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This free report was produced by Giving Insight  
(www.givinginsight.org) and The Management Centre 
(www.managementcentre.co.uk) and is based on 
fundraising research and consultancy carried out for, 
and on behalf of, several INGOs operating in or seeking 
to establish operations in India. 

It gives a flavour of the market with regards to 
fundraising and highlights the key points identified 
through desk research and through interviews with 
people on the ground in India over the past few years.  
It is a summary report only and a more detailed version 
is available. Please contact us for more information.

As internationally renowned consultancies, The 
Management Centre and Giving Insight aim to 
transform the giving landscape globally through 
intelligent, thoughtful and practical insight into 
fundraising. We have extensive experience of 
fundraising markets across all continents, including Asia, 
Latin America, North America, Europe and The Middle 
East. This includes looking at countries as diverse as 
Indonesia, South Africa, Turkey, Spain, The Netherlands, 
Hong Kong, Argentina, China, Russia, Lebanon, Egypt 
and Jordan, to name but a few. 

If you would like to find out more about what we 
can offer, please contact:  
Bernard Ross, Director,  
The Management Centre,  
Email: b.ross@managementcentre.co.uk.  
Tel: +44 (0)20 7978 1516    
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Introduction
This report into the emerging fundraising market of 
India is the fi rst to highlight a wide variety of emerging 
markets that have the potential to become signifi cant 
international fundraising markets in the coming decades. 
Never before have so many previously low income 
countries catapulted themselves into middle income 
status, through rapid economic growth and overseas 
investment. This transition from donor recipient to 
emerging donor is becoming increasingly more common 
as the world’s wealth accumulation and distribution 
begins to grow. It is for this reason that we have 
identifi ed them as ‘countries of interest’, particularly 
with regards to not-for-profi t organisations seeking 
to establish themselves in these new and potentially 
lucrative global markets.

In this free summary report, we take a look at a country 
whose promise has been in the offi ng for years – 
India - where a rising middle class and rapid wealth 
accumulation is enticing INGOs to establish in-country 
fundraising for the fi rst time. Here we briefl y look at the 
backdrop to this vast and populous country, and delve 
deeper into the potential of the market for fundraising, 
providing case studies and quotes from those already 
raising funds on the ground.

Demographics
With 28 states and 7 union territories, India is a diverse, 
multilingual and multi-ethnic society, defi ned by its 
religious and cultural pluralism. It is also the world’s 
largest democracy and its population is expected to 
overtake China’s in 2028 to become the world’s most 
populous nation according to the UN. It has 53 cities 
with a population of 1 million people or more1, dispersed 
across the entire country - from the western capital of 
Mumbai, to the northern technology powerhouse of 
New Delhi, and from the far eastern colonial grandeur 
of Kolkata, to the industrial heartland of Chennai in 
the south. 

Middle Class India

The ‘middle class’ is widely considered an important 
driver of a country’s economic, political and social 
development and vice versa. In India, the rapid growth 
of the economy over the past few decades has inevitably 
led to a signifi cant expansion of India’s ‘middle class’, to 
an extent where it has created a debate over who in India 
actually belongs to the ‘middle class’, not to mention its 
size, composition, and political and social behaviour. 

 
Understanding the ‘middle’ classes’ is therefore the 
key to understanding the future potential growth of 
an economy that could sustain, support and develop a 
thriving civil society2.  

Regardless of the exact fi gures, which are by no 
means agreed, by some estimates, India could be the 
world’s largest middle class consumer market by 2030, 
surpassing both China and the US; adding over 1 billion 
people to the global middle class between now and 
20393. 

Indeed, top charities in India say the rise in the number 
of middle class individual donors has boosted their 
donations by an average of 20% in the last fi ve years. 
The ‘critical’ mass of the middle class has helped 
organisations like Oxfam India raise almost 
$11 million last year.

 

>  English is widely spoken as a result of colonial 
rule, which makes fundraising and recruitment 
much easier for many organizations, than a 
non-English speaking country. 

>  The urban population is so widely spread that 
fundraising is not limited to a small number 
of metropolitan areas. Although this makes it 
logistically more complex, it ultimately offers 
organizations more long-term opportunity for 
donor acquisition.

>  Given the number of ‘middle class’ households 
is thought to exceed 50 million, which equates 
to some 250 million middle class individuals, 
it’s safe to say that India offers signifi cant 
potential with regards to direct marketing 
and individuals giving. 
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Fundraising Market
As with almost all emerging markets, reliable evidence-
based data on giving is hard to come by. What we do 
know comes largely from an annual study conducted by 
Bain & Company - their India Philanthropy Report 2015 
reveals that Indian donors are contributing more and 
donating to a larger pool of not-for-profi t organizations 
than ever before, giving philanthropy a much higher 
public profi le; and shows no signs of slowing. In fact, 
research shows that more than a third of current donors 
expect their donations to increase in the next fi ve years. 

Similarly, as India begins to digest and develop the 
corporate social responsibility (CSR) regulations under 
the relatively new 2013 Companies Act, there will 
inevitably be more corporate donors for organizations 
to engage with. Of course the hope is that all this 
brings greater accountability and transparency as the 
philanthropic market evolves, yet regardless of the pace 
and depth of this change what is certain is that this has 
put philanthropy in India signifi cantly ahead of that in 
other countries with similar levels of prosperity. 

Income Streams

Fundraising in India concentrates on all the key funding 
streams, including individual giving, corporates, grant-
making foundations and High Net Worth Individuals 
(HNWIs), as well as statutory income from bi-lateral and 
multi-lateral agencies. While mass individual fundraising 
is starting to become more lucrative for many INGOs 
fundraising within India, corporate and foundation giving 
is also on the increase. 

The potential for HNWI philanthropy is on paper, 
potentially huge, but has not yet been fully exploited by 
any single INGO (with the exception perhaps of UNICEF 
who has a well-established ‘celebrity’ endorsement 
programme globally). Statutory funding, while still the 
largest source of income for most, is on the decline as 
India transitions from a lower-income country (and 
therefore donor recipient), to a lower-middle income 
country, which straddles the border between recipient 
and donor. 
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>  Grant-making foundations are on the 
increase, although little is truly known about 
the sector as a whole. As a result this income 
stream is (when compared to western grant-
making foundations) at the early stages of 
development, but is and will continue to grow, 
alongside an increasing number of corporate 
grant-making foundations such as UniLever, 
ICICI, Tata Council for Community Initiatives, 
Infosys Foundation and ABN Amro Bank, 
which focus on supporting a wide variety of 
causes including community development and 
education, through to micro-fi nance and 
HIV/AIDS.

>  Corporate giving and CSR is becoming 
increasingly established in India; which has 4 of 
the 2014 Fortune Global 500 companies. Every 
company that meets certain criteria now has to 
form a CSR committee and spend a minimum 
2% of their last three years’ average net profi ts 
on CSR policy. Only CSR activities conducted 
in India are considered eligible and companies 
must also give preference to their local area. 
Perhaps the most popular areas for corporate 
engagement are cause-based marketing and 
employee engagement, with many well-known 
global brands participating in such schemes, 
including Citibank and WWF/CRY and ICICI 
Bank and HelpAge India for example.

>  India’s HNWI and ultra-high-net-worth 
individual (UHNWI) population is growing, 
as is their wealth (198,000 HNWIs in 2015, 
with total wealth of over $785bn), although 
equivalent philanthropic giving does not refl ect 
this. Wealthy philanthropists appear to prefer 
to support education and child welfare, rather 
than the arts or the environment for example. 
Similarly, their top priority for donating is that a 
charity is transparent and has good tax receipt 
delivery mechanisms. 

>  Mass individuals giving has doubled in terms 
of the percentage of the adult population 
donating to charity, from 14% in 2009 to 28% 
in 2013; that equates to 100 million more 
Indians giving within just 4 years, and it’s likely 
to continue growing. This makes India on paper, 
more mature compared to countries with 
similar GDP profi les. The three most popular 
fundraising channels are direct mail, face-to-
face and tele-facing (phone calls followed up 
by house visits by ‘Field Executives’). (You can 
fi nd out more about these channels in the next 
section’s ‘Insight’).

    Insight 



Acquisition 
Method

Summary

Face-to-face F2F is very popular in India, as is ‘tele-facing’ (phone calls followed up by house visits by 
‘Field Executives’). There are a small number of agencies providing F2F services to the 
not-for-profi t sector but many NGOs have recruited their own in-house teams as agencies 
often pursue ‘quick wins’ and do not understand lifetime value. There are also issues with 
public trust of NGOs, which is why tele-facing has been developed to combat issues of 
cold-speaking to people in the street.

Telemarketing Some NGOs are using telemarketing with success (especially with tele-facing). In the past few years it 
has become more diffi cult as telemarketing regulations have been changed to restrict cold calling. The 
Telecom Regulatory Authority of India’s regulations on tele-calling now make it very diffi cult for NGOs to 
raise money. Prior to Sept 2011 ruling, not-for-profi ts were exempt from embargo on calling but now the 
commercial tele-callers and NGOs have been identifi ed as one.  

Tele-facing Tele-facing, a hybrid of telemarketing and face-to-face, has been India’s big fundraising success story. 
An initial phone call introduces the charity and a meeting is scheduled for a fi eld executive to follow up 
with the potential donor in their own home4 . ActionAid, UNICEF, CRY, Plan, Oxfam, Greenpeace, SOS 
Children’s Villages and Save the Children are just some of the large INGOs successfully recruiting new 
donors through tele-facing and it has become a preferred method of donor acquisition in India, above 
that of pure face-to-face.

Direct mail Direct mail is used by leading NGOs targeting major urban areas, but poor availability and quality of 
lists is an issue and some NGOs have given up on using direct mail for donor acquisition (due to falling 
acquisition rates - 0.4-0.7% is a typical acquisition rate for direct mail), using it instead as a means 
of communication, donor retention and upgrading. Also because the Indian postal system is often 
unreliable (frequently 40% of the mailers that NGOs send do not reach the addressees5) and so most 
organisations prefer telemarketing, tele-facing and F2F. 

Online Online giving is growing in India with initiatives such as Give India’s iGive portal: www.giveindia.
org/t-igivepage.aspx. The larger INGOs and domestic NGOs all have online giving portals and online 
fundraising is used as part of multichannel strategies for acquisition.

SMS SMS use for fundraising is currently low but is another potential growth area. Greenpeace, 
for example, have had some success with SMS campaigns to qualifi ed warm leads.

DRTV Direct Response Television or DRTV is essentially television advertising that asks potential donors to 
respond directly to the charity. This is used by the largest NGOs, such as Save the Children. An example 
of this as a fundraising campaign can be seen here: http://www.youtube.com/watch?v=4-OOrE23L1c

Press, Inserts etc. Press advertising is used by some NGOs for profi le-raising but is not seen as a priority acquisition tool. 

Competition

Many of the larger international organisations are 
active in the Indian market, including UNICEF, ActionAid, 
Greenpeace, Oxfam, Care, World Vision, Greenpeace, 
Save the Children, Plan, WWF and most recently 
Sightsavers. Some INGOs have been active in the market 
for a decade or more, with others entering the market in 
the last 2-3 years. 

Numerous domestic NGOs are also fundraising from 
the public via events, online giving, cash donations, 
marathons etc. at the regional and local level. National 
players include HelpAge India, Child in Need India (CINI), 

FairMed India (health, leprosy), Dream a Dream 
(children), Samarthanam Trust for the Disabled, 
CRY, Concern India Foundation, and ChildLink India 
Foundation (Magic Bus). Very few domestic NGOs 
are doing direct marketing on any real scale, with the 
exception of HelpAge and CRY for example. 

Despite this growing competition in the market (and 
given its size), when compared to a saturated market 
like Hong Kong for example, India has plenty of room 
for organizations to establish themselves. By far the 
most popular form of fundraising is mass marketing and 
here we provide some insight into the different options 
available to organizations.
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Fundraising Market Infrastructure
As with any new and emerging market, one of the 
biggest problems for organizations looking to generate 
income is the lack of fundraising market infrastructure. 
Too often it is assumed that with growing wealth comes 
an equivalent effective operational market place, but the 
reality is almost always very different. The evolution of 
civil society, together with the growth and sustainability 
of a more strategic philanthropic outlook (excluding 
traditional and historical aspects) clearly takes time  
to mature. 

Therefore, what we have is somewhat of a dichotomy 
- in that we have a country that on paper offers huge 
potential in terms of fundraising from a wide variety 
of increasingly wealthy donors, yet the infrastructure 
in which to operate fundraising activities is distinctly 
immature and lacking resources and experience. It is only 
with the passage of time that a market such as India will 
become more cost-effective and efficient option, and so 
the trade-off is that to become one of the first entrants 
into a market means that large-scale investment is 
required to overcome these difficulties. Here we briefly 
look at some of the key issues with regards to market 
infrastructure in India.
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Table 1. Key infrastructure attributes of the Indian market
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Infrastructure Summary

Banking and 
payment systems

>  Cash still accounts for 50% of payments, although electronic payments have been 
growing rapidly over the past 5 years6. Payments can now be made through ATM’s, 
card-based payments (credit and debit), Electronic Fund Transfers, Electronic Clearing 
Services and via mobile phones and the internet.

>  There are around 130 million cards in circulation in India, both credit and debit, and 
with an increasing consumer base with disposable income, India is clearly one of the 
fastest growing countries for payment cards in the Asia-Pacifi c region. 

>  Banks also provide telephone and mobile banking facilities. Through call agents, 
payments can be made, and the number of telephone and mobile subscribers is 
expected to rise. 

>  The ECS (Electronic Clearing System) debit scheme is the only direct debit scheme in 
India for payments of things like electricity, telephone, insurance or credit cards, or 
payments of loan instalments for example.

Postal system >  The Indian postal service can be fairly reliable within the large urban centres, although 
research shows that on the whole it is general deemed unreliable, slow and ineffective. 
The post can be especially slow around festivals and holidays, which is when many 
NGOs would fi nd mailings most useful. According to one experienced fundraiser in 
India, up to 40% of direct mail can be lost in the postal system, so charities must plan 
for inevitable wastage. 

>  Courier fi rms do exist that provide private postage services, which are used by some 
NGOs for direct mail, but these are an expensive alternative.  

Communications >  Around 63% of Indian households have a landline or mobile phone connection while 
43% have a television (according to latest census fi gures from 2011). 

>  India ranks 131 out of 189 countries on fi xed-broadband subscriptions in 2014, a drop 
from the 125th rank a year before, while on active mobile-broadband subscriptions, 
India ranked 155, a signifi cant drop from the 113th rank in 2013. India ranked 136th 
in individuals using the Internet in 2014, with 18% individuals using the net, an 
improvement over the 142nd rank in 2013 when 15.1% individuals used the internet.

>  In terms of fundraising through social/new media, this is still at a nascent 
stage in India but it is fast being utilised as a good communication tool. Organisations 
are only raising small amounts through the internet but are able to generate 
considerable awareness about their work as a result. However, it is predicted that 
20% of all giving in India will occur online within two years and 50% within 10 years, 
indicating a gradual but conservative increase in giving through online use in India.7

Suppliers >  There are now a number of well-established agencies providing charities with 
outsourced face-to-face, telemarketing, tele-facing and direct mail services in India’s 
major cities – New Delhi, Mumbai, Bangalore and Hyderabad. These include Appco 
(www.appcogroupindia.in) and Yellow Umbrella (www.yudirect.com). Some agencies 
specialise in services for not-for-profi ts, while others are commercial agencies with 
NGO experience. There are also a small number of fundraising consultants working in 
India or specialising in the Indian market. 

>  Some agencies have been accused of being unreliable and using young, inexperienced 
staff that tend to recruit unsuitable donors, so many NGOs have chosen to build 
in-house capacity instead because the costs of outsourcing are much higher than 
developing an in-house team (once recruitment is already underway). This also helps in 
‘managing’ the processes that could potentially lead to negative public scrutiny, as has 
been recently seen in the UK.
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Regulatory Framework
The number of not-for-profi t organizations in India 
varies dramatically from 1.2 million to 4 million 
depending on the data, with over 50 per cent said to 
operate in rural areas8. However, it is also estimated 
that over half of these are unregistered organisations. 
Only around 500 organisations generate income above 
$500,000, with the vast majority generating income 
of less than $10,000. Nearly 20 million people work on 
a paid or volunteer basis in the not-for-profi t sector in 
India, which makes it an important contributor to the 
economy of India.

In India not-for-profi t organisations can be registered 
as public charitable trusts, societies, or as ‘Section 25’ 
(i.e. not-for-profi t) private limited companies. Not-
for-profi t organisations are always self-governed by a 
‘board of trustees’ or ‘managing committee’ comprising 
individuals who generally serve in a fi duciary capacity. 
The Income Tax Act gives all categories equal treatment, 
in terms of exempting their income and granting 
80G certifi cates. 

 
All NGOs must register as one of these not-for-profi t 
entities, and must apply for a renewal of their 
certifi cate of registration every fi ve years. In addition 
to registration, a not-for-profi t engaged in certain 
activities might also require special license/permission. 
For example, to open an offi ce and employ people, 
the NGO should be registered under the Shop and 
Establishment Act. 

India’s tax laws affecting NGOs are similar to the tax 
laws of other Commonwealth nations.  

India provides for exemption from corporate income 
taxes of the income of certain NGOs carrying out specifi c 
types of activities, with unrelated business income being 
subject to tax under certain circumstances. Donors are 
generally entitled to a 50% deduction for donations to 
NGOs. However a donor can claim up to 100% of the 
contribution made to certain eligible projects, although 
total deductions taken may not exceed 10% of the 
donor’s total gross income. Also, in order to qualify 
for tax deduction, any donation in excess of Rs.10,000 
(about £100) cannot be made by cash.

    Insight 

>  A foreign not-for-profi t setting up an offi ce in 
India and seeking to recruit staff from outside 
the country needs to have FCRA registration, 
be registered as a trust, society or company, 
and needs permission from the Reserve Bank 
of India and a No Objection Certifi cate from 
the Ministry of External Affairs 9. Intended 
foreign employees also need a work visa. 

    Insight 

>  Currently, monies raised from individuals, 
companies and foundations must be spent 
within India. However, trust income may be 
applied outside India to promote international 
causes in which India also has an interest, 
without being subject to income tax. Some 
believe this may be set to change as the Indian 
government are keen to portray India as a 
mature economy, able to give Aid to others. As 
a result the legal and tax environment in India 
has been classed as ‘moderately challenging 10.



Table 2. INGO income and income growth for India 2012-2014

Indian 
INGO

Total fundraised 
(in-country) 
income 
US$ 2013/14

Total income 
from affi  liates 
US$ 2013/14

Total income 
US$ 2013/14

Percentage 
growth in 
(in-country) 
fundraised 
income 
(2012/2013 
to 2013/2014)

PLAN $5,822,245 $15,454,221 $21,276,466 95%

Greenpeace $3,265,050 $2,123,20011 $5,388,250 45%

World Vision $10,586,807 $52,773,778 $63,360,585 18.5%

UNICEF $4,700,000 $15,900,000 $77,000,00012 30.5%

Amnesty 
International

$143,629 Not stated Not stated 340%

Save the 
Children

$14,345,741 Not stated $24,000,000 322%

WWF $7,497,142 Not stated $7,497,142 30%

OXFAM $4,186,000 $6,762,000 $10,948,000 42%
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Summary
As we have seen, the potential scope for philanthropy 
and fundraising in India remains is very large, suggesting 
a potentially lucrative market in which to fundraise. 
However, in order to build upon the foundations that 
have been laid in the past decade, ensure a stable third 
sector and encourage more strategic philanthropy, 
several significant hurdles must be recognised and 
addressed. Speak to those on the ground fundraising  
and they will tell you that the Indian market is not an 
easy one to operate in. Here we summarise what we  
feel are the key points to take from this report.

1. 
Already, India is exhibiting donor 
apathy and a there exists a 
significant mistrust of not-for-profit 
organizations and their lack of 
transparency. Similarly, there are 
a large number of unsophisticated 
not-for-profit organizations that not 
only lack adequate transparency, but 
sophistication and organisational 
capacity, which contributes to the 
sector being perceived as  
less credible to donors. 

There is also a distinct lack of 
fundraising infrastructure that 
can often hinder the efficiency 
and effectiveness of fundraising 
operations in the country.

2. 
 If NGOs in India are to harness 
the opportunity presented by 
the growing middle class, they 
need to understand the country’s 
demographic and regional trends;  
tailoring the right fundraising 
‘product’ or ‘offering’ and  
utilising the most appropriate 
market strategy. 

In addition, they must customise 
their value proposition, marketing 
message, use of media, and the 
‘shopping’ experience they offer 
in order to meet the needs and 
preferences of the growing  
consumer base. 

3. 
The fundraising market in India is 
becoming busier with regards to the 
establishment of INGOs operating 
fundraising programmes in the 
country, but it can still be deemed 
‘semi-virgin’ territory. 

Although civil society is growing 
rapidly, there is still plenty of room in 
the market to establish and develop 
a fundraising strategy that enables  
the programmatic work carried  
out in the country to become  
self-sufficient.

4. 
Multiple funding streams are 
available to organisations seeking 
to fundraise in India, although there 
is not yet a significant philanthropic 
market from any one private 
channel. 

Some INGOs focus on individuals’ 
fundraising, while others are still 
reliant on institutional funding 
and/or support from international 
affiliates. Corporate and foundation 
funding is increasing but is still 
quite low and there is a visible 
‘dependency’ on multinational/
international sources, rather than 
from inside the country itself.   

5. 
India’s HNWIs are not naturally 
engaged in strategic philanthropy at 
present, and together with the fact 
that the number of NGOs operating 
in the country is increasing, we 
envisage the fundraising potential 
from HNWIs in the short-to-medium 
term to be quite limited (taking into 
account the relatively low levels 
of visible philanthropic behaviour 
of existing HNWIs in the country). 
Engaging HNWIs and ‘celebrities’ is 
something that takes time even in 
more developed fundraising markets, 
so it could be several years before 
more strategic philanthropy begins 
to emerge on any real scale.

6. 
As with most countries in Asia, 
branding is an integral part of a 
successful fundraising campaign. 
Therefore, educating the public 
through multiple advertising 
channels is crucial to first engaging, 
and then converting individuals 
into becoming donors. However, 
donor retention rates in India are 
poor and fundraising costs are 
high. It is therefore advisable that 
a minimum three-year break-even 
period is factored into any plans, 
together with significant investment 
(estimated vary, but a minimum of 
$500k-$750k annually would be 
needed to break even in this period.13
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7. 
There are clearly issues in any 
emerging market when it comes 
to the availability of experienced 
fundraising staff and external 
consultants, and demand invariably 
exceeds supply. In India this is 
no different and only time will 
bring about more experienced 
fundraisers to the market. Therefore, 
organisations looking to enter India 
to fundraise will need to seriously 
consider things like salaries and 
benefits in order to recruit the best 
candidates, as staff retention can  
be very low.  

8. 
Newly established INGOs tend to 
receive ongoing support from their 
international office, secretariat or 
headquarters, including skill-share 
meetings, capacity-building training, 
visits by fundraisers from affiliates 
with expertise in specific areas of 
fundraising and regular phone and 
email contact with international 
staff. This must therefore be factored 
into any plans when launching in a 
new country such as India. 

If you would like to find out 
more about what we 
can offer, please contact:  
Bernard Ross, Director,  
The Management Centre,  
Email: b.ross@
managementcentre.co.uk.  
Tel: +44 (0)20 7978 1516   
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