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Developing a future fit charity

Introduction and generative AI trends 

AI capabilities and opportunities for charities

Getting started with AI and the need for a strategy

AI risks and mitigations

Taking a data-driven approach to 
digital transformation is essential. A 
good foundation in data analytics is 

often the best place to start as it 
develops crucial skills that can be 

valuable for future investments and 
can also make a real difference to the 

quality of decision-making in the 
organisation.
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Strategic framework for evolving your charity

Purpose led strategy
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Developing data led capabilities

A focus on value-driven processes, with their key performance drivers, is critical to achieving the target operating model.
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Order To Cash (‘O2C’)

▪ A dynamic customer 

profitability dashboard 

Procure To Pay (‘P2P’)

Record To Report (‘R2R’)

Fixed asset 

management 

Hire To Retire (‘H2R’)

Tax

Financial Planning and Analysis (‘FP&A’)

▪ A dynamic 18 month rolling integrated business plan 



02 Generative AI trends



Poll question one: To what extent is your charity 

using generative AI?

▪ We are actively using Gen AI.

▪ We have not yet implemented Gen AI but are planning to do so.

▪ We are struggling to find use cases for Gen AI.

▪ We have no immediate plans to do so.
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The middle market have embraced generative AI

Growth slide

45%

37%

68%

6%

45% of middle market businesses are using 

generative AI in at least one area of their 

business.

A further 37% said that they were 

experimenting with the 

technology.

68% of the business leaders surveyed said they had used a generative AI tool themselves 

to support their business.

Only 6% said they 

have no plans to 

use it in the future.

78%78% of charities agree that AI is relevant to their charity and could transform it, yet 73% say they don't 

feel prepared to respond to the opportunities and challenges it brings.
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The growth of AI

32%

53%

78%

66%

52%

Only 27% of charities are using AI with 

26% not currently using it but planning 

to in the future.

78% of charities agree that AI is relevant to their charity and could transform it.

66% of charities in 2023 are interested in making the best use of emerging tech such 

as AI and ChatGPT. Only 15% were interested in emerging technologies in 2022.

52% want to look into AI more but are constrained by lack of time, 

resources and skills, whilst 42% are trying to get colleagues to engage. 

64% of large charities are currently using or plan to use AI in their day-to-

day operations, compared to 44% of small charities. 

27%

64%



Anomaly detection 

Content and image 

creation
Research Text summarisation

Traditional AI: Perform tasks intelligently

Predictive analytics Classifying 

AI capabilities

Generative AI: Create new content



Impacts

Increased efficiencies

▪ AI technologies are optimising 

processes throughout the value 

chain.

▪ Enabling organisations to be 

proactive instead of reactive.

▪ Increasing employee productivity.

Supporter Experience

▪ Understanding supporter 

conversations and sentiments.

▪ Targeted campaigns.

▪ Enhanced supporter services 

through use of chatbots.

Innovation

▪ Developing new technology 

solutions.

▪ Better supporting charitable 

purpose.

▪ Partnering with technology partners.



Examples of AI use cases for charities

Text extraction and 

analysis / summarisation

01

On-line document or 

article review / document 

creation

02

Predictive analytics

03

Chatbots and search 

engines

04

Analysis to identify topics and 

themes being discussed 

in on-line communities

Extract and summarise terms 

and conditions from contracts

/ summarise complaints

Review of online 

documentation and 

summarisation of impact on 

charities

Drafting emails and reports

Drafting marketing material 

and social media posts

Targeted fundraising based 

on prior donations, reducing

marketing spend as well 

as increasing donations

Analysis of supporter actions 

to drive improved retention 

of supporters and increased 

donations

Deployment of chatbots and 

virtual agents to guide 

donators through an appeal 

story and complete a 

donation

Internal search engines to 

speed up access to 

information and improve 

process efficiency

Successful AI is dependent on identifying use cases with clear end goals. There are many use cases where 
generative AI or traditional AI can be introduced.



Poll question two: Where does your charity see the 

most value from generative AI?

▪ Improving the supporter experience.

▪ Increased donations.

▪ Internal productivity/efficiency gains.

▪ Creation of marketing material and social media posts.

▪ Improved decision making based on trends.
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Components of an AI strategy 

Deployment of successful AI requires a clearly defined strategy underpinned by your vision for AI, concrete use 

cases and reliable data.

Purpose led

AI strategy

Use cases

Data

Technology

Org and talent

Governance
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Poll question three: what is your biggest barrier to 

implementing generative AI?

• Lack of skilled personnel.

• Internal resistance.

• Data quality and availability.

• Cost of implementation.

• Integration with existing systems and processes.

• Regulatory/compliance concerns.



Navigating risk 

Although excited about the opportunities generative AI offers, the associated risk is still at the forefront of many 

businesses’ decision making.

63%

73%

47%

58%

63% felt generative AI could be a threat to their business to at least 

some extent.

73% of charities say they don’t feel prepared to respond to the opportunities and 

challenges AI brings.

47% said they had major concerns around data security 

and privacy arising from the use of generative AI.

58% of businesses said they already have a generative AI 

policy in place.

32%
32% of businesses are in the 

process of putting a generative 

AI policy in place.



Adoption

Internal 

competencies

Reputational / 

ethical

Legal / regulatory 

/ compliance

AI and ML risks and how to mitigate against them

AI policy & guardrails

AI assurance plan.

Data strategy

Cyber security controls.

AI strategy

Digital strategy.

AI education programme

AI communication plan.

01

02

03

04

▪ Use of unauthorised data.

▪ Accidentally sharing sensitive / client / personal data.

▪ Explainability challenges.

▪ Use of too much or too little data / data availability.

▪ Incorrect outcome for you or your customer.

▪ Bias and lack of transparency.

▪ AI decisional risks and uncertain outcomes.

▪ AI / ML attacks.

▪ Shadow IT / teams experimenting without supervision 

or guardrails.

▪ Lack of AI strategy / governance.

▪ Lack of AI capabilities.

▪ Lack of technical platforms to support AI use cases.

▪ Internal resistance.

▪ Lack of education and awareness.

▪ Poor user experience.

▪ Talent management and development.



Key takeaways

1

2

3

4

Identify and prioritise use cases.

Start small and build momentum.

Make sure you have the data you need.

Take your teams on the journey.

5

6

7

8

Celebrate your achievements.

Leverage existing platforms.

Put in place policies and guardrails.

Develop your teams skills.



Charity trustee insights hub

RSM's hub offers charity trustees 

clear guidance, support, and 

reassurance. It covers the following 

key topics:

• reserves;

• impact reporting;

• finance function;

• risk/governance; and

• people.

Scan the QR code to view



• Scan this QR code OR visit 

www.rsmuk.com/preferences

• Fill in your basic details

• Select your areas of interest 

and then click submit

Select your preferences
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Thank you
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