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Unleash your charity's digital potential by
looking beyond the website to your users'
needs.

Online giving accounts for just 3.7% of
charity donations, according to the 2011
nfpSynergy report Passion, Persistence and
Partnership. So it's not surprising that the
blogosphere is awash with opinion and advice
on what charities should be doing to
transform online fundraising. Everything
from better use of mobile and social media, to
a call to make online giving more fun, there is
no end of helpful diagnoses on the whys and
wherefores.

Earlier this year, Nomensa's report Creating
the Perfect Donation Experience highlighted
that poor user experience continues to be a
barrier between the donor and the charity.

Kak a¢ppeKTUBHO UCM0/1b30BATh NOTEHIAAI
UG POBBIX TEXHOJIOTUH B Balllel
6/1ar0TBOPUTEIbHOM OpraHM3alUy, o0pallas
BHHMMaHME He TOJIbKO Ha CBOU Be6-CalThI, HO
Y Ha MHTEepeChl )KepTBOBaTeJeN.

CornacHo JaHHBIM, ONTYOJTUKOBAHHBIM B OTUETE
HEKOMMEPYECKOM opranuzannu «CHUHEePIHKI
(Synergy) 3a 2011 roj, KOTOpbIi Ha3bIBACTCS
«YBJIEUEHHOCTh, HACTOMYHBOCTE U
corpyauundectBoy» (Passion, Persistence and
Partnership), onnaitn-noxxepTBoBaHus
COCTaBIISIIOT TONBKO 3,7% OT o01iero oo6bema
0I1aroTBOPUTEIHHBIX B3HOCOB. [loaTOMY HET
HUYETO yJIUBUTEIBHOTO B TOM, YTO
MoJIb30BaTeNH Oorochepsl aKTHBHO
00CYyXJat0T, KaK MOBBICUTH 3PPEKTUBHOCTD
cOopa cpelcTB B pexxuMe oHzaitH. O0cyxaeHne
3aTparuBaeT BCE BO3MOKHBIE aCIIEKThI: OT
ONTUMMU3ALMH UCIIOJIb30BAHNS MOOUIIbHOM
CBS3U U COLIMAJIBHBIX CETEH J10 MPEITI0KEHUS
c/ienaTh Ipoliecc MoKEepTBOBAHUS OHJIAH OoJee
YBJIEKATEIbHBIM — OJIHUM CIIOBOM, IIOTOK
MOJIE3HBIX U 00OCHOBAaHHBIX PEKOMEH AN He
HCCSKAET.

B noknane «Kak 1o0uthcst 3¢ (eKTUBHOCTH B
cbope nmoxeprBoBanuii» (Creating Perfect
Donation Experience), ony0JuKoBaHHOM B
Hayvase 3TOro roJla HHTEPHET-areHTCTBOM
«Howmenca» (Nomensa), mouepKruBagoCch, 4To
OTPHUIATENIBHBIN OMBIT UCIIOJIb30BAHUS
AIIEKTPOHHBIX TEXHOJIOTHH MPOIOIKALT
OCTaBaThCS MPEIATCTBHEM JIISL 3PPEKTUBHOTO



http://nfpsynergy.net/passion-persistence-and-partnership-secrets-earning-more-online-2nd-edition
http://nfpsynergy.net/passion-persistence-and-partnership-secrets-earning-more-online-2nd-edition
http://www.guardian.co.uk/society/charities
http://www.guardian.co.uk/voluntary-sector-network/fundraising
http://www.nomensa.com/insights/creating-perfect-donation-experience
http://www.nomensa.com/insights/creating-perfect-donation-experience
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But poor user experience cannot be solely to
blame for the slow growth in online income.
There are plenty of examples of major e-
commerce sites offering experiences that
range from distinctly average to downright
appalling, and yet online buying continues to

grow at a faster rate than in the charity sector.

Indeed, take a closer look at IMRG's 2011
figures for the e-commerce sector, and you'll
find that low conversion rates are normal —
3.96% being the average. It was only in
March that e-Consultancy reported that high
abandonment rates cost the online retail
sector more than £1bn in lost sales.

B3aUMOJCICTBUS JOHOPOB U
OJarOTBOPUTENIBHBIX OPraHU3AIHHA.

Onnako ObLI0 OB HEBEPHO OOBSICHATH
MEJIEHHBINH POCT 00BEMOB CPEJNICTB,
NPUBJICUYCHHBIX B PEKUME OHJIANH,
UCKJTIOUYUTENFHO OTPULIATEIILHBIM OITBITOM
nojb30Barened. MOXXHO BCIIOMHUTh MHOXKECTBO
KPYIHBIX HHTEPHET-Mara31uHoB,
OpraHU30BaHHbIX BECbMa IOCPEJICTBEHHO, a
10JJ9aC — U3 PYK BOH IUIOXO, U BCE JKe
KOJIMYECTBO OHJIAWH-TIOKYIIOK IPOJIOJDKACT
pactu ObICTpee, YeM KOJIMYECTBO OHJIAMH-
I10’KEPTBOBAHMIA.

B camowm niene, ecnu BHUMaTelbHEE TOCMOTPETh
Ha cratuctuky 3a 2011 rox, oTHocAIyIOCA K
CEKTOPY DJEKTPOHHON KOMMEPIINHU, KOTOPYIO
ory0nuKoBaia acconuanus «MHTepakTHBHBIC
CpeICTBa MaccOBOI MHPOpMaLMK B PO3HUYHOMN
toprosie» (IMRG - Interactive Media in Retail
Group ), TO MBI YBUAMM, YTO HU3KHIA
nokasareib 3¢ (HEeKTUBHOCTH pabOThl UHTEPHET-
MarasuHa (OTHOIIEHUE KOJIMYeCTBa
COBEpPILIEHHBIX ONepanuii K KOJTUYECTBY
TIOCENICHUH caiiTa) — sIBJICHUE OOBIICHHOE, U B
CPEeIHEM 3TOT MOKa3aTeslb cocTaBisieT 3.96%.
Tonpko B MapTe 3TOTrO T0/1a, COTIIACHO JTaHHBIM,
onyoiuKoBaHHBIM B e-Consultancy
(http://econsultancy.com), BEICOKHIA TTPOIICHT

HE3aBEPIICHHBIX C/IEIOK O0OIIEINCS CEKTOPY
WHTEPHET-TOPTroBiu B 1 Miipa1 GyHTOB
CTEPIMHIOB HEONONYUYEHHOU BBIPYUKH.



http://theknowledgebase.imrg.org/
http://theknowledgebase.imrg.org/
http://econsultancy.com/uk/blog/9434-uk-shoppers-abandoned-over-1bn-of-online-transactions-in-2011
http://econsultancy.com/uk/blog/9434-uk-shoppers-abandoned-over-1bn-of-online-transactions-in-2011
http://econsultancy.com/
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Yet, while IMRG figures show that two-
thirds of UK consumers shop on the internet,
the National Council for Voluntary
Organisation's report into UK Giving reveals
that just 7% of donors made one or more
donations online.

Given that poor usability is not an issue
confined to the third sector, we need to
explore what else may be standing between
the supporter and online charity.

Good user experience plays an essential role
and can be the costly difference between
success or failure of a transaction. But it is
the end of a much longer journey for the
donor, which will almost certainly have
started before they arrive at your website.

We need to look beyond charity websites to
develop a deeper understanding of the change
needed within our organisations to unleash
the potential that digital offers charities and
their supporters alike.

W Bce-Taku, HECMOTPS Ha TO, YTO COTJIACHO
nanabiM IMRG aBe Tpetn motpeduTenei
BenukoOpuTaHuM COBEPIIAIOT MOKYITKU Yepe3
Nurteprer, HanmoHanbHbIN COBET IO BOIIPOCaM
paboTsl 0bmecTBeHHBIX opranu3armii (National
Council for Voluntary Organisations) coo6maet
B eXeroHoM 00o3penun «lloxxepTBoBaHus
Coeaunennoro Koponescreay (UK Giving), uro
TOJILKO 7% JIOHOPOB ClIeNaau XOTs Obl OJHO
no>kepTBoBaHue yepe3 VHTepHer.

VYuuteiBas, 4TO MPOOIEMBI B UCIIOJIB30BAaHUN
U(PPOBBIX TEXHOJIOTUI XapaKTEePHbI HE TOJIBKO
JUISL COLTMANIBHOM ceprl, HO U I APYTUX
CEKTOPOB YKOHOMUKH, CJIEYET BbISICHUTD, YTO
eI1l€ MOKET MEIIaTh JIMIAM, TIOIIePKUBAIOLIIM
0J1IarOTBOPUTEIIBHYIO OpraHU3alUIo, AeaTh
NIO’KEPTBOBAHUS OHJIANH.

KoHeuHo, m0I0KUTEIbHBIA ONBIT OJIL30BaTEII
SIBJISIETCS] OJTHUM U3 OTIPEEIISIIONTUX (haKTOPOB:
MMEHHO B HEM MOKET CKPBIBAaTHCS
JIOPOrOCTOAIAs Pa3HULIA MEKTY 3aBEPLICHHOU
U IpepBaHHON onepanueil. OqHako
YKEPTBOBATENb CTAJTKUBAETCS C 3TUM TOJIBKO HA
3aBEpLIAIOIIEM dTAIE MPOJOJLKUTENBHOTO MYTH,
KOTOpBIM OH Hayaj, CKOpee BCEro, 3aJ10JT0 10
TOT0, KaK 3alllel Ha Balll HHTEPHET-CAMT.

Ecnu MbI X0THM MO-HacTOsIIIEMY pa3oOpaThCs,
YTO HY’KHO U3MEHHUTH B HAILIUX
0J1aroTBOPUTEIHHBIX OPraHU3aLUAX, YTOOBI U
OHM CaMH, M UX €JMHOMBIIUICHHUKH MOTJIN B
IIOJIHOW Mepe UCIO0JIb30BaTh IOTEHIIUAI
IU(POBBIX TEXHOJIOTUH, HAM MPUAETCS



http://www.ncvo-vol.org.uk/sites/default/files/clickable_UK_Giving_2011.pdf
http://www.ncvo-vol.org.uk/sites/default/files/clickable_UK_Giving_2011.pdf
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Person before product

It's not just your website that needs to be

customer-centric; so does your organisation.

Charity fundraising resources have
traditionally been structured around a
portfolio of fundraising products — legacies,
high-level giving, direct marketing, events
and so on. Each product, or income stream,
has its own targets, budgets and resources;
each team is focused on attaining them.

This approach is both logical and natural if
your goal is to maximise income from a
product. But the inevitable consequence is
that fundraising product managers, sub-
consciously or otherwise, silo donors from

other opportunities for fear they may defect.

This mindset is never more apparent than
when you look at many charity websites
where different fundraising products vie for
space, both on the homepage and in the
donate sections.

0o0paTuTh BHUMAaHWE HE TOJBKO Ha BEO-CaANTHI.

Ha nepBom mecTe Bceraa a0J15KHbI
ObITH HHTEPeCHI JIK1el

He Tonbko Bamm caiT 10JKEH YYUTHIBATD
WHTEPECHI JOHOPA — UX JIOJDKHA YYUTHIBATH BCS
BaIlla opranu3aius. PaboTa mo npuBJICIYCHUIO
CPENICTB Ha 0JarOTBOPUTEIIBHYIO JIEATEIbHOCTh
TPaJAUIIMOHHO BEJIETCA [0 HECKOIbKUM
HaIlpaBJIEHUSIM, CBA3aHHBIM C UICTOYHUKAMHU
pECypCOB: Iepeaadya UMYLIECTBA 11O
3aBElIaHUI0, KPYITHBIE [T0KEPTBOBAHUS,
ajZipecHble oOparieHus1, 6J1aroTBOPUTETbHBIE
MeponpuiTHs U T.J. KaKIblii U3 3TUX BUIOB
MOCTYIUIEHUN WJIM KaXKIbIi TOTOK CPECTB,
MMEET CBOM KOHKPETHBIE 1eJTH, OO/ KET U
VCTOYHHKU; U BCE COTPYIHUKH
OJIaroTBOPUTEIHHBIX OPraHU3aALUN BEAYT
00prOYy UIMEHHO 32 HUX.

Takol moaXoA MOYKHO CUATATh JIOTUYHBIM U
IIOHATHBIM, €CIIU L€JIb COCTOUT B IOJIyYEHUH
MaKCHUMaJIbHOTO 00beMa CPeICTB OT KaXJI0T0
BMJa nocTymieHui. Ho B pesynbrare
MEHEeJKepBl, paboTaroIIne C Pa3HbIMU
HarpaBJIeHUsIMHU (haHpaii3uHTra, CO3HATEIHHO
WJIM TTOACO3HATEIBHO JIMIIAIOT )KEPTBOBATEIEH
JIPYTUX BO3MOKHOCTEW y4acTHs B
6J1arOTBOPUTENIBHOCTU U3 CTpaxa MoTepsTh
CBOEro KJIMeHTa. Takoi 00pa3 MbIIUICHUS
0Cc00EHHO 3aMeTeH Ha 0JIarOTBOPUTEIbHBIX
WHTEepHET-caiTax, r/ie pa3InyHble BUIbI cOOpa
CpeAcTB OOPIOTCS 32 MECTO KaK Ha JOMaIlHeH
WHTEpPHET-CTPAHMIIE, TAK U B TEX pazjiernax, Ie
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Charities are increasingly recognising the
obvious flaw in this way of thinking: real
people don't live in a vacuum and should not
be pigeonholed according to the product they
first happen to interact with. This limits the
opportunities to grow a deeper and more
sustainable relationship with the fundraiser
where they can freely engage with the charity
as a regular donor, event participant,
volunteer or legator.

Some charities are already taking action by
investing in customer relationship
management systems, and others are
overhauling their fundraising structures,
adopting a more people-centred approach.

Cancer charity Magaie's, for example, is
putting a people-centred approach at the heart
of its fundraising strategy and has adopted a
set of fundraising principles, the first of
which is "putting the donor first — every time,
not the organisation or the fundraising team
target".

O OPMIISIFOTCS TIOKEPTBOBAHUSI.

brnaroTBopuTenbHbIE OPraHU3alMK BCE Yalle
3aMeyaroT HeJIOCTaTKU TaKOro MOAX0/1a: BEb
peaJIbHbIE JIIOJIU )KUBYT HE B BAKYYME U HE
JOJKHBI pa3 U HaBCEr/la IPpUBS3bIBaTh ce0s K
HEPBOMY BCTPETUBLIEMYCSl UM CIIOCO0Y
HOKEPTBOBAHUS. DTO OrPAaHUUYMBAET UX
BO3MOXKHOCTH JIJIsl YCTaHOBIIEHUS OoJee
IIyOOKHUX M YCTOWYUBBIX OTHOIICHUHN C
opranuzaTopamu cOopa CpeaCTB, B TO BpeMs Kak
OHH MOTJIU ObI CBOOOJIHO Y4acTBOBATh B
0J1IarOTBOPUTEILHON JAESITEIBHOCTH U KaK
MIOCTOSIHHBIE OJIAarOTBOPHUTEINHN, i KaK YUACTHUKH
aKLMH, ¥ KaK BOJIOHTEPHI UJIM HACIEI0AATEIH.

Hexotopsie 61aroTBOpuTENIbHBIC OpraHU3aIluu
YK€ MPEANTPUHUMAIOT IIATH 110
WHBECTHUPOBAHUIO CPEJICTB B CUCTEMBI,
MTO3BOJISIFOIINE OCYIIECTBIISATH ABYCTOPOHHEE
B3aUMOJICHCTBUE C TIOHOPAMH, IPYTUE —
NPUHIUIINAIBHO EPECTPAuBAIOT CTPYKTYPHI,
3aHSAThIEC PUBIICYEHUEM CPENICTB, OPUEHTUPYS
UX Ha Tako¥ moaxoj K paboTe, KOr/aa HHTEPECHI
JIOJIeN CTaBATCS HA IEPBOE MECTO.

Hamnpumep, 6;1aroTBOpUTENBHBIN (HOHT
«Mbrruc» (Maggie's), co3aanHbIi s
MOIEPKKH JIFOJIEH ¢ OHKOJIOTHYECKUMH
3a00JIEBaHHUSIMH, B CBOEH CTpaTernu
[IPUBJIEYEHUS CPEICTB B IEPBYIO OUEPED
OPMEHTHPYETCS Ha YEIOBEKA, TIPUIEPKUBASCEH
psiia OCHOBOIIOJIArafOIMX IPHHIUITOB, IEPBBIi
U3 KOTOPBIX — «HEOOXOIMMO BCET/Ia CTABUTH Ha
MEPBOE MECTO MHTEPECHI KEPTBOBATEIS, a HE
IIEJTH OPTaHU3aIMU WK COTPYIHHUKOB, 3aHSTHIX



http://www.maggiescentres.org/
http://www.fundraising.co.uk/blog/2012/06/13/developing-fresh-approach-and-bringing-it-life-fundraisers
http://www.fundraising.co.uk/blog/2012/06/13/developing-fresh-approach-and-bringing-it-life-fundraisers
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This shift will lead to a more collaborative
and less siloed approach that focuses on
creating great experiences for the donor. The
charities that successfully make this transition
will be able to put the user first when
considering their online proposition. This
allows them to create a more cohesive and
rewarding user journey so the donor can
move seamlessly between product and
channel, on or offline.

Infrastructure not marketing

Investing in digital is a an operational
overhead not marketing spend.

Digital spend is one of the key casualties of a
siloed approach to fundraising portfolio
management. It renders product teams unable
to think about their long-term digital strategy.
Instead of thinking about what digital
infrastructure is needed to support an event or
income stream, digital is considered solely in
the context of marketing spend. Marketing
budgets are allocated to the event or product

MIPHUBJICYCHHUCM CPCACTB».

Takoe U3MEHEHHE B PACCTAaHOBKE aKIIEHTOB
MO3BOJIUT BBIPA0OTATh 0O0OOIIIEHHBIN, MEHEE
pa3OpoCaHHBIN MOX0/1, HAIIPABJICHHBINA Ha
CO3/IaHHE MAaKCUMAJIbHO YIOOHBIX YCIOBHH IS
JIFOJICH, OCYIIECTBIISIONINX 0J1arOTBOPUTEIILHBIC
MOKEePTBOBaHMUS. Te opranu3anuu, KOTOpbie
YCIICIIHO OCBOST TaKOW MOJX0/1, OyIyT B
NIEPBYIO OYepe]lb YIUThIBATh HHTEPECHI
JKEPTBOBATEJIS MPH pa3padbOTKe CIIOCOO0B
BHECCHUS 0JIarOTBOPUTEIIBHBIX B3HOCOB B
pexxume orstaiiH. OHM CMOTYT MPEIOCTaBUTh
MI0JIb30BATEIISIM BO3MOYKHOCTh HEOTPAHHYEHHO U
IUTOZIOTBOPHO TIEPEMEIIATHCS IO CAUTY,
OeCTIPENATCTBEHHO MEPEKITIOYATHCS MEXKTY
Pa3TUYHBIMU BUIAMH TTOKEPTBOBAHUNA 1
BBIOMpaTh KaHAJIbI EPEAaYu CPEICTB — KaK
yepe3 HTepHeT, Tak U IPYTUMH CIIOCO0aMHU.

HNugpacrpykrypa, a He
MPOABMKEHHE OPraHNu3 Al

WNuBectupoBanue B UG pOBbIE TEXHOJIOTUU
OTHOCHTCS K OIIEPAallMOHHBIM U3JIEPKKaM, a HE K
3aTparaM Ha MPOJIBM)KEHUE OPTaHU3aLHH.

OT pa3pO3HEHHOr0 MOAX0Ja K YIPABICHHIO
COBOKYITHOCTBIO BCEX BUJIOB MPUBJICUECHUS
cpencTB OOJBIIIE BCETO CTPANAIOT 3aTPaThl Ha
undpoBbie TeXHOIOTUU. Takoii MoAX01 HE
MO3BOJISIET COTPYIHUKAM JYyMAaTh O Pa3BUTUU
U (POBBIX TEXHOJOTHH B IOITOCPOYHOM
nepcrnekTuBe. BMecto Toro, 4To0b! periarh,
Kakasi 2JIeKTpOHHAas HHPPACTPYKTypa
HE0O0X0ouMa IS TOACPIKKH TOW WU MHOU
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on an annual basis.

The net effect of this is twofold: there is
almost never enough in the marketing pot to
invest in a digital platform that has any hope
of making a significant impact in the short or
long-term. Anecdotally, there are cases where
less than 1% of the total annual fundraising
target for an event is allocated to developing
and delivering a digital platform — often less
than is spent on print materials. Is it realistic
to expect a significant return on investment?

Secondly, a campaign-driven mentality
means that the focus is on delivering
innovative and exciting messages that excite
interest, not on creating lasting solutions that
make the business of getting involved easier
(and more attractive) for the user.

To make this transformation, charities need to
think about digital as business-critical
infrastructure and invest accordingly.

aKIMH, TOTO MJIM MHOT'O II0TOKA JEHCKHBIX
CPENICTB, COTPYJIHUKH PAaCCMaTPUBAIOT

U (POBBIE TEXHOJIIOTUU TOJIBKO B KOHTEKCTE
3aTpar Ha MPOJIBIIKEHUE OPTaHU3aIluu B CETH.
[Ipu >TOM GrO/IKET HA TPOJIBHIKCHUE
MIPUBS3BIBACTCS K KOHKPETHOW aKITUH WIIA K
KOHKPETHOMY CIIOCOOY MPUBJICUEHUS CPEACTB U
COCTAaBJIAETCS Ha TOIOBOM OCHOBE.

B pesynbrarte nomyyaercs 1BoitHOM 3¢ (deKT: Bo-
NEPBBIX, B OI0/KETE MPAKTUUYECKH HUKOT/1a HE
XBaTaeT CPEJICTB Ha pa3pabOTKy TaKoM
u(poBoH TUIAT(HOPMEI, KOTOpast MOTJIa ObI
00€eCTIeYnTh OIyTUMBIN YPPEKT B
KPaTKOCPOYHOU WIIH AOITOCPOYHOM
nepcrekTrBe. Kak HU KOMHYHO 3TO 3BYYHUT, HO
WHOT/Ia U3 TOI0BOTO TUTaHA MPUBJICYCHUS
CPEICTB MO KaKoW-1100 akIuu Ha pa3paboTKy U
BHEpeHre IU(PPOBBIX TEXHOJIOTUNA BBIICTSETCS
He Oonee 1% cpeAcTB — MEeHbIIIE, YeM Ha
pacxo/HbIe MaTepHallbl Ha e4aTb. MOXKHO 1
OKUJIATh ONIYTUMOW OT/IaY¥ OT TAKUX
WHBECTHUIUHN?

Bo—BTOpBIX, 11000 MOAX0/1, OpPUEHTHUPOBAHHBIN
Ha IPOBEEHNE Pa30BbIX KaMIIaHUI, Bceraa
HaIlpaBJIEH Ha Iepeiady MO0Jb30BaTel0 HOBOM,
OpOCKOM, TTPUBJICKAIOIICH BHUMAHNE
nH(popMalny, a He Ha pa3paboTKy TaKUX
peleH i, KOTopble OBl 3aCTaBUIIM MOJIb30BATENSA
HaJI0JITO IOYYBCTBOBAThH €051 BOBJIICYCHHBIM B
paboTy U 3aMHTEPECOBAHHBIM B HEH.

UToObI U3MEHUTH CUTYAITHIO,
6J1arOTBOPUTEIBHBIM OPTaHU3ALUAM CIIeTyeT
paccMaTpuBaTh HU(PPOBBIE TEXHOJIOTUH KaK
HEOO0XO0AUMYIO Ui pPabOThI HHPPACTPYKTYPY, U
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It's not all about young people

Attracting new donors with new products
shouldn't be at the expense of your existing
ones.

One of those most damaging assumptions
about the role digital plays in the relationship
we build with supporters is the idea that its
primary strength will be in attracting a new
and younger type of donor.

While it is true that a new generation of
potential donors will have grown up as digital
natives, in searching for the golden bullet of
online fundraising, it would be foolish to
ignore the traditional, older donors who can
be encouraged to give more, raise more and
shout more on behalf of their chosen charity,
if only they were given the tools that made it
easy for them to do so.

Which brings me on to my fourth and final
challenge.

COOTBETCTBYIOIIMUM 00pa3oM MOJXOAMNTh K
WHBECTUPOBAHUIO CPEJICTB B €€ pa3padoTKy.

He T01bK0 MOJIOAEKD

[IpuBneyeHne HOBBIX JIML], TOTOBBIX ACJIATh
0J1aroTBOPUTEIbHBIE B3HOCHI, U UCIIOIb30BaHUE
HOBBIX BHJIOB IIPUBJICYECHUS HE JTOJKHO
IPOUCXOAUTH B yIIEpO YK€ UMEIOLIUMCS.

OnHO U3 caMbIX BpPEIHBIX IPEICTaBICHUN O
POJIM HHTEPHET-TEXHOJIOTU B IIOCTPOCHUH
OTHOILEHUH C NAPTHEPAMM 3aKIIIOYAETCS B TOM,
YTO IJIABHOE UX JOCTOUHCTBO SIKOOBI COCTOUT B
IIPUBJICYECHUH JTOHOPOB HOBOT'O ITIOKOJICHUS,
MOJIOJEXKH.

HecomHeHHO, HOBOE TOKOJICHHE JIFOJIEH,
TOTOBBIX COBEPIIATH OJIArOTBOPUTEIbHBIE
B3HOCBI, BBIPACTET UMEHHO Ha IIU(PPOBBIX
TEXHOJIOTUSX, OJJHAKO B MIOMCKAaX UAealbHbIX
BapHUaHTOB MIPUBJICUEHUS CPEJICTB OHJIANH OBLIO
Obl TITyTIO peHedperarh JuamMu 0osee
CTapIIero Bo3pacra, KOTOphIe TAKXKE MOTYT
JenaTh 0oJiee KpYyIHbIE TIOKEPTBOBAHUS,
coOuparthb OOJIbIIIE CPEICTB U AKTUBHO
MPOABHUraTh N30paHHBIE UMU
OJ1aroTBOPUTENbHbBIE OPraHU3aINH, €CIIU MbI
MIPEOCTAaBUM B UX paclopsKeHHE
WHCTPYMEHTBHI, 00JIeTYatoNue 3TH JeHCTBHUS.

W TyT MBI TOIXOJJUM K YETBEPTOMY U
MIOCJIEHEMY ITYHKTY.
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The problem is the solution

Find ways to use technology to solve
problems for your fundraisers.

The very best and most successful digital
propositions solve problems for people. They
make it easier for people to do the things they
want to do. Google helps you find

things; Facebook helps you stay in touch; and
my current favourite, Songkick, helps make
sure | never miss a gig.

The beauty of JustGiving is that it
transformed something that was once a bit of
a drag into something that was infinitely
easier for the fundraiser and the donor,
removing crucial barriers. People quickly
warm to the things they perceive as easier.

Ask your donors what annoys them most, or
what makes it hardest to give a donation or
raise money for your charity. By shifting our
emphasis from new ideas that we believe will
make our propositions more attractive to
donors, to solving the problems that stand in
their way, we will create the kinds of online
services that our supporters want to use in
preference over other forms of giving.

Pemenue jie:xxut B caMoil mpodJieme

Niure myTH, Kak UCIOIb30BaTh MU(POBBIC
TEXHOJIOTHH B PEIICHUU TPOOJIEM BaIIUX
COTPYHHUKOB, 3aHATHIX IIPUBICYEHUEM CPEJICTB.

Camble JIydIlIne ¥ YCIEUIHbIC MPEII0KCHUS B
obactu U(POBBIX TEXHOJIOTHI — 3TO TE,
KOTOPBIC JIENIAIOT JKU3HB JItoJIei ynoOHee. OHu
obuergarot o060l npomecc. Google momoraer
BaM OCYIIECTBIIATH JII000it mouck; Facebook
TIOMOTAET BCET/Ia OCTABAThCS HA CBSA3H; & MO
caMbIii JIIOOMMBIN Ha cerojHs caiT, Songkick,
IIOMOTAeT MHE HE HPOMYCTUTh HH OJHOTO
XOPOIIEro KOHIIePTA.

Bces npenects conuanbHON c€TH, CO3aHHOM
kommanuen JustGiving, cocTOUT B TOM, YTO OHA
MpeBpaTHia HEKOTJa HUKYEMHYIO BeIllb B
O0eckOoHEeYHO 0oJiee yA0OHBIM HHCTPYMEHT Kak
JUISL JIAL, 3aHUMAIOLIUXCS IPUBJICYEHUEM
CpPEZCTB, TaK U JJIs )KepTBOBATENEH, yCTpaHUB
BCE CYILIECTBOBABIINE PaHee HEJOCTAaTKH. A
JFO/I BCETJa LEHST TO, YTO JENIAeT UX KU3Hb
IIpoILE.

Crnpocure o€, COBEPIIAIOIINX
671aroTBOPUTENbHBIE B3HOCHI, YTO UM OOJIbILE
BCEr0 MENIAET, YTO CO3/1aeT MPENsATCTBUS AJIs
BHECEHUS IO’KEPTBOBAHUS UM cOOpa CPeaCTB
Ha OaroTBopHUTENbHOCTH? CMernIas akIeHT ¢
MOMCKA HOBBIX UJIEH, KOTOpBIE, KaK MbI
rojlaraeM, CAeJaroT HaIlK IpeIoKeHus Oojee
MIPUBJIEKATEIbHBIMU Ul JOHOPOB, Ha
yCTpaHEHHE TPYJHOCTEHN, CTOSALINX HA MYTH Y
TeX e JOHOPOB, MBI CMOXKEM pazpaboTaTh
TaKUe BUJbl OHJIANH NPEI0KEHNN, KOTOPBIM
OHH OTHAYT NPEANOYTEHHE NEPe] TObIM



https://www.google.co.uk/
https://www.facebook.com/
http://www.songkick.com/
http://www.justgiving.com/

HacToslee 6yayuiee
future actually

Katie Smith is the head of third sector
at Cogapp

HHBIM CITOCOOOM BHECEHUS TTO’KEPTBOBAHUM.

Komu Cmum saensemcs pyxogooumenem
coyuanvHozo cekmopa ¢ Cogapp.



http://www.cogapp.com/

