
 

1 
 

  

  



 

2 
 

CONTENTS 
Introduction from McCrindle ...................................................................................................................... 4 

Introduction from R2L .................................................................................................................................. 4 

Research objectives .................................................................................................................................... 5 

Research methodology .............................................................................................................................. 5 

National survey ......................................................................................................................................... 5 

National focus groups ............................................................................................................................ 5 

Supporter survey ..................................................................................................................................... 5 

Staff survey ................................................................................................................................................ 6 

Leader survey ........................................................................................................................................... 6 

This report ...................................................................................................................................................... 6 

National survey .................................................................................................................................................. 7 

National giving macro segments ............................................................................................................. 9 

Giving sentiment matrix ............................................................................................................................. 12 

Qualitative insights - Global versus local giving ............................................................................. 14 

Qualitative insights - Awareness versus action .............................................................................. 15 

Frequency of giving .................................................................................................................................... 16 

Causes to support ....................................................................................................................................... 17 

Reasons for giving ...................................................................................................................................... 18 

Qualitative insights - Knowing and trusting an organisation ...................................................... 18 

Decision to support an organisation ...................................................................................................... 19 

Becoming connected to a cause ............................................................................................................ 21 

Qualitative Insights ................................................................................................................................. 21 

Qualitative insights - Cause creating connection to charity........................................................ 21 

Qualitative insights - Charity creating connection to cause....................................................... 22 

Blockers and enablers to charitable giving ........................................................................................ 23 

Qualitative insights ................................................................................................................................ 23 

Information provided by a charity .......................................................................................................... 24 

Qualitative insights - Leadership structure ..................................................................................... 24 

Qualitative insights - Transparent administration costs .............................................................. 24 

Qualitative insights - Impact of a charity.......................................................................................... 25 

Qualitative insights - Communications of the impact of a charity ............................................ 25 



 

3 
 

Current engagement with charitable organisations ......................................................................... 26 

National .................................................................................................................................................... 26 

Qualitative insights - Frequency of donation requests................................................................ 27 

Qualitative insights - How to improve requests for donations .................................................. 28 

Participation scale ...................................................................................................................................... 29 

Qualitative insights ................................................................................................................................ 29 

Qualitative insights ................................................................................................................................ 29 

Engaging and activating current supporters ...................................................................................... 30 

Qualitative insights - Better engage with current supporters .................................................... 30 

Qualitative insights - Advocating for an organisation .................................................................. 30 

Supporter survey ............................................................................................................................................. 31 

Support of charities generally .................................................................................................................. 31 

Current Support of organisation ............................................................................................................. 31 

Communication with organisation .......................................................................................................... 31 

Net Promoter Score ................................................................................................................................... 32 

Net Repeater Score ................................................................................................................................... 34 

Satisfaction ................................................................................................................................................... 35 

Staff survey ....................................................................................................................................................... 36 

Thinking forward ........................................................................................................................................ 37 

Recommendation ....................................................................................................................................... 38 

Q. Please explain your answer........................................................................................................... 38 

Net Culture Score ...................................................................................................................................... 39 

Q. Please explain your answer........................................................................................................... 40 

Resilience and motivation ............................................................................................................................. 41 

Strengths and challenges ......................................................................................................................... 41 

DESTEL scan .................................................................................................................................................... 42 

Appendix 1- demographics .......................................................................................................................... 45 

Demographics of national survey .......................................................................................................... 45 

Supporter demographics ......................................................................................................................... 46 

Staff demographics.................................................................................................................................... 47 

 



 

4 
 

INTRODUCTION FROM MCCRINDLE 

We are living in a world of transformative change and understanding the world in which not-

for-profits operate is essential. It is therefore important for the sector to have an 

understanding of the Australian charitable supporter, segmentation analysis, supporter 

sentiment gauge and trends forecast so that organisations can respond strategically and 

proactively. 

This inaugural study provides benchmarking tools and tracking instruments, which can be 

applied longitudinally. This research also analyses giving blockers and enablers, to identify 

factors which can assist  Australians to contribute more, provides the first not-for-profit sector 

Net Promoter Score, as well as launching the Net Culture Score, which tracks the perspective 

of staff working in not-for-profit organisations on their workplace culture. 

This comprehensive study involved quantitative and qualitative research components with 

input from the Australian public, committed supporters, staff working with not-for-profit 

organisations, as well as experts and leaders in the charities and communities sector. 

 

INTRODUCTION FROM R2L 

The Australian Communities Trends Report reveals many of the challenges the not-for-profit 

sector is facing. Digital disruptors, generational change, mobile population, choice and 

reduced government funding has and will continue to challenge organisations seeking to 

connect, engage and raise funds from their communities. While these challenges pose 

problems, the organisations who see them as opportunities and develop innovative 

communications through multiple channels will not only survive but thrive. 

 And those that look to the past or present are certain to miss the future. 

       John F Kennedy 

This sector wide report reveals what the issues are. NOW is the time to REVIEW, CREATE and 

IMPLEMENT. 

REVIEW – Think about what you are doing and planning, develop the response, promote 

your cause and align your effort. 

CREATE – with your audience as the focus develop the communications, engage with images 

and inspiring words over multiple channels. 

IMPLEMENT – Both internal and external. Engage your staff, boards, donors, supporters and 

suppliers in understanding your goals and objectives. 
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RESEARCH OBJECTIVES 

The objectives of the Australian Community Trends Report are to form the basis for a 

longitudinal study which can be conducted annually and provide a detailed analysis of the 

effectiveness, engagement and awareness of the not-for-profit sector. Another objective is to 

help organisations understand the Australian community with particular focus on the 

emerging trends, the giving landscape and the current and emerging supporter segments.  

Some of the key research instruments and outputs from this study are: 

 Identification of national giving macro segments 

 Not-for-profit awareness and benchmarking analysis 

 Identification of giving blockers and enablers 

 Giving Sentiment Index 

 Not-for-profit staff and leaders snapshot. 

 

RESEARCH METHODOLOGY 

National survey 

The survey was sent out to a sample of Australians that reflected national demographics and 

those who indicated that they ‘do not give financially to charitable organisations’ were 

screened out of the survey. Survey respondents had at least given to a charitable 

organisation every few years. 

This survey was in field from the 21st to 24th August 2015 and there were 1,512 completed 

surveys.  

National focus groups 

Two focus groups were run in Sydney on the 22nd of September and two focus groups were 

run in Melbourne on the 23rd of September with a total of 34 participants across the four 

groups. Focus group participants had to have given to a charitable organisation in the last six 

months. 

Supporter survey  

The supporter survey was sent out to the supporters of organisations involved in the research 

and had a total of 6,625 completed surveys. This component had a staged deployment based 

on the timeframes of the partner organisations with the first surveys sent on the 7th of August 

and the survey closed on the 15th of October. 
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Staff survey 

The staff survey was sent out to staff of organisations involved in the research and had a total 

of 556 completed responses. This component also had a staged deployment to work in with 

the needs of the partner organisations with the first surveys sent on the 7th of August and the 

survey closed on the 13th of October. 

Leader survey 

The senior leader survey targeted key leaders in the not-for-profit sector, asking about the 

likelihood and probability of a number of issues in society. Fieldwork began on the 1st of 

November and closed on the 11th of November with 21 complete responses. 

 

THIS REPORT 

 

National survey respondents in this report are sometimes referred to as ‘givers’ or ‘Australian 

givers’ as they give to charitable organisations at least every few years. 

Focus group participants are referred to as ‘participants’ or as ‘charitable givers’ as they had 

to have given to charitable organisation in the last 6 months. 

Supporter survey respondents in this report are referred to as ‘supporters’. 

 

  

Reference to the generations throughout this report refer to the following age 

categories: 

• Generation Y: 21-35 year olds (those born from 1980-1994) 

• Generation X: 36-50 year olds (those born from 1965-1979) 

• Baby Boomers: 51-69 year olds (those born from 1946-1964) 

• Builders: 70+ (those born before 1946) 
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NATIONAL SURVEY 

 

Australia is a generous nation, 84% of all Australians give financially to charitable 

organisations. A further 3 in 5 (60%) give every six months or more. 
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Financial donations are the entry level involvement, Australians are prepared to give money 

even before they give of their time. The most common pathway of engagement begins with 

people making a donation, and then encouraging them to become involved with the 

organisation in other ways.    

Of all those Australians who give, a third (33%) also volunteer, and there is also a 

correlation that the more frequently they give, the more likely they are to volunteer. Of those 

who give once a month or more, 43% volunteer. Of those who give once a week or more, 51% 

will volunteer. The measure of how likely someone is to volunteer is not whether the give 

financially, it is how regularly they give financially. When a supporter gets involved in 

volunteering they are also able to become more involved with campaigns and advocating on 

behalf of the organisation.  
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NATIONAL GIVING MACRO SEGMENTS 

 

The National Giving Macro Segments pictured above  takes into account whether 

Australians give to multiple causes or a to a single charity or cause as well as how regularly 

they give. 

The results of these segments show that Australian givers are more likely to connect with a 

single charity or cause and are more likely to give ad hoc than on a regular basis.  

 

Brand Responders represent the largest percentages of Australians, they give in an ad hoc 

way and largely give to one charitable organisation. Due to the brand being important, the 
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second key factor them in deciding to support an organisation was the organisation being 

well known. 

They are most likely to be from Generation Y (34%) and are slightly more likely to be male 

(54%) than female (46%).  

 

The second biggest category is the Traditional Donors. It is the single brand that they 

connect with, it is the historical connection that they have with that organisation. They are 

proactive instead of reactive in their giving. 

Traditional Donors are most likely to be from the Baby Boomer generation (32%) and are also 

slightly more likely to be male (53%) than female (47%). 
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Opportunity Givers give in an ad hoc way to multiple causes so they are not particularly 

connected to any one charity or any one cause.  

They are most likely to be from Generation Y (33%) and are more likely to be female (59%) 

than male (41%). 

 

The smallest segment are the Cause Supporters, they are passionate about a number of 

different charities or causes but give regularly to those different causes. 

They are most likely to be from the Baby Boomer generation (33%) and are more likely to be 

female (56%) than male (44%). 
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GIVING SENTIMENT MATRIX 

 

The Giving Sentiment Matrix Pictured above takes into account whether Australians prefer 

to raise awareness or employ direct action on a cause and whether they prefer to support 

local/national issues or global ones. 

The results show that Australian givers are particualrly focused on charitable organisations 

that support local and Australian causes, with an overall slight preference towards 

organisations who take direct action. 

 

The largest segment of Australian givers is the Local Activators (45%). They are the 

Australians who want to ‘look after their own backyard first.’ They also prefer chartiable 

organisations that take direct action in their support. 
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Local Activators are most likely to be from the Baby Boomer generation (39%) and are slightly 

more likely to be male (51%) than female (49%). 

 

The second largest segment are the Community Influencers (43%) who have a focus on 

looking after Australians, however they would prefer to focus on raising awareness of an 

issue than taking direct action. 

They are more likely to be from Generation Y (33%) and are slightly more likely to be male 

(54%) than female (46%). 

 

Overseas Participators (7%) have a global vision and are looking to make a difference 

practically overseas. 

They are more likely to be from Generation Y (36%) and are slightly more likely to be female 

(51%) than male (49%). 
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Global Advocates (5%) are focused on supporting organisations that raise awareness of 

global issues. Global Advocates are significantly more likely to be from Generation Y (55%) 

and were slightly more likely to be female (55%) than male (45%). 

 

Qualitative insights - Global versus local giving 

Overall, there were many charitable givers who didn’t mind whether organisations had a 

local/national focus or a global focus.  

I’m all about helping refugees and also people within Australia. 

The majority of those who did have a preference to either local or global organisations, chose 

to give locally. These charitable givers were of the mindset that Australians should look after 

their own people first and then help those overseas if they could. Another reason for giving to 

local charities is that they are easy to trust as you can see the impact of a donation more 

easily. 

[It is important to be] looking after your own backyard. 

Conversely, a minority of charitable givers had a preference for giving globally because 

they felt that Australians are already well off enough and have more that they could give to 

others. 

We are actually doing pretty well nationally and in global overseas countries they 

have absolutely terrible circumstances. 
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Qualitative insights - Awareness versus action 

Overall there were many charitable givers who did not have a preference as to whether a 

charitable organisation raises awareness or takes direct action, many expected that they 

would do both of these things in balance. 

For those who did have a preference between the two, they were mostly likely to prefer an 

organisation that focuses on direct action as they expressed it seems more productive and 

measurable.  

Direct action [is the most important], you know your money is going towards 

something more productive.  

A couple of individuals felt that the awareness was of utmost importance as it encourages 

them to give to direct action work. 
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FREQUENCY OF GIVING 

 
Australian givers are moving more towards sporadic giving. They are more reactive to what 

is happening including responding to campaigns, calendar events and appeals at the end of 

financial year. 

 

Qualitative insights - Regular vs sporadic giving 

The majority of focus group participants had a preference towards sporadic or irregular 

giving. The reasons for this were that participants preferred to give when they had extra 

money, when a cause was brought to their attention or emergency appeals. These givers are 

moving towards a pattern of giving that is based on their feelings and what need comes 

their way. 

I am a more sporadic giver. I give whatever I feel. 

Due to the focus group participants being recent givers to charity, many participants also 

engaged in regular giving to charities. Some of the reasons for this were that due to 

busyness, it is easier for the money to be taken out of their accounts regularly, or they are 

particularly passionate about a cause that makes them want to donate regularly. 

I am very time poor and busy at work, I like something coming out of my account 

every time. 
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CAUSES TO SUPPORT 

 

Health and disaster relief dominate as two of the main causes that Australians have a 

personal priority in giving to. Australian givers have a focus on medical issues and want to 

help out when these arise.  

Some of the causes lower on the list were prison support and drug and alcohol 

rehabilitation as the qualitative research showed that these are perceived as ‘self inflicted’ 

issues. Charitable givers were less likely to want to support individuals going through these 

issues as they didn’t have bad luck or fall into the situation but it is perceived that they chose 

to make choices to end up in those situations. 
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REASONS FOR GIVING 

 
Knowing and trusting the charity is the key motivation for Australian givers (71%) when 

deciding to get involved with a charitable organisation. The altruism of Australian givers is 

shown as they give when they see the need (62%) or to make a better world (56%). 

Australians were less likely to be motivated by a responsibility to share their wealth (28%) or 

their religious faith (20%). 

 

Qualitative insights - Knowing and trusting an organisation 

The importance of knowing and trusting charitable organisations was highlighted throughout 

the results of the study. While transparency with finances wasn’t the primary motivator, it was 

still seen as important and information on it needs to be provided. 

 Some of the ways that trust can be built and improved are outlined below: 

- Developing trust and continually being reputable 

- Transparency with finances and financial statements 

- Keeping supporters up to date with projects and showing results and goals 

- Providing opportunities to volunteer 

- Honourable staff and leadership of the organisation 

- Knowing a supporter of the organisation 

- Keeping administration fees low. 
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DECISION TO SUPPORT AN ORGANISATION 

 

The cause is the dominant factor (86%) that motivates givers to select a charitable 

organisation. The organisation itself is also significant to three quarters (76%) of givers. 
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Supporter comparison 

 

The cause was the most important for Australian charity supporters, 9 in 10 (89%) stated that 

it is extremely or very important in making a decision to support their organisation. Often, 

however the point of connection for individuals hearing about the cause is through a 

campaign or the charity itself. 
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BECOMING CONNECTED TO A CAUSE 

Qualitative Insights 

 

The focus groups found that the personal connection was extremely significant for 

engaging givers in a campaign, charity or cause. This could include a friend or family 

member educating them on a campaign, cause or charity or them knowing someone affected 

and wanting to help out. For those who are disconnected, the personal connection is key. The 

current donors of charitable organisations are key connection points. 

 

Qualitative insights - Cause creating connection to charity  

A number of participants suggested that if they see and connect strongly with the need and 

cause then they are more likely to connect with a charity. 

I’m convinced in my mind when I see people who are really disadvantaged, then I 

would rather donate to them… I want to see the need. 

Many participants would hear a little about a cause that would draw them in and then did their 

own research to find out more about it. Social media was suggested as one way that this 

could be done. 

If you have an inclination of what you are passionate about then you find out more 

about it. 

A crisis or event was sometimes the impetus for participants to connect with a charity, as 

there is a time limit to get involved. 
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Qualitative insights - Charity creating connection to cause 

Many of the participants would have an engagement with the charity first before they 

engage with the cause. Often the charity will be a champion for the cause, which will engage 

givers. 

For me I find the charity and then I become more passionate. I don’t think “Ooo I’m 

going to find a charity, no it comes to you.” 

It was again highlighted by participants the importance of the charity showing the need for 

the cause they support. 

When they get the money and it actually helps them. It will get a water well or cultural 

things or feed themselves and their family and community. 

Some indicated they would be more likely to engage with the charity first if there is a public 

figure involved who can provide an endorsement for the organisation. 
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BLOCKERS AND ENABLERS TO CHARITABLE 

GIVING 

Qualitative insights 
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INFORMATION PROVIDED BY A CHARITY 

 

Australian givers are looking for disclosure and transparency from their charitable 

organisations. Transparency in reporting administration costs is extremely or very important 

to nearly two-thirds (63%) of Australian givers. 

 

Qualitative insights - Leadership structure 

Charitable givers have a desire to know who the leader of an organisation is to assess 

whether they believe they are worthy. On the other hand, many participants wouldn’t do 

research further than being able to see who the leadership team are and make sure that they 

have good qualifications and experience. The majority of participants felt it would be best to 

have the information available on the organisation’s website rather than mailed to them. 

The leadership structure needs to be made up of reputable people… If the board is 

credible then the organisation has to be credible. 

 

Qualitative insights - Transparent administration costs  

Overall, there was a sense from charitable givers that administration costs were too high for 

organisations generally, while few participants understood the importance of it. All 

participants felt the transparency of the percentage split was of high importance. 
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I think all of us want to know, 80% is going to the people and 20% to admin then 

that’s OK. 

I would like to know what [staff] get paid, how they get paid, where are the funds 

going to? Are we paying their salary? Is it only 4 cents in the dollar that goes to the 

service? 

 
Qualitative insights - Impact of a charity 

The main way that participants were interested in hearing about the impact of a charity was 

through providing reports on exactly where money was spent and who was helped. 

Would be nice to give to charity for 3 or 4 years and then receive a statement 

breakdown on where your money went or what was achieved with what you gave, a 

breakdown every 6 months or something. 

 
Qualitative insights - Communications of the impact of a 

charity 

In terms of the communications of the impact of a charity, participants suggested a courtesy 

call as a thank you and a reminder to keep supporting and an updated website with 

details. A number of participants also completed or were happy to complete their own 

research on the impact of a charity so would prefer it be accessible on the website. 

 I would prefer to go onto the media and to see and do my own research. 
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CURRENT ENGAGEMENT WITH CHARITABLE 

ORGANISATIONS 

National 

 

The above ‘cup’ concept shows the percentage of givers who stated that there was ‘too 

much’ in one area with the percentage who stated ‘too little’ subtracted from this. 

The above statistics shows that organisations are under thanking donors for the donations 

that they give. The level of communication received from charities was slightly over what 

givers would prefer. The frequency of donation requestions from charities overall was 

stated as too much by givers. It shows that the perception from givers is that there is too 

much money spent on administration and promotion. 
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Supporter comparison 

 

Supporter survey respondents stated that their current level of giving to the organisation 

they support is slightly too little, indicating that they would prefer to give more. Compared to 

the national data, supporters were more likely to be happy with the level of thanks received 

(+3%). 

Similar to the national data, supporter survey respondents felt they had too many donation 

requests from the organisation they support (+32%). 

 

Qualitative insights - Frequency of donation requests 

Participants stated that regular emails are more frequently tolerated as they were less 

invasive, and could be sent perhaps once a month on average. 

I don’t want to get a phone call from people all the time. If they are sending out an 

email I wouldn’t mind that being once a month…As long as it is a brief email saying 

check out this thing we have done recently…you have the option of being involved if 

you want to. 

Participants from younger generations (who had accounts on such sites) were happy for 

social media posts to become a place for donation requests, as they could click on the page 

themselves to find out more information. 
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Facebook is wonderful in that it lets you actively go to them to find out news. Once a 

month there is a brief message from Facebook that crosses my feed and you can go 

to their Facebook page to read more and then click through to their website.  

Some participants indicated they would prefer less frequent communications, suggesting 

they occur once a quarter. 

 Quarterly would be a good [amount of communication]. 

 

Qualitative insights - How to improve requests for donations 
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PARTICIPATION SCALE 

Qualitative insights 

 

The phrases underneath each heading show some of the ways that Australians can be 

moved from one stage to the next. 

The participation scale tracks the journey of Australians who have an awareness of a 

charity. It defines the transition points from reluctancy and apathy through the stage of 

passivity to activity and advocacy.  

At the negative end there is emotional and rational reluctancy, these Australians either have 

fears or reasons as to why they don’t trust charities and why they aren’t on board.   

Qualitative insights 
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ENGAGING AND ACTIVATING CURRENT 

SUPPORTERS 

Qualitative insights - Better engage with current supporters 

 

Engaging supporters in the organisation itself rather than just one-way communication is the 

most effective. Providing opportunities for supporters to volunteer so they become more 

passionate about the work as well as activating current supporters to provide 

recommendations for the organisation. Some ways that this could be done is through social 

media and email marketing. 

  

Qualitative insights - Advocating for an organisation 

 

Building trust in the organisation by being transparent, having good staff members, 

organisation goals and showing results of the donations was of utmost importance for 

participants to become advocates.   
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SUPPORTER SURVEY 

SUPPORT OF CHARITIES GENERALLY 

Organisations in the not-for-profit sector were invited to participate in this sector wide study.  

The participating organisations distributed a survey to their supporters as part of this project, 

and the results of this survey are outlined below.   

CURRENT SUPPORT OF ORGANISATION 

 

COMMUNICATION WITH ORGANISATION 

 

The importance of organisations providing effective communication materials is show in that 7 

in 10 (69%) supporters read most or all of the communications they receive. 

 

More than 3 out of 4 of supporters (78%) find the style and content useful and relevant to 

them. 



 

32 
 

NET PROMOTER SCORE 

 

The Net Promoter Score (NPS) developed by Bain & Company is based on the fundamental 

perspective that every organisation’s clients can be divided into three categories: Promoters, 

Passives, and Detractors. 

Clients respond on a 0-to-10 point rating scale and are categorised as follows: 

 Promoters (score 9-10) are loyal enthusiasts who will keep engaging and refer others, 
fuelling growth. 

 Passives (score 7-8) are satisfied but unenthusiastic customers who are vulnerable to 
competitive offerings. 

 Detractors (score 0-6) are unhappy customers who can damage your brand and 
impede growth through negative word-of-mouth. 

 
In order to provide a context to the not-for-profit NPS, a score above 0 is considered a good 

score, with organisations often receiving a negative result. The 2013 Bain and Company 

(owners of the NPS methodology) study of 19 Australian industries found that 16 0f 19 

received a negative NPS score. These industry scores ranged from -44 (gas utilities) to +24 

(online retail).  
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The NPS for the not-for-profit sector is: 27 

 

 

  

2%
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Q. On a scale of 0 to 10, how likely would you be to 
recommend this organisation to friends and 

acquaintances looking for a charity to support?
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NET REPEATER SCORE 

 

 

 The Net Repeater Score for the not-for-profit sector is: 45 

The Net Promoter Score identifies the proportion of promoters or advocates who would be 

likely to “refer this charity to a family member or friend.” A factor to be considered when using 

the NPS is that it takes into account not only individual satisfaction (and therefore theoretically 

an advocate or promoter) but also personality type (extraverts are more likely promote or 

advocate brands to others compared to introverts). It also takes into account social context- 

someone who lives with an extended family has a larger social network and therefore has a 

higher propensity to promote than someone who lives alone or is less socially active.  

Therefore we have developed the Net Repeater Score which moves the question from social 

promotion and advocacy to individual satisfaction and decision contentedness. The Net 

Repeater Score is a measure of those who, if they had the opportunity to remake their choice 

would most likely repeat the same choice (in this case to support their charity). As it removes 

the variables of personality and social context, it is a more pure measure of the donor- charity 

relationship and this superlative score is a clear indication that these supporters have no 

regrets and are happily engaged with their charity. 
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Q. On a scale from 0-10, how likely is it that you would 
make the same decision to support this organisation if 

you were able to remake your choice?
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SATISFACTION 

 

In an extremely positive result, on average, 9 in 10 (91%) supporters stated that their 

relationship with the organisation they support is very or somewhat satisfying. 
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35%
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6%
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Very satisfying

Somewhat satisfying

Somewhat disappointing

Very disappointing

Unsure

Q. How would you rate your relationship with the 
organisation you support?
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STAFF SURVEY 

The organisations who participated in this sector wide study distributed a survey to their staff 

as part of this project. The results are provided below. 
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Q. In your opinon, how effective is (your current employer) 
in the following areas

Extremely effective Very effective Somewhat effective

Slightly effective Not at all effective
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Q. Have you worked for other not-for-profit organisations 
apart from (your current employer)

Yes, at least one other not-for-profit organisation No
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Staff members rated their employers ability to articulate and achieve the mission and 

values of the organisation as extremely or very effective by the majority of staff members 

(79% achieving and 70% articulating).  

One area for improvement amongst organisations was developing staff professionally as 

only 41% stated this was the case within their organisation. 

 

THINKING FORWARD  

 

While nearly half of staff expressed their belief that the sector would be better off in 5 

years and 34% believed it would be the same, the contrast with the supporters ratings were 

dramatically different. 81% believed their organisation would be better off and only 9% 

believed it would be worse. That is a significant vote of confidence in the leadership of such 

organisations from supporters. 

  

8%

37%

41%

44%

34%
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The NFP sector as a whole

My organisation specifically

Q. When you think forward over the next 5 years about the 
future of not-for-profit organisations in Australia, how 

optimistic are you compared to how it is today?

Will be significantly better in 5 years' time

Will be somewhat better in 5 years' time

Will be about the same in 5 years' time

Will be somewhat worse in 5 years' time

Will be significantly worse in 5 years' time
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RECOMMENDATION 

 

A significant endorsement where 82% rated 7-10, including 43% at the highest rating of 10. 

Q. Please explain your answer  

Some of the reasons given for their score are outlined below: 

 Public Awareness – It is an organisation with high level of awareness amongst the 

public. 

 Cause – The charity’s cause and the work they do. 

 Assurance – Staff have assurance that the funds provided to their organisation are 

going to the right place. 

 Community Engaging – Staff appreciated where the organisation was involved with 

the community. 

 Reliability – The level of reliability of the charity was increased if the organisation had 

been around for a long time. 

  

2% 1% 1%
5%

1% 3% 4%
9%

16% 14%

43%

0%
5%

10%
15%

20%
25%
30%
35%
40%
45%
50%

On a scale from 0-10, how likely would you be to 
recommend your organisation to friends and 

acquaintances looking for a charity to support?
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NET CULTURE SCORE 

 

The Net Culture Score for the not-for-profit sector was 31. 

The Net Culture Score repeats the Net Promoter Score methodology, however it is applied to 

staff of an organisation rather than donors or supporters. Instead of asking how likely 

someone would be to recommend the organisation as a charity to support, it asks how likely 

they would be to recommend the organisation as a place to work. 

It therefore is a measure of the employer brand rather than the charity brand, and gives 

insight into the staff culture rather than donor satisfaction. It has long been assumed that 

one of the biggest strengths of the not-for-profit sector is its staff culture and therefore its 

ability to attract talent and key skills without necessarily being able to match salaries with 

large corporates. This research confirms this and the impressive Net Culture Score highlights 

the level of satisfaction of not-for-profit staff and therefore the likelihood of them promoting 

the organisation as a place to work. 

3% 2% 3% 1%
5% 3%

13%

20%
15%

34%

0%

5%

10%

15%

20%

25%

30%

35%

40%

On a scale from 0-10, how likely is it that you would 
recommend your organisation as a place to work to a 

friend or contact?
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Q. Please explain your answer 

Some of the reasons why staff members gave their organisation a high Net Culture Score 

have been listed above. 

In summary, respondents were pleased to work in the sector and have a high regard for the 

organisation by which they are employed. That is emphasised by the willingness to 

recommend the organisation as an employer and to encourage others to financially support it. 

They are generally satisfied with the present levels of performance and believe that their 

organisation will outperform the sector in coming years. Yet they do have a concern about 

their organisation’s internal capacity to make the required changes. 
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RESILIENCE AND MOTIVATION 

STRENGTHS AND CHALLENGES 

 

The biggest strengths of their organisation and the biggest challenges facing the organisation 

were listed by staff members above. 

Some of the biggest strengths they saw were that the organisation knows what they stand 

for, there is commitment to the cause and the staff themselves are a strength. 

Some of the biggest challenges are funding, government changes and the adaptability of 

organisations to be able to keep up with the changing times.  
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DESTEL SCAN 

DESTEL is a scan of a number of trends that are facing the not-for-profit sector. Key sector 

leaders were asked to rate the likelihood and impact of each of these trends on a scale of 1-

10.  

The trends covered each of the following areas: 

 Demographic 

 Economic 

 Social 

 Technological 

 Environmental 

 Legislative 

The below graph shows each of the trends and where they were ranked, the following page 

has a legend to identify each trend. 
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APPENDIX 1- DEMOGRAPHICS 

DEMOGRAPHICS OF NATIONAL SURVEY 

  

 This survey # This survey % 
National % of 
population aged 
18+ 

GENDER 

Male 758 50% 50% 

Female 754 50% 50% 

TOTAL 1,512 100% 100% 

AGE 

18-20 2 0% GEN Z 5% 

21-35 61 28% GEN Y 28% 

36-50 423 28% GEN X  26% 

51-69 416 28% BOOMERS 28% 

70+ 180 12% BUILDERS 13% 

TOTAL 1,512 100% 100% 

STATE 

NSW 496 33% 32% 

VIC 382 25% 25% 

QLD 299 20% 20% 

TAS 30 2% 2% 

NT 9 1% 1% 

SA 122 8% 7% 

WA 144 10% 11% 

ACT 30 2% 2% 

TOTAL 1,512 100% 100% 
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SUPPORTER DEMOGRAPHICS 

The responses for this survey were averaged across the organisations involved. This was so 

that organisations with a larger number of respondents did not have views that were over 

represented. 

 

  
 This survey % 

National % of 
population aged 
18+ 

Male 42% 50% 

Female 58% 50% 

TOTAL 100% 100% 

18-20 1% GEN Z 5% 

21-35 11% GEN Y 28% 

36-50 18% GEN X  26% 

51-69 48% BOOMERS 28% 

70+ 22% BUILDERS 13% 

TOTAL 100% 100% 

NSW 54% 32% 

VIC 11% 25% 

QLD 12% 20% 

TAS 2% 2% 

NT 0% 1% 

SA 7% 7% 

WA 9% 11% 

ACT 5% 2% 

TOTAL 100% 100% 
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STAFF DEMOGRAPHICS 

The responses for this survey were averaged across the organisations involved. This was so 

that organisations with a larger number of respondents did not have views that were over 

represented. 

 

  
 This survey % 

National % of 
population aged 
18+ 

Male 34% 50% 

Female 66% 50% 

TOTAL 100% 100% 

18-20 0% GEN Z 5% 

21-35 38% GEN Y 28% 

36-50 36% GEN X  26% 

51-69 25% BOOMERS 28% 

70+ 1% BUILDERS 13% 

TOTAL 100% 100% 
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