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nfpSynergy in numbers  

Work with three 
quarters of top 50 
fundraising charities 

Use a range of qualitative 
and quantitative research, 
reaching over 30,000 
people every year 
 

Produce over 15 free 
reports a year exploring 
major issues facing  
non-profits 

Canvas the views of 
150 MPs a quarter 

Long-term commitment to 
the sector, with 15 years 
worth of trend data 

Track engagement with  
over 150 UK and Irish  
non-profit organisations  
every quarter 
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Free reports and information   
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Why does impact matter? 
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Why does impact matter? 
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Competitive market 

Increased noise 

 
Everyone’s getting 

better at 
communicating 

 

Individuals lives getting 
more complex 

 

Needs for your service 
increasing, funding 

decreasing 

 

Cancer and animal 
charities remain 

popular 
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A favourite cause 
 

Base: 1,000 adults 16+, Britain | Source: Charity Awareness Monitor, Apr 16, nfpSynergy 

“When you think about your favourite charities, which category do they fall into?” 

48% 
34% 

29% 
22% 
22% 

19% 
16% 
16% 
15% 
15% 
14% 

11% 
9% 

7% 
4% 

3% 
1% 

12% 

Cancer 
Animals 

Children and young people 
Health & medical (excluding cancer) 

Hospices 
UK Armed Forces 

Homelessness and social welfare 
Rescue services 

Disability 
Older people 

Environment and conservation 
Overseas aid and development 

Dementia 
Religious 

Sensory Impairment 

Other 
Not sure 

I don’t have any favorite charities 
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Challenging environment 

•  Tough time for the charity sector 

•  Increased scrutiny – general public, parliament and legislators (GDPR) 

“Charities have had a tough 
year and the media will 

maintain the spotlight on 
them to see if they can 

clean up their act.” 
 

- Managing Editor, News, 
The Sunday Times 
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Accountability 

Prove that you’ve 
done what you said 

you’d do 
 

Public money 
 

People’s lives 
 

Registered charity 
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Supporters explicitly say they want to see your 
impact 

“What are the main factors if any from the below which would encourage you to give to a particular charity?” 

60% 

49% 

40% 

33% 

16% 

15% 

12% 

12% 

9% 

8% 

8% 

12% 

The charity is clear about what donations are spent on 

Learning about the impact which the charity has 

Positive stories about the charity in the media 

Case studies/stories about individuals that have been helped 

Getting a personal thank you from the charity 

Fundraising events for supporters to take part in 

Hearing positive things about the charity from a celebrity 

Ability to volunteer for the charity 

The charity has a strong social media presence 

Benefits for supporters such as magazines or discounts 

Not sure 

None of these 

Base: 1,000 adults 16+ Britain | Source: Charity Awareness Monitor, Aug 17, nfpSynergy 
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Hospices have a good starting point  

Strong ties with local 
communities 

 

Personal stories and 
connections 

 

Popular cause 
 

Visible 
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Trust in sectors 
 
 
 

Base: 1,000 adults 16+, Britain | Source: Charity Awareness Monitor, Oct 16, nfpSynergy 

"Please indicate how much trust you have in charities working in each of the sectors.” Quite a lot + a great deal 

73% 
71% 
70% 

66% 
66% 
65% 
64% 
64% 
64% 
63% 

57% 
55% 

39% 
34% 

Cancer 
Rescue services 

Hospices 
Disability 

Health & medical (excluding cancer) 
Children and young people 

Animals 
UK Armed Forces 

Dementia 
Older people 

Homelessness and social welfare 
Environment and conservation 
Overseas aid and development 

Religious 

`	
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What is impact? 
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Where are you on your impact journey? (activity) 

•  Just starting or well-versed? 

•  What are barriers or difficulties you’ve seen or you anticipate?  

•  What are the benefits you’ve seen or hope for? 
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Impact….. 

•  Lots of jargon 

•  Confusing frameworks 

•  Not everything is easy to measure 

•  Time consuming 



16 

Impact = Change 

•  What change is or has taken place as a result of your work? 

–  Long term, short term 

–  Expected and unexpected 

–  Positive and negative 

–  Direct and indirect 

–  Physical, emotional, behavioural, attitudinal, social, environmental 

–  Individual, family, community 

–  Small and large  
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What does it look like? 

•  Mixture of information - Numbers and stories 

•  Eg, numbers of enquiries/patients/volunteers/hours/services 

•  Experience – what do people think? 

•  One-off or continuous  

•  Internal – External (agencies) 
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How are you measuring your impact? (activity) 

•  Think about your local hospice 

•  What change is taking place to the people who visit/what difference are you making? 

•  How do you know this? 

•  Is anybody measuring/monitoring/recording this? 
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How to communicate 
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Who wants to know about your impact?(activity) 

•  Identify and understand your audience 

•  Who are your key audiences? 

•  How do they want to hear from you?  

–  Frequency 

–  Depth 

–  Channel 
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Different audiences want different information 

•  Commissioner – technical language, formal style, facts and figures 

•  Major donor/ local business, how do you spend your money, why should they donate 

•  A member of the public who wants to know more, what you do, who do you work with, how can they help 

•  New patient, what support do you provide, what’s it like, what are the benefits? 

•  Family members (different ages), how are you going to help their loved ones? 
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How can we show the results? 

“You only have four 
seconds of my attention,” 

 
(male, 20-35). 
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Reporting on your impact 
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Tell people where their money is going 
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Take them on a journey 
 
 

https://www.outwardbound.org.uk/media/1127455/Social-Impact-Report-2017.pdf 
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Stories can get people on board with your work 

For the first time ever, 
Sightsavers reached a 
point in a country where 
our work is done and we 
can prepare to move on, 
satisfied that the eye 
care services we’ve set 
up and supported can 
continue without us. 
Over the past 20 years, 
our donors’ support has 
helped us build a rich 
and lasting legacy of eye 
care and social inclusion 
in Sri Lanka. 
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Your clients know the impact of your work the best 
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Use the resources you have to hand 
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Use the resources you have to hand 
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Keep impact in people’s radar and up to date 
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Key things to remember 

Its got to work for you – 
proportionate to your 

activities 
 

Be clear what you want 
and what you need to 

know  
 

What are you going to 
do with the information? 

 

Don’t be scared! 
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Thank you  
 
Claire.Bennett@nfpsynergy.net 
@BennClaire 
@nfpsynergy 
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2-6 Tenter Ground 
Spitalfields  
London E1 7NH  
 
www.nfpsynergy.net 
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insight@nfpsynergy.net 
      nfpsynergy         
      nfpsynergy  
      nfpsynergy 
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