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Workshop Content

• Personal Introduction

• Welcome to the Animal Fundraising 
Kingdom!

• Producing a Fundraising & Marketing 
Strategy

• Fundraising from Trusts & Foundations



Joanna Stapley
THET’s Fundraising Manager

• Degrees in Human Biology and Physiotherapy.

• MSc in Charity Marketing and Fundraising, having recently undertaken a 
thesis on North-South partnerships, focusing on the UK and DRC.  

• Varied multi-sector career including roles in the corporate world (City of 
London), public sector (NHS Physiotherapist), military (Royal Army Medical 
Corps Officer) and voluntary sector in charity management and fundraising 
(UK and overseas).  

• Actively involved in the voluntary sector for over 20 years both professionally and as a volunteer, 
including working with communities in Uganda, DRC, Kenya, Nepal, Thailand and Iraq (2003), mainly on 
health related programmes. 

• Since leaving the Forces in 2006, have worked as a Charity Manager and Fundraiser for the 
National Trust and several small INGOs and NGOs in the UK and overseas, with experience of 
marketing and PR, event and volunteer management, corporate, individual and major donor fundraising 
and more recently trusts and grants. Recently appointed as THET’s Fundraising Manager.

• Passionate about improving health in developing and post conflict countries.   



Your Experience…
1. Who is responsible for fundraising for their Health Link or health 

organisation?
2. Who has a F/T or P/T paid fundraiser for their Health Link?
3. Has anyone here read the ‘Funding a Link’ chapter in the 

International Health Links Manual?
4. Has anyone written a fundraising strategy for their Health Link or 

organisation before?organisation before?
5. Who has had experience of:

– Managing an event
– Writing Trust and Grant applications
– Writing a press release
– Corporate fundraising
– Institutional donor applications



Welcome to the Animal 
Fundraising Kingdom!



FIRST TASK
Scenario:
As at now you have been transported to the Serengeti and joined 
another tribe of the animal kingdom (see photo on table), having 
deserted your Homo Sapiens species in the UK.

Task:
In a sentence or two, as a group (herd) describe your new founded 
qualities & characteristics as a Fundraiser that differentiate you from your new qualities & characteristics as a Fundraiser that differentiate you from your new 
predators/ competitors in the animal kingdom of the Serengeti plains.

Example:
As a Leopard I am determined, unpredictable, focused and confident...



A FUNDRAISING STRATEGY

How are you going to achieve your Mission 
and work towards your Vision?



Sources of Fundraising Income
• Trusts & Grants

• Community & Events

• Corporate – GIK, sponsorship, GAYE

• Individuals – one off donors, regular, 
major donor & Gift Aid

• Legacies  

• Institutional/ statutory funding



The Development Ladder & 
UK Individual Donor Pyramid

Planned gift

Major gift

Major Giver

Legator

Repeat donor

First-time donor

Prospect

Suspect

Special gift

Upgraded Donor

Universe of prospects

First Time Donor

Repeat Giver

Committed Giver



Institutional Donors

Donors giving to UK-based civil society organisatio ns (CSOs) include:

1. UK Development for International Development (DFID  or UKAID)
2007/2008 total spend through UK CSOs = £317m (=6% of DFID’s spend)

2. European Union (EU)
2000-2006 5.3billion aid channelled through CSOs

“Institutional donors are govt. or other large scale development 
agencies with high value, multi-annual funds”

2000-2006 5.3billion aid channelled through CSOs
(ref: 2009 EuropeAid evaluation of EU AID).

3. Comic Relief
Is an NGO & been raising funds since 1988 to help t he poorest & most 
vulnerable, in UK and Africa . In 2008-09 spent £13m on its international grants  
programme through a wide range of CSOs

4. Big Lottery Fund has a new international grants programme for 2010-/ 2011
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Vision, Mission & Organisational 
Objectives

Vision = the dream!

Mission (= aims, purpose or philosophy):Mission (= aims, purpose or philosophy):
‘…a good mission statement can act as a reference point 

from which it is possible to derive appropriate & clear 
organisational objectives…the more useful mission 
statements address in general terms the reason for the 
organisation’s existence – ‘raison d’être’’ 



THET’s Mission:

‘…THET aspires to improve 
health services in developing 
countries, through 
harnessing the expertise and 
experience of health sector experience of health sector 
professionals to promote 
partnerships that are 
effective, sustainable and 
responsive’.



IDS’s Vision & Mission

‘IDS is a leading global charity for research, teaching and 
information on international development…’

IDS’s Vision: ‘…Our vision is a world in which poverty does 
not exist, social justice prevails and sustainable growth 
promotes human wellbeing.  We believe that research 
not exist, social justice prevails and sustainable growth 
promotes human wellbeing.  We believe that research 
knowledge can drive the change that must happen for 
this vision to be realised’.
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SMART Objectives

• Specific
• Measurable
• Achievable
• Relevant
• Time-scaled



Mission

Organisational Objectives

Fundraising Audit
PEEST analysis             Market Analysis
Competitor Analysis     Internal Analysis

Framework of a Fundraising Plan

Budget

Schedule

Monitoring/ Control

Competitor Analysis     Internal Analysis
Collaboration Analysis

SWOT Analysis

Fundraising Objectives

Key Strategies
Overall Direction

Segmentation
Positioning

Tactical Plans
Individual – Direct Marketing

Individual – Major Gifts
Corporate – sponsorship/ GAYE

Community fundraising

Ref: Sargeant and 
Jay (2004, p69)



Fundraising Audit
PEEST analysis: examining the wider environmental influences which might 

impact your organisation - political, economic, environmental, socio-cultural, 
technological.

Market analysis: organisation’s perception & how perceived by public 
(stakeholders & potential/ actual supporters).  

Competitor analysis: competing for resources, mission, services; contact 
details, size & location, financial, resource capabilities, past strategies, details, size & location, financial, resource capabilities, past strategies, 
tactical marketing/fundraising mix, key alliances, S/Ws. 

Collaboration analysis: opportunities for potential and reviewing actual 
partnerships/ associations.

Internal analysis: of current fundraising income by source (e.g.. Individual, 
T&G) & method (e.g.. Events) including ROIs, marketing/ fundraising 
procedures & systems, branding, current marketing/ PR activity and 
performance against previous goals.



PEEST Analysis
Political Factors
• Attitudes of govt.
• Legal and fiscal framework
• Govt. contracts
• Activities of Pressure Groups

Environmental Factors
• Sustainable Practices
• Environment Protection Legislation
• Public perceptions/ ethics (3 peaks)

Socio-cultural
• Public attitudes to overseas giving
• Awareness of international development 

need and impact
• Donor behaviour
• Consumer lifestyle 
• Demographic patterns

Technological Factors
• Energy saving technologies (e.g.. solar)• Public perceptions/ ethics (3 peaks)

Economic Factors
• Employment
• GNP Trends
• Interest Rates
• Inflation
• Tax breaks/ law (GA)
• Business cycles (boom & bust)

• Energy saving technologies (e.g.. solar)
• IT technology – social/ virtual networks; 

‘click on’, twitter, face book etc



SWOT Analysis

Organisational Strengths Organisational Weaknesses

• The Health Link has been 
established for >10yrs so strong 
brand in the local community & 
experienced volunteers

• The Health Link currently relies on 1 
fundraising income - event organising 
with a poor ROI and income is not 
meeting programme the need overseas 
with their Ethiopian Health Link partner 

Environmental Opportunities Environmental threats

with their Ethiopian Health Link partner 

• The new MP is a retired doctor 
who did his elective in Ethiopia, 
who may be interested in becoming 
a Trustee for the Health Link

• The Health Links UK Hospital 
maternity wing is being threatened 
closure due to the recession, whose 
staff generate >30% of the Health 
Links annual income
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SMART Fundraising Objectives
1. Gift Aid: to identify and mark all donations in last 4 years (since 

Apr 2006) on the Health Links database by 31 Dec 2010 which 
are potentially Gift Aidable and those not yet Gift Aided to write to 
or email to encourage to GA if willing and eligible by 28 Feb 2011.  
2011 target for Gift Aiding all new donations = >60%, >70% 
(2012) and >80% (2013).

2. Events: to raise £10,000 profit (after tax) from 2011 May Ball. 2. Events: to raise £10,000 profit (after tax) from 2011 May Ball. 

3. Trusts & Grants: to identify, research and apply to 2 Trusts/ 
month and generate an income of £5000 from T&G applications 
by 31 Dec 2011. 

4. Volunteer Management: to recruit, induct & train 10 committed 
event volunteers to assist with Health Links events, by Jul 2011.
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Key Strategies –
‘Positioning of Charities’

Research/ Campaigning
X (Crisis) X (Shelter) X(Crisis)

X (ALS) X (Centre Point)
X (StMungos)

CRISIS’S 3 KEY SERVICES IDENTIFIED AS USPS
1. Campaigning & research for homeless
2. Providing training, life skills & Education
3. Improving lives of single homeless

X(Big Issue)

Rent/ deposit X(QSA) X(HWW) X(Emmaus) X(YMCA) Training/ Ed 
`       Skills

X(ALS)

X(StMungos)
X(ECHG) X(Shelter) X(SA) X(Centre Point)

Accommodation

3. Improving lives of single homeless



Overall Direction

Market Penetration
= Low Risk

Same service/ activity, 
targeting same beneficiary/ 
donor market

EXISTING NEW

EXISTING

Activity Development
= High Risk

New activity targeting existing
beneficiary/ donor market

Service/ activity/ event

donor market

NEW

Market Development
= Degree of High Risk

Existing service/ activity, 
targeting a new market

Diversification
= Highest Risk

New activity targeting new 
donors/ beneficiaries

Markets

Source: Adapted Ansoff Matrix in Sargeant and Jay (2004, p90)



Mission

Organisational Objectives

Fundraising Audit
PEEST analysis             Market Analysis
Competitor Analysis       Internal Analysis

Framework of a Fundraising Plan

Budget

Schedule

Monitoring/ Control

Competitor Analysis       Internal Analysis
Collaboration Analysis

SWOT Analysis

Fundraising Objectives

Key Strategies
Overall Direction

Segmentation
Positioning

Tactical Plans
Individual – Direct Marketing

Individual – Major Gifts
Corporate – sponsorship/ GAYE

Community fundraising

Ref: Sargeant and 
Jay (2004, p69)



The Tactical Marketing Mix
1. Products & Services – what needs do your ‘Health Links’’ local 

communities/ target audiences have & how can they be best satisfied

2. Price – cover cost and add profit margin, what can afford & competitor 
matching.  Also consider guest costs:

Total costs = OOP costs + OC costs + AO costs

OOP (Out Of Pocket) costs = travel to event, babysitting, raffle, ticket
OC (Opportunity Costs) = rescheduling costs/ foregoing other opportunities
AO (All Other) costs = inconvenience costs such as no parking places & no food leftAO (All Other) costs = inconvenience costs such as no parking places & no food left

3. Place – degree of accessibility (e.g.. Where volunteers live, disabled access), 
prestige of venue (attract corporate/ VIPs), target & market a physical location

4. Promotion – advertising (TV, radio, poster, newspapers, newsletters) sales 
promotion (stimulation to donate or buy), PR (production of written material, 
organisational identity, publicity (free newsworthy activity), expert speakers, Direct
Marketing (Direct Mail, door to door, 1:1 (Major Donor)). 



‘The 7 P’s of Marketing’
5. People – ensure effective volunteer recruitment strategies, 

selection (role suitability with skills & expectations, induction, 
training, review of motivations and always acknowledge & thank.

• Demonstrative Motivation : – ego reward and social recognition
• Social Motivation: active form of supporting a charity, socialising 

opportunities with other volunteers & staff – feel collectively good.
• Instrumental Motivation : feel need to help others and sense of duty to help 

others less fortunate than themselves. (Ref: Fenton et al (1993) in Sargeant (1999))

6. Process – the journey of a Health Link supporter or donor for a an  
event (eg. concert): telecon       written confirmation/ purchasing ticket        car 
park facilities        welcome-orientation        cloakroom         toilets          bar       
comfort of waiting area         usher       comfort of seating         ability to see/hear/ 
performance         internal refreshment        second half performance       cloakroom   

ease of departure              

7. Physical Evidence – premises, facilities, dress, reports, newsletters, websites, 

communications – you need to bring your Health Link’s work overseas into a 
potential donor’s UK home.  Photos are very powerfu l & presentation/ talks



Resources & Volunteers

• Trustees (Health Link 
& NHS Trust) and their 
contacts

• NHS staff and patients• NHS staff and patients

• Local businesses, 
schools, societies and 
churches
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Sample Budget
Annual Expenditure

Visitors to the UK (3 per annum) £ Number        Total (£)
Visas/ passports
Flights
Travel to/from airport
Accommodation & living costs for 3 weeks
Misc expenses
Subtotal:
Visits to the DC (4 per annum)
Visas/ passports
Flights
Travel to/from airport
Insurance (medical/ travel/ luggage)Insurance (medical/ travel/ luggage)
Vaccinations/ anti-malarials
Accommodation & living costs for 2 weeks
Misc expenses
Subtotal:
Books and equipment costs
Journal subscription
Books & support training
Shipping container of hospital procured equipment
Subtotal:
Link management costs
Costs for fundraising activities
Monitoring and Evaluation costs
Conference & training costs
Subtotal:

TOTAL COSTS (Year 1):



Sample Budget

Annual Income (based on Fundraising Plan)

Unrestricted income: £          Number        Total (£)
Payroll giving (NHS Hospital)
Events
Contribution from Trust Board
Individual Donors
Trusts & GrantsTrusts & Grants

Restricted Income (for specified activities):
Trusts and Grants
Institutional Grants (DFID, EC, Comic Relief) 

TOTAL INCOME:  

Profit/ Loss = Income - Expenditure
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Scheduling – using a Gantt Chart
OBJ ACTIVITY J

A
N

F
E
B

M
A
R

A
P
R

M
A
Y

J
U
N

J
U
L

A
U
G

S
E
P

O
C
T

N
O
V 

D
E
C

1 DM Health Link 
appeal to 100 IDs

2 Organise May Ball

3 Trusts/ Grant 
application (1-2/ mth)

2 2 2 2 2 2 2 2 2 2 2 1

4 Corporate (secure 
prizes & wine for May 
Ball)

5 Institutional Donor 
(Comic Relief 
Application)

D/L
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Monitoring & Control

• Actual donations achieved against 
the budget

• Actual costs incurred against 

Health Links Fundraiser or Fundraising Committee submit a monthly 
report to Health Links Trustees, which is reviewed by the Treasurer: 

• Actual costs incurred against 
those budgeted

• The performance of specific forms 
of fundraising (ROIs)

• The appropriateness of the 
strategy/ tactics adopted
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SECOND TASK

1. Define your Health Link’s Mission in a few 
sentences

2. Decide on 3 organisational objectives 
(SMART)(SMART)

3. Produce a PEEST and SWOT analysis of your 
Health Link

4. Decide on 3-5 SMART fundraising objectives


