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Today:

• Auditing the environment in which you’re operating

• Using the audit results to set your objectives

• Finding your strategic direction

• Choosing your tactics

• Keeping your strategy relevant over time



Why invest time and effort?

• 95 per cent of respondents said that they believed that fundraising planning was an 
immensely valuable process

• 90 per cent said that having a formal fundraising plan increased their effectiveness

• Organisations with a plan had higher levels of donor retention; were more likely to 
have increased income in the last two years (whilst being less likely to have 
decreased income)

• The more the plan adhered to good practice (i.e. there was a plan in place, 
including strategies and tactics; the plan was integrated in the organisational 
budget and had resource allocated to it; senior management were involved; 
fundraisers were held accountable and team members committed), then the more 
confidence the organisation had in achieving its targets

       
                                                                Sargeant and Carpenter 2020







Find a focus
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PEST analysis

• Political / Legal
• Economic
• Social
• Technological

What are the key trends?
What does this mean for me?
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Peer analysis: what to include?

1. Who can teach me the most for my 
fundraising strategy? 

2. What results have they achieved? 

3. What are the broad underlying reasons? 
Strategy and tactics? 

4. What does this mean for me?
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Market analysis: what to cover? 

1. Who is my market(s)? e.g. alumni or cyclists or women 

aged 45-64 (etc etc)

2. What do I already know about 

them from internal data? Who, what, why, where, when, how 

questions 
3. What can I add from external 

research?

4. What are the trends in my 

area(s) of fundraising?

e.g. growth in virtual events, value 

exchange

What does this mean for me?
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Results



The 5 Ms

• Men

• Money

• Machines

• Minutes

• Mission
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Strengths Weaknesses

Opportunities Threats

SWOT







Objectives

“Objectives are a critical part of the plan as they 
are the only mechanism by which its success can be 
measured. If a plan achieves its stated objectives 
we might reasonably conclude that it has been a 
success. Without them, one can only speculate as 
to the planner’s original intent and the 
effectiveness of the activities undertaken. Valuable 
resources (donated by donors!) could be being 
wasted, but the organization would have no 
mechanism for identifying that this was in fact the 
case.”

Professor Adrian Sargeant





Am I SMART?

• To raise awareness of the charity in 2022

• To grow our events programme by 
September 2022

• To raise £5000 from a new corporate 
partner

• To recruit 400 new donors by June 2022



Strategy







Segmentation

…is the process of splitting [donors], or potential [donors], in a 
market into different groups or segments, within which [donors] 
share a similar level of interest in the same, or comparable, set of 
needs satisfied by a distinct marketing proposition

McDonald and Dunbar 2004



1. Define the market



2. Identify the best 
segmentation criteria

To do a successful segmentation you 
need to chose the variable that is the 
most predictive of profitable behaviour 
by your audience to your brand(s). 

(CIM Marketing Expert)



Webographics e.g. internet 

experience, computer experience, 

usage level (time spent), access 

device, access place, web skill 

and type of data plan



Digital



3. Apply the segmentation 
criteria and divide the market



4. Identify the priority 
segment(s)



5. Evaluate

• Measurable
• Accessible
• Substantial
• Stable
• Appropriate
• Unique
• Sustainable
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Positioning



Case for support
• Lets break the ho-hum barrier

• We’re relevant in a broad context

• We’re proud of our history

• Please read on…this is what’s special about us

• A compelling future vision that deserves your attention

• What’s in it for you?

• Do it now please…
Adapted from Raise-funds.com



The case statement has four pillars…

• Vision
• Enemy
• Hero
• Recipient



Vision Enemy Hero Recipient

No deaths at 

sea

The cruel sea Tough, 

bearded, 

volunteer 

crewman

Silly day-sailor 

who fell off 

their boat





Good tactics?

• Meet objectives and ROI requirements

• Relevant to strategic decisions

• Reflect our audit results

• Trends in type of fundraising activity

• Reflect best practice and evidence

• Realistic resource



Tactics
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Experience – the cycle

Ask

Gift

Thank 
you

Follow-
up

Journey

Process

Channel

Experie
nce

Gift

Do
nor
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Some channels…

• Personal communication
• Direct mail
• Email
• PR
• Online advertising
• SEO
• PPC
• Social media
• Billboard advertising
• Inserts
• Shops

• Text

• Telephone

• Face to face/door to door

• DRTV

• Presentations

• Trade shows

• Newspaper/magazine 
advertising

• Website/blog

• Influencers
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Schedule



Budget
Item Detail Expenditure

Creative costs Copywriter & Designer £5000

Leaflet printing 10k x 2p £2000

Postage 100 batches @ £0.90 £90

Online advertising 7 sites £5000

Internal costs Processing returns £250

Total £12,340

Item Detail Income

Joint membership x 34 34 x £800 £27,200

Single membership x 16 16 x £500 £8,000

Total £35,200

ROI 2.85





Measurement

• What will you measure? And why? 
– What are your metrics and KPIs? 

• Who will measure it? 
• How will they measure it? Do you have processes in place?
• Where will it be measured e.g. a dashboard in the CRM?
• When (how often) will it be measured? 

Ultimately, what went wrong and what went right? And why?



Types of risk

• Strategic

• Financial

• Logistical

• Reputational

• Relational

• Compliance and/or ethical

• Other e.g. weather





Will you?

• Tolerate

• Terminate

• Treat

• Transfer



Avoiding strategic wearout



But…

• Signals can be missed

• Signals can be misinterpreted

• It might be difficult to change

• People might refuse to change



Johnson et al 2012



Emergent strategy

- Creating an initial hypothesis about the 
market

- Testing it quickly, and assessing the feedback

- Change either the strategy, or the way it is 
executed

- Revise plans and budget, then communicate 
changes to the organisation, and monitor the 
execution of the revised strategy

                 Jones 2020



Thank you so much!


	Slide 1: Fundraising strategy
	Slide 2
	Slide 3: Today:
	Slide 4: Why invest time and effort?
	Slide 5
	Slide 6
	Slide 7: Find a focus
	Slide 8: Fundraising Audit Framework
	Slide 9
	Slide 10: PEST analysis
	Slide 11: Fundraising Audit Framework
	Slide 12
	Slide 13: Peer analysis: what to include?
	Slide 14
	Slide 15: Fundraising Audit Framework
	Slide 16: Market analysis: what to cover? 
	Slide 17: Fundraising Audit Framework
	Slide 18
	Slide 19: Results
	Slide 20: The 5 Ms
	Slide 21: Fundraising Audit Framework
	Slide 22
	Slide 23
	Slide 24
	Slide 25: Objectives
	Slide 26
	Slide 27: Am I SMART?
	Slide 28: Strategy
	Slide 29
	Slide 30
	Slide 31: Segmentation
	Slide 32: 1. Define the market
	Slide 33: 2. Identify the best  segmentation criteria
	Slide 34
	Slide 35: Digital
	Slide 36: 3. Apply the segmentation  criteria and divide the market
	Slide 37: 4. Identify the priority segment(s)
	Slide 38: 5. Evaluate
	Slide 39
	Slide 40: Positioning
	Slide 41: Case for support
	Slide 42: The case statement has four pillars…
	Slide 43
	Slide 44
	Slide 45: Good tactics?
	Slide 46: Tactics
	Slide 47: Gift
	Slide 48
	Slide 49: Experience
	Slide 50: Experience – the cycle
	Slide 51: Channel
	Slide 52: Some channels…
	Slide 53
	Slide 54: Process
	Slide 55: Journey
	Slide 56: Schedule
	Slide 57: Budget
	Slide 58
	Slide 59: Measurement
	Slide 60: Types of risk
	Slide 61
	Slide 62: Will you?
	Slide 63: Avoiding strategic wearout
	Slide 64: But…
	Slide 65
	Slide 66: Emergent strategy
	Slide 67: Thank you so much!

