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What’s the problem
Gift Aid is a tax relief allowing UK charities to reclaim an extra 25% in tax on every 
eligible donation made by a UK taxpayer.

When Gift Aid is added to a donation made by an individual who is ineligible to do 
so – a tax gap is generated.  

When Gift Aid is not added to a donation made by an individual who is eligible to do 
so – this generates a value of unclaimed Gift Aid. 

The vast majority of the UK population aged 16 or over (95%) donated to charity, 
generating £8.91bn in charitable donations. (Source: HMRC, 2016)
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The Gift Aid Tax Gap
Where Gift Aid is claimed by 
ineligible donors

This is over £179m
Donations where Gift Aid is not 
added-

£4.28bn or 48%



6

Different types of Gift Aid submission, from form to digital screen



What are the figures around Gift Aid?

● Overall, 25% of donations do not add Gift Aid where the donor is eligible, contributing up to 
£0.56bn in unclaimed Gift Aid, and representing potential missed income for charities.

● 94% donors have awareness of the gift aid scheme. Therefore, unclaimed Gift Aid is mostly 
driven by a lack of opportunity, and to a lesser degree, by a misunderstanding of the concept of 
Gift Aid and a lack of awareness of their eligibility to add it to donations.

● Based on these assumptions, (a) ensuring users are provided with clear eligibility criteria (e.g. 
what it means to be a taxpayer) and (b) informing donors about the benefits of Gift Aid at the 
point of donation, could increase the likelihood of accurate Gift Aid behaviour.
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Who are our users?
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We wanted to hear from and 
gain insight from charity 
donors who have recently 
donated and agreed to Gift 
Aid on their donation.

We have been working with 
CRUK to formulate a Plan 
and research objectives and 
intend to share our findings 
with them.
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Objectives of research programme:

- Quantitative survey to establish Donators habits and attitudes 
towards Donation and Gift Aid.

- Qualitative interviews with donators to delve deeper into their 
attitude towards gift aid and how and when they decide to apply

Research objectives

| Security Marking | Presentation Title |
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Method
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● We ran a Gift Aid and Donating 
Survey in Optimal workshop for 1 
week at the beginning of March. We 
had 157 people complete the 
Survey with 30 abandoned overall 
for a total of 187.

● These users were recruited from 
the User research panel.

● We also conducted 5 qualitative 
interviews with Donators who’d 
volunteered to speak to us after 
completing the survey.
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Main user themes
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Main user insights
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Main Theme 1: 
Users Learnt about gift 
aid from a person
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1. Charity donators all learnt about Gift Aid and this 
changed their behaviour ever after..

 

User Insights

Users told us that they typically can remember first becoming aware of Gift Aid and having it 
explained to them and after this event they would always tick the gift aid option.

This was confirmed by users who said they don't decide on Gift Aid on a donation by donation 
basis. It's Always an option as it benefits the charity

“I would always tick Gift Aid when i see it..”
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“I want to see Gift Aid early and 
clearly, i think if it's there then i 
will be more likely to remember to 
accept it..”

User needs 
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Main Theme 2: 
Users do not 
understand how gift 
aid works
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2. Donators habits on donation are varied but 
contain a mixture of global and local donation, but the 
expectation is the same - to see Gift Aid as an 
‘trusted’ option

 

User Insights

| Security Marking | Presentation Title |

User told us that they support a range of causes and these are often based on local 
events and global events and users are very selective about their causes. 

“I donate to multiple causes, some that are 
local and other that are more global, but i 
always expect to see Gift Aid…”
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Main Theme 3: 
Technology can make 
gift aid better
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3. Users praised the use of technology in charity 
donations and felt that User interface was vital.

 

User Insights

When making a donation, a method of showing how much more the charity relieves when 
choosing gift aid is very advantageous.

User also like to have interface and functionality with payment methods such as paypal, 
which is widely used.

Users said that they will be more likely to donate if it's easier to do so..

“If i see Paypal then i know it's easy for me 
to donate..”
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“I donate to a range of causes; 
some local others national or 
international and i’m very 
selective of where my money 
goes..”

User needs 
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Main Theme 4: 
Users tend to be 
impulsive and trusting
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4. Users were unable to tell us how gift aid ‘works’ but 
understood that it was for the benefit of the charity

 

User Insights

Users were not clear on how gift aid works and weren’t sure where the ‘money’ came 
from - but they knew that it was to help charities get more money.

Users were not bothered about the fact they didn't know the ins and outs of the process.

They felt that when they see the gift aid option it makes the charity seem more credible 
and trustworthy

“When i see Gift Aid i always tick the box, in fact I’m quite 
surprised when i don’t see it..”
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“It only takes me about 20 seconds 
to decide if i trust the charity and 
make a donation, if i've seen a 
campaign on social media then 
that helps”

User needs 
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Main Theme 5: 
Tax awareness is low 
in terms of charity 
donation
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5. Donators told us they would rather Gift Aid be 
opt-out than opt-in

 

User Insights

Donators all felt that the benefit to charity were so obvious that there would no reason for 
somebody not to tick gift aid.

When pressed they were unable to think of an occasion where they would feel 
uncomfortable providing their details for gift aid. 

They did accept that some environments might be more difficult than others.

“If i could change 1 thing i would make gift aid an 
opt -out rather than opt-in..”
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Gift Aid Survey
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User Insights

..

Comments and insights from the Gift-aid Survey

● The survey received a very good response with over 188 people 
attempted to complete this.

● There was a very good spectrum of Employed, self -employed and retired 
respondents

● The main income range of respondents was £12,500 to £24,999

● 55% of the respondents had added gift aid when donating

● Of the 9 that were higher rate payers none regularly claimed relief on their 
donations
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User Insights

..

Comments and insights from the Gift Aid Survey
● 60% of respondents recognised the Gift Aid Logo

● Respondents were slightly more trusting of HMRC when sharing personal 
information

● There was a broad range of donation types, the most popular being 
One-time donation, cash, just giving and charity shops

● The least popular types of donation were landline phone, cheque, text or 
mobile app, 

● The donations tended to lean slightly more towards impulsive type 
donations, but there was no clear difference when compared to conscious 
donating.
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User Insights

..
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User Insights

..
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User Insights

..
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User Insights

..

These figures suggest that Gift Aid awareness is linked to whether gift aid is added. Approximately 
60% of respondents recognised the Gift Aid logo, and around the same added this when donating.
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User Insights

..

This statistic is backed up by the questioning as users generally were unable to explain 
how gift aid ‘works’ and those who did claim relief were users with very high tax 
knowledge.
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User Insights

..

This figure appears surprising as the logo also reads as gift aid itself. This suggest again that 
although 60% of users recognise the logo, they aren't aware how it works.
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User Insights

..

Broadly respondents were happier to share their details with HMRC than with charities, the 1 
caveat to this figure is that the survey Pool was a HMRC panel.
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User Insights

..
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User Insights

..

These were categorised as ‘impulsive donation’ type and they saw a slightly higher percentage 
than the more conscious donation types.
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User Insights

..

Trend shows that cheques and landline phones are less popular compared to other 
types of donation
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Future research
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a) Repeat the interviews with 
CRUK’s panel

b) Explore how a user would learn 
about gift aid from HMRC digital 
journey 
 

User needs 
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Thank you
If you would to discuss any of the insights in this report 
please contact its author at;

Gruffydd.Weston@digital.hmrc.gov.uk
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