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The 658 survey participants represent
nonprofits in 30 countries across Europe.
A fifth (21%) were based in UK, followed by
16% in Germany, 13% in France, 11% in
Sweden, and 9% in Ireland, enabling more
in-depth analysis in these five nations.

The majority of survey respondents were
managers/department heads (24%), CEOs
(17%), or fundraisers (16%).

Over a quarter represented the smallest
nonprofits of up to 10 staff (28%), and 2 in
5 (43%) were from the largest
organisations of over 100 full time staff.

Survey participants covered a broad range
of causes, with particularly strong
representation among those supporting
children and young people, health and
poverty and social welfare.



A QUICK RECAP

WHAT NONPROFITS TOLD US IN 2021*

« Nonprofits were optimistic, with just over 60% expecting income to increase after a
challenging 2020.

- Digital continued to rule. The acceleration in the use of digital for online fundraising,
events and delivery, driven by the pandemic, continued. 70% increased their use of
digital to reach and engage supporters.

» Half said they were increasing their focus on supporter retention, after seeing
relationships strengthen during the previous year at the height of the pandemic.

« There were rising pressures of workload, often a result of new ways of working, and
compounded by 1 in 5 reporting a fall in staff numbers.

« It was also a mixed picture in terms of donations and supporter numbers, with some
organisations proving more resilient than others.

n *A summary of key findings from last year's Nonprofit Pulse survey from EFA/Salesforce.org (2021)




KEY FINDINGS

WHAT NONPROFITS TOLD US IN 2022

« Nonprofits faced continued crisis conditions with the economic downturn
increasing service demand and further stretching resources, and almost a half of respondents
(48%) saying they were struggling to manage workload.

« Fundraising - raising sufficient funds continued to be a major challenge (47%), with 32% seeing
individual giving decrease across 2022.

« In response, nonprofits diversified channels (stated by 31% of respondents) and invested more in
marketing and communications with 35% saying they increased their focus on supporter care.

« Demonstrating resilience, nonprofits continued to grow their use of digital (38%)
and show agility and flexibility in adapting to meet the needs of their service users.

« Supporting staff and their wellbeing was brought into focus, with 1 in 3 respondents stating this
as a key challenge.

« The survey revealed clear regional differences, with UK and Ireland bearing the brunt of the cost
of living crisis.






RECOMMENDATIONS

Continue to focus on supporter care and harness the power of relationships
to drive both short and long term giving.

Be sensitive to people’s own financial concerns and challenges, at the
same time as stressing urgency of need.

Be transparent about what donations can do and the impact that can be
had.

Look after your people — they are your key asset.

Seek collaborations where appropriate and use the resources available to
help ease some of the burden. There is strength in numbers.
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CURRENT FUNDRAISING FOCUS

Almost a quarter of respondents (24%) say their organisations intend to invest more
in fundraising, marketing and communications in 2023.

Nonprofits are focusing on supporter retention (35%) and on creating engaging
communications that inspire regular giving (31%) and long-term loyal support.

But organisations are also looking to the future for security and resilience, with 17%
increasing their focus on legacy fundraising.

21% of respondents say they have seen a drop in fundraising staff numbers, and a
quarter say that employee motivation is decreasing.

However, nonprofits are recognising the challenges of their employees, with 2 in 5
respondents saying their organisation has increased focus and investment on staff
wellbeing. And a small percentage (12%) say they are looking to recruit more
fundraising staff.




FUNDRAISING CHALLENGES

Over the last year how has your

Close to a third of respondents (31%) said organisation changed?

they had decreased the number of events 60
they organise, with similar proportions

reporting decreases in individual giving
income (32%) and supporter numbers (29%).
Respondents also reported increases in
funding from grants and foundations as well

% Increased

% Decreased

as income from online giving. a
Nearly half (47%) said that the biggest ﬂ
challenge in 2022 was raising sufficient
funds.
In response, 31% said they have increased o |
investment in fundraising communications
i The amount Theamount Theamount The amount The amount
and marketmg' of money of mone of money of money of money
received from  donate donated by  received via  raised from
grants online individual bequest/ services
(foundation or supporters legacy

government)















DEVELOPING DIGITAL

When looking at the use of digital technology for delivery and
engagement, the most noticeable areas of growth were events
and social media.

Nearly half of nonprofits (46%) operated a hybrid model for events
in 2022. 19% said online events attract more people, with 14%
saying they raise more money.

A quarter said that social media was more successful than the
previous year for acquiring supporters.

However, a third of respondents said they need more training to
make full use of digital delivery.

5% said their beneficiaries want digital communications but the
organisation is not equipped to provide this.

There are clear country differences, with Sweden, UK and Ireland
operating a hybrid model for most events, and seeing social
media as a growth area. They were also more likely to report a
change in donor profile as a result of digital channels.
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IMPACT OF THE COST OF LIVING CRISIS

& INFLATION ON SERVICE DELIVERY

More than a third (37%) of
nonprofits saw increased
demand for their services. 28%
said that donations decreased.
22% are tapping into
organisational reserves.

Although a third (36%) were
concerned for their future, only
10% said they were cutting back
on services.

15% said they were increasing
their service delivery.

How did the increasing cost of living and
price rises affect service delivery in 2022?

There has been increased demand for our services

We are concerned about our future

Donations have decreased

We are identifying new ways to deliver services

Staff have been directly affected

We are tapping into reserves to continue / increase services
We are receiving money from government to fund our services
We are receiving money from new grants to fund our services
The demographic of those needing our services has changed
We are increasing our service delivery

There has been no impact on our service delivery

We are changing our service delivery offering

We are cutting back on services

We are unable to plan for the future

We don't deliver any services

Other (please specify)
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IMPACT ON SERVICE DELIVERY
YEAR ON YEAR What has the impact been

36

There has been increased demand for our services W:¥.:5A

Despite demand increasing for

over a third of respondents, 53
and near|y a quarter tappmg We are identifying new ways to deliver services JG{:{/2
into organisational reserves,
the impact on service delivery 27%
i We are tapping into reserves to continue / increase our services EJi5A
was not as great as in 2021. ® 2020
@ 2021
L 2022

We are receiving money from government to fund our services XA

We are increasing our service delivery Byk$A

10%
There has been no impact on our service delivery Bl iFA

15%

We are cutting back on services LYA

o
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o
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SERVICE DELIVERY IMPACT BY CAUSE

Nonprofits seeing the greatest demand for their services are those supporting
children and young people, the elderly, poverty and social care, and rescue.

@ There has been increased demand for our services
. The demographic of those needing our services has changed
. We are increasing our service delivery

40
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IMPACT OF THE COST OF LIVING
CRISIS & INFLATION BY COUNTRY

The impact of the cost of living crisis
is most severe in the UK, Ireland and S United Kingdom {fp) Sweden
France, and least of a challenge for g ‘v
nonprofits in Germany and Sweden. & Germany () !reland

‘ ' France ‘ Other
More than half of UK nonprofits saw
demand for services increase (55%),
followed by Ireland (48%) and France
(41%). In Germany this was much
lower at 26%.

g

In Ireland, 28% said the
demographics of those needing
services changed, compared with
just 9% in Sweden.

; ; There has been increased Donations have decreased The demographic of those
Donations decreased mogt In demand for our services needing our services has
Germany (38%) and least in France changed
(17%).
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RESPONDING TO THE
CHALLENGES PRESENTED

Organisations once more had to pivot to survive in 2022.

29% identified new ways to deliver services, reaching as
high as 40% in Ireland and 41% in the UK.

A
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Some also cut back — 13% in the UK compared to 6% in
Germany, while in France twice as many as the average
said they were unable to plan for the future.
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We are identifying new ways We are increasing our There has been no impact We are changing our We are cutting back on We are unable to plan
to deliver services service delivery on our service delivery service delivery offering services for the future

* United Kingdom @ Germany { ) France := Sweden () Ireland @) Other









IMPACT ON FUNDRAISING STRATEGY

How is your fundraising
strategy changing in 2023?
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We are increasing our We are increasing our We are diversifying our We are increasing our We are increasing our We are investing more in  We are increasing our
focus on digital channels focus on supporter strategy to include a focus on regular giving focus on supporter fundraising marketing focus on online and
care / retention wider mix of channels acquisition and communications mobile payment
options
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We are worklng more We are increasing We are increasing our We are recruiting We are recruiting Our fundraising
collaboratively with our focus on focus on making it more staff more volunteer strategy will remain
other nonprofits charitable easier to collect face to fundraisers fundraisers the same

bequests / legacies face donations digitally

37 + United Kingdom @ Germany { ) France := Sweden () Ireland (@) Europe-wide
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DIGITAL DELIVERY & ENGAGEMENT

There are clear country differences, with Sweden, UK and Ireland operating a hybrid & United Kingdom
model for most events, and seeing social media as a growth area. UK and Ireland @& Germany
are also more likely to report a change in donor profile as a result of digital ()~
channels. But Ireland and Sweden are more likely to say they need additional rance
.. .. .. . 4R
training to maximise digital delivery. wp Sweden
‘ ' Ireland

17% in France say that digital channels have changed their volunteer profile, while
a quarter say that all of their events and activity are now online.

Which of the following do you
agree with when it comes to
digital delivery and engagement?

AlA
vav
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0

We operate a hybrid We need more We acquire more We are fully in We attract more Our donor All our events and
model for events training to make the supporters through person for events people with online demographic has activity are online
most of digital social media than events changed as a result
delivery previously of digital channels
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