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As we have stressed, our Theory of Change (s4) 
is not about providing answers to fundraisers’ 
questions but encouraging them to ask better 
questions about their current knowledge to work 
out better answers themselves. That way we are 
co-creating new knowledge with fundraising 
professionals. However, not all fundraisers will 
want to take part in that co-creation process, either 
because they don’t have the time (fundraisers are 
very busy) or they’re simply not interested (and 
why should they be – they have a full-time job and 
a life).

But once we have co-created all this fantastic new 
knowledge at Level 1 and started to infl uence 
the infl uencers at Level 2, we do want coalface 
fundraisers to take notice by getting information 
out to them at Level 3 though more bite-sized 
outputs.

Level 3 – Reaching coalface practitioners 

• Twitter

�X�� �7�K�L�V���L�V���D���)�X�Q�G�U�D�L�V�L�Q�J���2�I�“���F�H���P�D�Q�L�I�H�V�W�R

• Theory of change graphic (see s4)

• Ethical decision-making framework graphic (see s3 
Rethinking Fundraising – Ethics)

There is much more from our major projects that we 
could translate into more bite-sized information, such as 
infographics, graphics, posters, animations, videos, memes, 
podcasts etc.

Examples of Rogare Level 3 outputs

• All those at Levels 1 and 2, plus:

• All other fundraising practitioners.

Target audiences for Level 3 outputs

Fundraising is a noble vocation and 
fundraisers everywhere should share a 
sense of pride in their profession.

But with fundraising and fundraisers so often 
misunderstood – and that misunderstanding 
so often becoming the basis of criticism and 
attacks on both the fundraising profession 
and individual fundraisers – rallying round a 
shared experience of being a fundraiser can 
be challenging.

That’s why we have produced our 
fundraising manifesto.

�7�L�W�O�H�G���L�7�K�L�V���L�V���D���I�X�Q�G�U�D�L�V�L�Q�J���R�I�“���F�H�M�����L�W���L�V��
based on Beatrice Warde’s famous ‘This 
�L�V���D���S�U�L�Q�W�L�Q�J���R�I�“���F�H�M���P�D�Q�L�I�H�V�W�R���W�K�D�W���Z�D�V��
posted in almost every print room in the 
English-speaking world during the 1930s 
and 1940s, and is cast in bronze outside 
�W�K�H���8�6���*�R�Y�H�U�Q�P�H�Q�W���3�U�L�Q�W�L�Q�J���2�I�“���F�H���L�Q��
Washington DC.

We hope the Rogare manifesto will do for 
fundraisers what Warde’s did for printers 
– instil and foster a huge sense of pride in 
what they do.

The manifesto has been supported by all 
Rogare’s Associate Members, but special 
thanks go to Bluefrog for their excellent 
design and production, which was done by 
their head of design Rebecca Woodall. 

�6�L�Q�F�H���Z�H���“���U�V�W���O�D�X�Q�F�K�H�G���W�K�L�V���L�Q���-�X�O�\���������������W�K�H��
manifesto has been posted in fundraising 
�R�I�“���F�H�U�V���D�O�O���U�R�X�Q�G���W�K�H���Z�R�U�O�G����
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Rogare is supported in our work by a number of Associate Members – partners to the 
fundraising sector who share a similar critical ethos and vision about how rethinking the 
ideas underpinning fundraising will lead to change in how we practise fundraising. When 
people look at who is a Rogare Associate Member, they’ll think, ‘yes, that makes sense, I 
can see why they’d be working with Rogare’.

We think it is important that people should be able to access all the ideas coming out of 
Rogare, and we are able to give them this access through the ongoing generous support 
of our Associate Members

This is not just corporate sponsorship. Associate Members are genuine partners and 
thought leaders in our work, helping us to identify areas of research and plan the 
publications, events and other outputs that will bring this research to the attention of the 
fundraising practitioner community.

The number of Associate Memberships that we offer is limited. We have a separate 
brochure on the benefi ts of Associate Membership and anyone interesting in fi nding 
out more about how to support Rogare through Associate Membership should contact 
Rogare’s director Ian MacQuillin.

Associate Members since 2019 (*=current Associate Members) are:

Ask Direct* (2017 to date)
Strategic and creative agency (Ireland)
https://www.askdirect.ie

Ethicall (2016-20)
Telephone fundraising agency (UK)
https://www.ethicall.org.uk

Bluefrog* (2014 to date)
Creative agency (UK)
https://bluefroglondon.com

Stephen Thomas Ltd* (2017 to date)
Full-service fundraising agency (Canada)
https://stephenthomas.ca

Former Associate Members (2014-18) were: Rapidata Services, Home Fundraising, Pursuant and DTV.

Goalbusters* (2021 to date)
Fundraising consultancy (USA)
https://www.goalbusters.net
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"If you're happy with the state of charity or nonprofi t fundraising, the levels of income it is 
generating for charities, its sustainability, and the levels of social good that it is enabling, 
then Rogare is not for you. If, however, you believe fundraising could achieve far more by 

understanding and questioning how and why we fundraise as we do – and who 
fundraises from whom, then I urge you to join in with its work. Rigorous and analytical, it is 
surely unique in the charity fundraising sector in its independent willingness to question 
established assumptions and propose alternatives. Rogare doesn't have all the answers, 

but it is asking all the right questions. And if those questions irk or discomfort us from time 
to time, it is doing its job."

Howard Lake, UK Fundraising

Rogare’s work provokes reaction – it will engage your intellect, your emotions and almost dares you 
to fi nd out more…Be curious, join the debates and enjoy!

Glenys Garth-Thornton, head of professional development, Chartered Institute of Fundraising

To bring about the kind of transformational change that will take the donor experience to 
the next level, and lift up the help we can provide to our benefi ciaries, we need to change 

how fundraisers value the evidence that’s in front of them. Through the Critical 
Fundraising Network, the Knowledge Collectives, and the Theory of Change for 

Fundraising, that’s what Rogare is doing, and that’s why Bluefrog is an Associate Member.
Mark Phillips, Bluefrog Fundraising

Rogare challenges the fundraising profession to think beyond the ‘how’ of fundraising and 
consider the broader historical, philosophical and social context of our work. Their critical 
questions about the nature and value of fundraising as a practice and as a profession are 
particularly relevant in this age of extreme wealth inequality. Rogare challenges long-held 

assumptions with a balanced view of complex issues and offers a robust framework for 
fundraisers seeking to engage in critical debate. 
Juniper Locilento, Community Food Centres Canada

Rogare is different. It does metathinking. Thinking about thinking about fundraising. As far 
as I am aware this is relatively new. The ethics of fundraising. What fundraising, if any, is 

intrinsically wrong? When might focusing on the donor be at the expense of the 
benefi ciary, both in principle and in practice? What, if any, entry level qualifi cations should 
there be for fundraisers entering the profession? What are they? Why? These are examples 

of things I had never thought about before, but are now in my head constantly.
Giles Pegram, CBE

What fundraising’s thought 
leaders say about Rogare



Get in touch
Ian MacQuillin – Director 
ianmacquillin@rogare.net
+44 (0)7977 422273 

www.rogare.net
Twitter: @RogareFTT 
Facebook: search 'Critical Fundraising Forum'

Rogare – The Fundraising Think Tank CIC is a 
community interest company registered in the UK, 
registration number 11807930.

Rogare brand identity created by Rebecca Woodall 
at Bluefrog Fundraising.

Rogare is supported in its work by a number of 
Associate Members – partners to the fundraising 
sector that share our critical fundraising ethos. 
Our Associate Members are:

Ask Direct
Strategic and creative 
agency (Ireland)
https://www.askdirect.ie 

Bluefrog
Creative agency (UK)
https://bluefroglondon.com

Goalbusters
Fundraising consultancy (USA)
https://www.goalbusters.net

Stephen Thomas
Full-service fundraising 
agency (Canada)
https://stephenthomas.ca
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