Why are some hospices
able to generate £millions

from their lottery programmes
& most hospital charities
are struggling to generate 1/10t of that?
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to uniock the ful J) otential of their
lotteries & Regular Giving Programmes.

We can help you grow your lottery income
to £1million per year within 5 years,
because we know how to
responsibly & successfully
recruit face-to-face within hospitals
for hospital charities.
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Changing the face of face-to-face fundraising




Section 1 — the power of face-to-face recruitment
of small, regular donors

« Why have hospice lotteries been so successful?

« The impact of small, regular donor programmes

« The case for face-to-face recruitment

« Changing the face of face-to-face fundraising

Section 2 — Face-to-face working in Hospitals for
hospital charities

« Understanding the hospital environment

« Understanding the impact of hospital charities

« Why we are so keen to working for hospital charities



Hello everybody & welcome to this brochure
produced by The Fundraising Partnership.

Clearly, the purpose of this document is to
promote the company & hopefully help us find
new charity partners, but we wanted to do more
than just provide a bland corporate advert.

Instead, we wanted to share with you our
excitement about the potential for high quality
face to face fundraising to transform the income
of hospital charities.

“If you want other people to be interested in what you are saying,
say something that is interesting to other people
& try & say it in an interesting way.”

It is not an accident that we called ourselves a partnership. It is very much a team effort to
run our company & we believe in the power of teamwork & collaboration rather than being a
“one-man band'. Our current charity partners will tell you about how our partnership
approach creates a genuinely different relationship & adds additional value.

We provide ourselves on being a values-driven company & we say that you can read our
values from our practices & decisions - that the company values run through everything that
we do like the lettering in a stick of rock.

We want to use our skills and our expertise to help hospital charities raise more money so
they can do more money for the community they serve, and we also want local people to
have the opportunity to support the hospitals that they love.

Yours in partnership

Kevin Mann
Managing Director
The Fundraising Partnership




Why have charity lotteries
been so successful?

CS\CIVILSOCIETY Charities are raising
increasing amounts from
lottery programmes & its

growing year on year.

Society lotteries raise over £300m for
charities and good causes in record year
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The secret is that it isn't

about the lotteries at all.
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964 articles

Trustpilot

Email  Twitter

¥ in
S +

The National Lottery

Society lotteries raised £332m for good causes last year, according to recently

published figures by the Gambling Commission.

This was an increase of 11 per cent or £32.95m on the previous year. The
Gambling Commission recently published statistics relating to the period
between April 2018 and March 2019, which also show that the amount raised
by the National Lottery for good causes was £1.5bn, a drop of 1.5 per cent.
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This growth has happened whilst the reputation
of the national lottery has tanked & growing
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concern about gambling problems in society.
The real story is that it isn't about the lottery at all its about face-to-face

recruitment of small amount long term donors to appealing good causes.

People in charity lotteries are not really lottery players at all they are charity
supporters that have been recruited into a lottery programme because its fun &

affordable & they have been actively asked.

It's not about the lottery it’'s about

face-to-face supporter recruitment



Why have charity lotteries
been so successful?

We believe that Hospital charities are

missing out on a really important income @.ELOTTEKIES

COUNCIL

source & an opportunity to engage the
local community as active supporters of

the local hospitals that they love.

The income potential for each hospital
charity is significant. Not just the regular

unrestricted income from the lottery but
Lotteries:

the pipeline of warm prospects for legacy of Fundraisi n»g
giving. &

You build this with cause led face-to-face fundraisers taking the message out to

people about the amazing work of hospital charities & recruiting them into a

very attractive & affordable way to give & make a difference.

But although lotteries can be a great form
of gamified giving, these supporters don't

join just because they can be in a draw.

The join because they have been actively
recruited & to feel part of something &

make a difference.

Nearly all hospice lottery

supporters have been
recruited face-to-face




Charity lotteries are small
regular donor programme

Lottery programmes and Regular Giving Programmes
are variations of the same concept.

Lots of people, Lots of people

giving a small amount regularly, giving a small amount regularly,
to make a bid difference for a long time.

together.

If you recruit face to face you can create a large supporter base with an annual

income to match and the potential to yield additional contributions.

If you sell the cause and not the form of donation you get better long- term

support. Selling charities as lotteries actually makes them less effective.

The reason that hospices have grown their lotteries is because they have had
the investment on face to face and Regular Giving hasn’t. Done the right way it
doesn’t actually matter whether you are promoting regular giving or lottery at

all. You can do either or both using almost the same approach.



What gets people into small
regular donor programmes?

Ask

No one does this unless they are

asked, but lots of people will very
willingly do it they are asked. If
you rely on posters & leaflets &
social media & people doing it

themselves, you won't recruit.

Instead get a nice person to ask
people in a nice way & set up
their support for them.

Simplicity

Small regular donations are easy

to understand. We don't ask for a
lot from each person so its not a
big decision & (nearly) everyone

can be included.

We just ask people to keep doing
and we recruit lots of supporters.
Its appealing simple, quick &

straightforward with no catch.

Cause

The primary motivations for long-
term lottery or regular giving
supporters is the charity & the
cause. Its not the lottery or the

prizes or gift aid.

People want to give to their local
hospital & make a difference, but

no one is actively asking them.

Belonging

People have an emotional bond to

their local hospital. If they
support it, they want to feel part
of it.

Make them feel valued & show
the difference they make through
a good, subtle supporter journey
strategy & they will keep giving &

give in extra ways.



Income streams from small
regular donor programme

Key characteristics of the income from lottery & regular giving

programmes are:

« Unrestricted income giving the charity the scope to use the income
where it is most needed without strings or conditions.

- Areliable & ongoing income year after year that can help with
budgeting & planning.

* An inclusive supporter recruitment programme - because the
amount is low, most people could give in an affordable easy way.

« The average donation amount per supporter is in excess of £300 —
its not just £1 per week it's £300 over 6 years.

« It continues to grow in value with ongoing investment but also
leaves a significant future income if recruitment is halted.

« During the pandemic lockdowns, many charities lost nearly all of
their income from other fundraising sources such as retail or
events but the supporters in the lottery & regular giving
programmes kept contributing.

* Regular giving & lottery programmes are also resilient in the face
of economic downturns because they involve only a small financial
commitment (under £10 per month). Small regular donors keep

giving when larger donation amounts may be vulnerable.

A small regular donor

programme with 20,000
supporters generates £1m pa




Small regular donor programmes
give outstanding long term Rol

Lottery & regular giving programmes are a relatively low-risk way to deliver a
large recurring income & they offer a great return on investment, but they start

slowly.

It takes some time to make back the cost of acquisition — typically 15 months —
but after that the overheads are very low so the return grows month by month
until after 6 years the Rol can be up to 500% or even more. Recruiting high
retaining supporters is beneficial because it does shorten the length of time

until the investment is repaid & it also increases the overall life-time return.
LOTTERY CAMPAIGN RETURN ON INVESTMENT PROJECTIONS

Earn-back is month 15.
Initial investment is doubled after 3 years
& tripled after 5 1/4 years

Note 31% of acquisitions will still be
contributing after 6 1/2 years.

Beyond that, the ROI continues increasing by about 100% per year as there are
many supporters that continue until they pass i.e. may contribute for 20 or 30
years or even more. There is a lack of reliable data about this but every hospice
that has had a lottery for 20 years or more typically has 20 or 30% of
supporters who joined in the 15t month. The actual lifetime value of each lottery
player is almost certainly significantly greater than the £300 that we know

about at this stage.



Small regular donor programmes
can transform legacy income

Lottery & Regular giving supporters create a warm

database of supporters to convert into legacy donors.

more.

That means that a lottery & regular giving programme with 20,000 supporters
could easily yield in excess of £30 million in legacy donations in addition to an

ongoing income of £1 million per year.

c . : - It will take 44 years and
We think any charity looking to grow its 125 million more

: : London Marathon runners to raise
legacy programme should be integrating a sl e L

face-to-face lottery & or regular giving legacdigifts; every Wear

programme into its legacy strategy. legacy NN

Conversion rates & cost per acquisition will be far better from a pool of existing,
warm supporters who already know of the charity & its work & have

demonstrated the ability & inclination to give in practice.

Face to face recruitment of regular supporters creates the pipeline for future
legacy income. It not only gives you an ongoing incoming its also an

investment to create warm legacy leads for the future.

A small regular donor
programme with 20,000

supporters could yield £30m+
in future legacy donations




Face-to-face is the original
outreach marketmg strategy

Almost no one joins a charity’s regular giving or

lottery programme spontaneously but large
numbers of people will do it if asked, & if asked

in the right way.

It is not only the only effective way to convert

large numbers of people into donors, its also the

OUTREACH

N o e

A good face-to-face fundraiser can listen & can be emotionélw:engaging, they

can be responsive to the supporters’ interests or concerns, they can provide

clarity & answer questions & they can qualify for vulnerability & route people to

the right form of support for them.

Typically, charities talk about needing at least 3 meaningful contacts to convert
general support into actual assistance. That applies when it's a media contact
like @ TV advert or a Facebook posting. But just a single in-person face-to-face
ask will convert latent support into active support & will launch the supporter
journey in the best possible way. But to do this you need the right people
representing you & in the right way.

Face-to-face can take a

contact from introduction to
support in just 1 contact




The case for face-to-face

The primary reason that adult & children’s hospices are able to generate such
large regular income from their lottery & Regular Giving programmes is because

they have successfully invested in face-to-face recruitment of supporters.

We are aware of no local hospice or children's I_. ACE
hospice that has grown its lottery or regular -TO0-
giving programmes by any significant amount FACE

without primarily using face to face recruitment.

Recruitment via leaflets or social media typically yields dozens of supporters
each year compared to the thousands that face-to-face recruitment can deliver.
Supporters recruited face-to-face give twice as much as supporters recruited via
other methods.

Face to face
also brings
- massive added value

-+ MAX

Effective face to face is the ultimate outreach campaign — a walking, talking
version of your impact report

« Effective personalised awareness raising of the charity & its work generally
« Effective promotion of any specific campaigns or events or activities or

volunteering opportunities

« Increased one-off donations from those who don’t want to give regularly

Only face-to-face brings both

mass supporter recruitment
& major added value




Why people worry about using
face-to-face supporter recruitment?

No one wants chuggers or double-glazing salespeople pestering
patients or being associated with the hospital charity .

To change the face of face-to-face fundraising we start by changing
who does face to face fundraising & how they do it.

Everything changes when you start by changing that.

1 4




Z Changing the face of
<mma» face-to-face fundraising

Excellent, sensitive face-to-face fundraising is all about who you have

representing you. Its all about the people who are doing the job.

The average age of our fundraisers is 58 & is 2/3rds women. Our fundraisers
are professional people who have life experience and are motivated to do a
worthwhile job for a great cause.

They can engage people in conversations, listen & speak with authenticity &
sensitivity about the importance of care & the difference the charity makes.
They deliver the best supporter retention in the industry and are effective and

sensitive ambassadors for your charity.
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Trauma Unit =
Cardiac Services >
Theatre Direct Admissions —>
Ambulatory Monitoring =
Radiology (X-Ray) Level1 —>
Paediatric Intensive Care Unit =

Coronary Care Unit =

Intensive Care Unit =
Emergency Department =

Children’'s Emergency =
Clinical Decision Unit =
Medical Assessment Unit =

Working in Hospitals
On behalf of
Hospital charities

the
fundraising
partnership




The hospital environment

Because we have experience & expertise in working within hospitals,
we know that a critical ingredient for success is to understand the
environment of the hospital. Although there are common elements

every hospital has its own distinctive characteristics & quirks.

Part of our commitment to excellence is about caring about the
details, so we like to really get to know the environment of each
hospital & then we use that to deliver the smartest solution to deliver
high quality supporters.
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Ancillary or Secondary site
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We will conduct a site survey that will enable us to identify the
various locations that could be used for face-to-face fundraising & the
times that this is most likely to be effective in each case e.g. when
surgeries operate but also the physical constraints of each location &
the traffic flow requirements.



The hospital environment

Its is not only about footfall — linger time is also a factor for example.
You can also customise the messaging to suit the department that
you are working near using examples of charity impact that relate to
say the eye hospital or the dentistry department etc. This is part of
the field insight that an experienced team, working in partnership

with staff on the ground can bring.

i\

You get to know the common directional questions to specialist wards
or to facilities like toilets & cafes or where the car park ticketing
machines are. Helping the patient experience not only just helps the
hospital it is also a different mindset for the fundraiser & of course if
people see you being helpful it does them more inclined to sign up

with you. It's a virtuous circle.

This also means that we don't over-
work areas & create cause fatigue or
irritation & it means we can flex
around other requirements such as

other people using public spaces.




Knowing the charity

Because we have experience & expertise in working within hospitals we know
that hospital charities do amazing things that make a real difference to the

public & which really resonate with potential supporters.

One of the 1st things we do is seek to understand the charity, & specifically its
past impact really well. Scanning through websites & impact reports to find the
examples & the stories that we can use to recruit future supporters. These will
typically cover a range of impacts from big to small covering medical equipment
but also seemingly small enhancements to the patient experience. Different
types of examples will connect with different people & they also should show

how the charity uses funds to supplement & not to replace proper sate funding

of the NHS & your local hospital.

We then deploy this information into every aspect of our campaign plan such as
literature & pitch laminates, stands & displays, welcome emails, fundraisers
training & even fundraiser recruitment. The past impacts of the charity and the

difference they make are the “selling point”.



Broadcasting your impact

Most Hospital charities have a massive impact. Many produce a great impact
report full of great numbers, great examples and great stories. Unfortunately,

these great messages don’t always reach as many people as we would like.

But imagine if you can take all that material and deliver it in person and face to
face. Suddenly all the effort starts to get much more traction, as you actually

convert it into supporters and therefore income.

When people find out about what hospital

charities do they really do want to support

MU SCANNERS FOR
STMICHAEL'S HOSPITAL

them & face-to-face is the best way to get

MRI SCANNER FOR SOUTH BRISTOL
COMMUNITY HOSPITAL (SBCH)

that message out there & convert it into

“IT GAN BEVERY
DIFFICULT TO EXPLAIN

i tangible support. Face to face is the bridge

ITIS IMPROVING

between the great work that hospital charities

& the public who aren't really aware of it &

how to support it.

For some people it will be the new piece of equipment that the charity could get
sooner and the numbers of people that benefit that resonates with them. For
others it will be extra comfortable chairs for dads in the maternity ward. For
other it will be the art projects, or it might be extra toys and book in the
children's ward, or it might be relocating lockers to make life easier for doctors
& nurses in a specific ward or it might be improvements to the waiting areas.
Occasionally it will be something really visible like the relocation of the
helicopter pad. For many it will be the sheer number & variety of ways that a

hospital charity benefits patients & visitors.

When our fundraisers are talking with potential supporters they can be cause
led & not be “people selling a lottery”. This cause authenticity is vital in
recruiting the high retention supporters that will yield the best return on

investment.



Code of Practice for Working for RS

: o fundraising
Hospital Charities partnership
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Be a humble but proud
part of the hospital community




Why we want to

work on behalf of
hospital charities

gl
fundraising
partnership




Kevin Mann Managing Director

It has been a privilege to work with & on behalf

of hospitals charities in the past.

We believe that we can help you raise a lot of

money & take your message & brand out to the

community.

We feel working in hospitals is a specialism within the face-to-face sector. We
believe that we have more hospital specific experience, practical insight &

better values alignment than any other face to face agency.

We are a cause led fundraising company. We are passionate about raising funds
for hospices & health charities. We specialise in fundraising sensitively for

causes that are literally about life & death.

We recruit mainly older people with life experience who are motivated to do a

job that is worthwhile for cause that they care about.

We are passionate about our NHS & many of us already have years of
experience of working in hospitals for hospital charities. When we set up the
Fundraising Partnership our medium-term strategy was to help hospital charities

benefit from excellent face-to-face fundraising.

We want to use our skills & expertise & passion to raise funds for hospital

charities & we also just love the experience of being part of a hospital.



Why we want to work
for hospital charities

Diane Simmons has worked on behalf of
several hospital charities over the last 5

years in multiple hospital locations.

"I like to work but money is not my
primary motivation at this stage of my
career. I want to enjoy my work & feels
its worthwhile & that is why I love

working in hospital on behalf of hospital

charities.

But I also love the people that you meet every day both patients & staff. So
many stories, so many really lovely people & just so much always going on. You

really feel part of something & you want to play your part too.
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I feel very proud & honoured to represent hospital Charites & to help them

make a difference. I just absolutely love it.”



Christine Walton has worked in various sales jobs all
her working life & 8 years ago moved to working as a

charity fundraiser.

" I had never thought of doing something like this
before but now that I have its actually the best job

that I have ever had”.

Using my skills for charities that make such a difference is very fulfilling, but

also I just love being out there talking with people.

s; e . /
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Hospitals are great because there is such a
variety of different people. I love to hear their
stories & experiences & there always so much
going on. It a really exciting place to work & I
like to really get to know about the hospital so
I feel part of it, understand what different
departments do but also so I can help people
if asked.

I get a real buzz from working in hospitals.”




Richard Hill moved into charity fundraising 6 years ago
after a career in the corporate world & has worked in

several different hospitals for different charities.

“Like many people in Britain I am devoted to the NHS, so

there is nothing I enjoy more than using my skills to give

something back by raising funds to help more people.”

I like to immerse myself in the world of
each hospital, so I really feel rooted in
it & I like to get to know the staff you
see every day.

It can be a challenge just to work out

what all the different uniforms are!

I have always made a real effort to become friendly with all the reception staff,
the porters, the volunteers from the charity but also hospital friends. I want
everyone to think - “ Oh great Richard is in today" rather than “ What are they

doing there?"”

: ’*’zﬁ‘\ = Hospital charities give you such great examples
: -’!ﬁ of the impact the charity has if you look for

them. These can be crafted into really

appealing, enjoyable & persuasive stories to




Why we want to work ™
for hospital charities

R

Nick Berg is the CEO of the Fundraising partnership
but has also spent considerable periods of time
working as a face-to-face fundraiser in various
hospitals.

I really believe that working within a hospital on
behalf of a hospital charity requires an enhanced set

of skills beyond those of face-to-face fundraising in

other contexts and settings.

When you start working in a hospital its almost overwhelming at first. There are
so many signs & corridors, & uniforms & so many people wandering around &
all kinds of things going on. I can remember the shock of seeing patients in
handcuffs with security for the 1st time for example. It gave me scope to take
my face-to-face fundraising skills to another level & as someone interested in

method and technique and craft this was very satisfying.

Then over time you get to know the hospital better - the regular staff and

volunteers, you get more familiar with different types of patients, you sharpen
us your sensitivity and vulnerability detection. I also took pride in helping the

charity increase its one-off donations and its sales of branded merchandise.

What was most inspiring was talking about the impact each charity had,
whether it was talking about equipment or just pointing at the giant badger

sculptures behind me to explain the contribution of arts projects in hospitals.
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For Sue Ryder, how our supporters think & fe
must truly trust the.fundraising agencies we
expectations the general public has about cha
we need to work with agencies that embrace

As the UK Lottery & Regular Giving Managej,for Su Ry, h % managed
charity lotteries over the last 10 years, I've e | 0ss the
industry. I've seen some exceptional practice 2 gsatoo. I have

Whether any agency flourishes or fails is depe
management team, upon its fundraisers &t C 3| ing poor-
quality fundraisers & managers will result'inh?)or qu v -term
sustainability issues with attrition & complaints risin

I have worked with the senior team at TFP for seve ‘previous ies &
know that they are the driving force for quality, compli & al i ail & that
their values align with ours. The whole team is committ ) drivi [
our brand through passionate interactions with the public
stepped out to set up their own agency, I was delighted

Having worked with TFP for 18 months, the quality of signups
LTV of our lottery donors is increasing & the quality conversa
enhancing our brand & reputati nlike other agencies,
deal with around public interactions & those we have ar

alt with really well.

pen about what they can do & any

nd to deliver, & they really commit to
0 much easier & better than with

ing for; us from top to bottom & it

agency is more focused upon

liver it. They talk the talk, but

They listen & are responsive & they are hone
challenges. TFP don't say things that they d
everything that they do. This makes the rel
other agencies. The entire team is devote
shows in every interaction & every aspect
quality or has greater insight into what dri
they really do walk the walk too.



Claiwre House
CHILDREN'S HOSPICE

Setting up, we had faith that they could help us to do this. It was a big step for us
With them but what convinced us then, & has been proved since, was their leade

fuality of their work.

he relationship we have with them is honest & open & they have responded posiH¥El

any challenge we have set them. They really understand us as a charity & all aspé

ottery face-to-face fundraising. This is a very well-led company with integrity & valUESHREE
are aligned to Claire House, & this is shown in the excellent quality fundraisers tHEVAERPIOYA
8 a result, we have a very high level of trust in The Fundraising Partnership tolaiiNaySeo!
BNright thing for Claire House.
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As you can see, we specialise in working on behalf of health charities dealing with
sensitive issues like end of life, bereavement, cancer & strokes. Many pf our
charity partners are local charities that rely on fundraising from within the local

community & where local reputation is paramount.
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Changing the face of face-to-face fundraising

Partnership is at the

The heart of everything that

Fundraising eS8
undraisi
supporters Pa rtnership Our fundraisers connect

the public to your
charity as supporters.

We are also driven by
our beliefs, mission,
vision & values.

We are a values-led
company & our values
run through everything
that we do.



MiIssION VALUES

For too many organisations their mission statements are interchangeable
management buzzwords that could be used about any company in any industry
- sounds good but says nothing.

Our corporate statements are different. We have thought about them, & they
reflect what we feel & what we believe & are intended to make us distinctive.

They are also our creed. We tell everyone about them, & we expect & want to
be judged by them. They define our behaviours & choices. We are a values-
driven organisation & our values run through everything that we do.

What we know is face-to-face fundraising

B E L I E F S We know what we know,
what we are good at & what we don’t know.
.3

R
We believe in our charities —
we put their interests 1st
We respect & seek to learn from & with
their staff.
We seek to make our colleagues look good!

We believe We believe in the
passionately in the § value of inclusive &
value of face-to- resilient low value
face fundraising regular donation

fundraising
We believe the
future of f-2-f will We believe in

be about Partnership &
professionalism, collaboration to

sensitivity & deliver & improve
adding long-term

value




MISSION

=

Our mission is all about long-term sustainability in what we deliver.

The mission of the fundraising
Partnership is:

to create a sustainable business

that delivers a sustainable income
for charity partners from high
retention supporters recruited by
face-to-face fundraising

& a sustainable work-life balance
& income for our fundraiser
partners to live on.

Our vision is to be:

the most trusted fundraising
agency working in face-to-face
charity fundraising.

We will achieve this by turning
our values into practices

to create a company that
provides something fresh

& is genuinely & significantly
better than any of the
alternatives.

Delivering work-life balance for our fundraisers is part of our mission statement.
Trust & delivering on our values is at the heart of our whole business strategy.

VALUES

Employ great People
& give them great
training & support

to achieve great

results

Data

+ Experience
Insight

Better results

Excellence comes
from leadership,

+ systems

+ culture




High supporter retention is written into our mission statement — it is part of our
company DNA. Our supporter retention rates are emblematic of our company’s
commitment to excellence.

This form of fundraising has always been all about long-term Rol which is driven by
retention which is driven by smart acquisition or smart recruitment.. We think we know
more about retention than any other agency & are at the cutting edge of improving not
just retention but how to gain added value from supporters.

We want to shift the paradigm of how people see lotteries & lottery players. That is
why we choose to talk positively about retention rather than just passively accept
attrition or treat supporter loss as random cancellations. Our Insight work is at the
forefront of all of this.

Excellence in supporter retention Sypporter retention is part of our messaging
./il o0 _— within all our staff recruitment & training —

- there is a specific module about how lotteries
deliver funds for charities & what drives
supporter retention.

74 - J -
Why it matters and how to do it

What drives SEREE
: . ion? Wiho .
We have a retention model which we FELentions Wou il
have developed to reflect the insight we [Iicause sign Up Sl
have gained about those factors such as c°g|‘;'ﬁ°“t;"' - - Smart
.. TS r . Recruitment
age & cause conviction Consolidation ‘ Sk
you sign Muchi
Retention them  WSUEASI
= up UDIOEY  Msupporte
Cognizant Pt

T E= This is an ongoing project to build a
““I | I [I II HIIIH || team of fundraisers that arere
' “retention cognizant” rather than

impose quotas or rules.

Supporter retention is embedded in the
company culture as a positive source
of pride not an afterthought or a
problem. It's in the mind of our
fundraisers as they are in the field.




At The Fundraising Partnership, we are
passionate about the value of small amount,
regular donations & the value of face-to-face
recruitment of supporters. Our passion is for
doing this as well as it can be done & we love
the craft of doing it to an excellent standard.
Only excellence delivers the full benefits &
minimises the drawbacks.

Insight is a blend of both data & experience &
judgment. The more insight that you have into
all aspects of the process the better the results
that you can get.

Narrative Effective Visuals

Reader

Using data to drive insight is far more than just seeking simple
answers in numbers. It takes time & effort to generate useful data &
the skill to interpret it & apply it. That is why we have employed a
dedicated data analyst to drive this work.

How you communicate insight to influence data is at least as
important as how good the data is. We employ great people as
fundraisers, & we seek to use data to help them be even more
successful by sharing what we learn with them rather than imposing
rules & quotas.

So how we use data is a blend of our commitment to excellence with
our skill in developing insight & our skill in managing people.




Investment in
donor retention

The leaky

One of the challenges is to
translate knowledge into
behaviours in the field. By sharing
the information that we have &
blending it with observation we
create a culture where supporter
retention gets talked about. We
repeat & re-iterate so that key
messages become ingrained.
Retention becomes part of the
organisation’s culture.

Retention
Cognizant

Amplified
by the behaviours?
of leaders

{ Embedded in :
™. network of
organizational

Evident in the

behaviours of

individuals and
groups

Visible in the
‘way that work gets  ©
done’ on a day-to-day /
basis

) [ Shared beliefs, values
\ and assumptions held
by members of an

. orga nization
e

The data that we have is used in our training &
shared with each fundraiser at review
meetings where we look at their own results &
discuss them.

We create fundraisers who are retention
cognizant, i.e. retention is in the back of their
mind when they are at work. They have a feel
for the age profile of supporters that they have
recruited. They can tell you why that
occasional younger supporter they have
recruited is more likely to be reliable.

We have invested in a data analyst to automate the processes that create these tables &
graphs & slides. It also allows us to measure recruitment quality in real-time & predict
the impact on long-term income for the charity.




Introducing QIM & ERIC - The next stage in data modelling

One of the key challenges in seeking to improve retention is the time lag. For us
looking at retention through 3 payments we typically don't find out how we are
doing until at least 5 months after the supporter was recruited.

That makes it much harder to gauge performance & adapt fundraiser behaviour
to drive improvement. Crude measures such as average age or double ratio are

not actually good predictors.

PREDICTIVE ANALYTICS

That is where QIM comes in. QIM uses the same
data we have about supporter retention related to
ages & donation amount & uses that to predict
retention or more specifically to measure the
quality of sales Inputs on a weekly & monthly
basis. The retention rates % for each of the 28
segments becomes a decimal to multiply actual
sales input by.
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QIM is our Quality Inputs
Monitor. We can use it to
more accurately assess the
sales of all fundraisers week
by week. We can also use it
to predict likely retention &
to benchmark & analyse the
performance of fundraisers
or a campaign. It is basically
an integrated spreadsheet
that auto-generates data &
graphs week by week.



Introducing QIM & ERIC - The next stage in data modelling

Extend the model onwards, so you can
track retention over several years by
each age & amount segment & you
have a much more accurate way to
model lottery income.

This is ERIC — Expenditure Return on
Investment Calculator.

Given that lottery income is all about
long-term Rol we want to know as much
as possible about it.

We need more accurate ways to calculate
the true value of the supporters recruited
by an agency & greater insight into how
to manage the supporter journey to
maximise return.

The strength of a lottery cant be measured just by how many players are in it
this week & the value of the work of an agency can't just be measured by the
number of lines sold last week.

Everything we have learned shows that the highest quality initial recruitment
has a massive impact on the yield from the campaign. It is an example of
GOBO- put garbage in & you will get garbage out. A focus on excellence &
retention means our charity partners make considerably more money per
supporter recruited.

Cumulative income and expenditure Hospital's payments made, drop off by ticket as %
£8,000,000.00 0%

£7,000,000.00 £6,783615.30

£6,000,000.00

£5,000,000.00

£4,000,000,00

£3,000,000.00

£2,000,000,00

£1,000,000,00
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Excellence in training...

Starts with recruitment

We received
your
application!

Thank you for your enquiry about
the fundraiser position. Our Talent
Acguisition Manager will be In touch
With you by phone regarging your

@

Tiem - Tasent Acquistion Mansger

2ure Ao

A day in the life
of a fundraiser

the
fundraising
partnership

the

Kaven - Mansging Owector

fi ;ﬁdraising
b tnership

10 things about charity lotteries

Regarcs

Kevin Mann

Managing Director

The fundraising parnership

Our commitment to learning starts with the
recruitment process itself.

Applicants are given videos about the job &
the charity & the impact of lotteries.

The observation is a key part
of attracting people to a role,

that they hadn't previously

15t penpl e /s5s considered.
a fundraiser at work

for several hours
before they comit o the job. Part of their learning process.

See our values in action

TRY?EFURE

An excellent filtering method.

Bl

All applicants attend a 2-hour observation,
showing their & our commitment to
learning, seeing what the job actually
involves & seeing our values up close & in
practice even before they are appointed.

All applicants are interviewed by 2 different
people at different stages & we also get
feedback from the person who has
conducted the observation.

We start the compliance checks early
enough so that no fundraiser starts in the
field until right-to-work checks are
completed a DBS is obtained, 2 written
references are provided & a full CV review.




We provide outstanding training

Our new fundraiser training is comprehensive & exhaustive involving a 12-hour
home study video programme & a series of tests totalling 100+ questions.

The 9 modules include professional standards, sensitivity & vulnerability,
excellence in retention & also a charity-specific module (in addition to an
induction from the charity).

N the 1+ Professional Standards
‘ fundraising

the
fundraising
pa rtn e rs h i p ¢ x’:‘: ;s_“ appropriate to go into a potential supporter's

| Only if the supporter has a clear mobility issue and invites you

Professional Standards Module Test n
Professional standards in the field are essential to our success as a # | Never unless you want fo face disciplinary action and
company and are a requirement of regulatory bodies as well as our potentshy be fred
charity partners. The CPC is not only a company policy but also part of © | Only f the supporter signs the insurance wai iver form
Please see below for a series of inks 10 various modules which you your employment terms and conditions.
MUt achiove @ pass in order 10 Pass the tost overal and be kcensed © | Only i the supporter has agreed 10 sign up and invites you in
as a fundraiser to Qo iInto the fiekd 10 work. The aim of the test is not
® * This module describes the company Code of Professional Conduct 1o complets the form

fail people bt to holp you recall information and to demonstrate that section by section, There is a thorough test after the video and this
You have achioved the high standards ihat we ook for. module will take 1 % hour to complete. We will also discuss aspects of

Take your time. A% the answers are covered in the training videos and this policy in the zoom training.
supparting documents. You can re-walch the video and check

You do he test. m 1+ Professional Standards

You may re-take esch modle test one extra time after completing & 1o

onsuro that you pass, or if you wish, 10 mpeove your overal resuls.

The higher score wil ahways be used. If you fad 10 pess after 2

attempts, you wil ba re-issued the test and asked 10 re-sit one final Training Video
time.

oK v

Click 10 begin the Company & Parsonnel National module

G 10 bogin the Invoducton 10 the ¥arng programins mode o Vst siioudt you sey f someone aaks how long o ey
have to do it for? *

Cick 10 bogm the Professional Standards module

Cock 0 bogin the Senstvity & Vulnerabiity modue

begin B Urderstanding ha donation module

A You have to ensure they know that they aro making an ongoing
commitmant, although they can cancel at any point

» | Explain because thers is no contract, they are not making an
ongoing commitment

© | Toll them that after a year they will be asked to set it up again i
Arrange to go & see them ey wieh 1o continde

o Tol tham that they have to do it for at least 3 months of you
won't get paid

Cick 1o bogin the Excalience in rtantion module

Click 1o begg th About th charity - Sua Ryder module

Cick 10 bagin the Comploting the salos orm Sus Rydar module

Cick 10 bagin the Additional Sue Ryder videos modide

Fundraisers also complete a step-by-step guide to using the sales form &
complete practice sign-ups & an extra rehearsal sign-up role play during a final
Zoom session.

This zoom session also recaps & reiterates key messages around professional
conduct & vulnerability using scenarios & exercises.

Charity partners can be sent or sit in all or any part of the course at any time.

"I have done so much sales training in my career,
but the TFP training was by far the best I'd ever done.”

"Very comprehensive & very clear.”

"I even enjoyed doing the tests!”




Excellent Field training & support

All fundraisers are closely supervised & supported across
their 15t 2 weeks with us.

We use development coaches to support & encourage & to
check everything last thing is done correctly over the 1st 2
days. For every new fundraiser this is a special moment
with a heady mix of excitement & anxiety.

We then blend return visits with phone calls & supporter
calls to ensure that every new fundraiser is a credit to the
charity & to give every person a full opportunity to learn
the craft of face-to-face fundraising.

The support contlnues & we operate a high-contact model
of field management — typically we speak to each
fundraiser several times each day. Mostly its just keeping
people happy & reducing the isolation of lone working —

"You may be working on your own,
But you should never feel alone.”

We also provide continual feedback from supporters who
have completed the survey & from comments on
verification calls. We commit to continual positive feedback




Excellence runs through
everything that we do

like the lettering
in a stick of rock.

We achieved the ISO 90001 standard within a few months of being established
showing how building a quality framework was a priority from the outset.

It took a strong leadership commitment to excellence to choose to devote time
to this at a time when there was so much else to do.

We use the ISO principles to drive our approach including a continual search for
improvement, an evidence-led approach & a commitment to collaboration to
bring learning & insight into the company.

We use the lessons learned tools to ensure that we improve even as a result of
mistakes!

Our partnership model ensures we deliver outstanding relationship
management for our clients.

|
3 Customer focus

Process approach

Evidence based
decision-making

ISO
9001 : 2015
REGISTERED

Leadership

Improvement

Certificate No:373602021



r COMPLIANCE —
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& \ REQUIREMENTS @ STANDARDS REGULATIONS —<, POLICIES
LAW I RULES I GOVERNANCE I TRANSPARENCY I
1 1 1 1

Compliance is a passion for us not a chore

& we treat the minimum standards of

regulatory bodies as only the foundation for
FOR ENGLAND AND WALES excellence in ethical fundraising &
professional conduct. Wherever we can we

innovate to go much further than the
@ FUNDRAISING EullalladSlsaWge[SlglanllaleS

All the requirements are fully met &
exceeded by our policies & practices.

O Chartered

Institute of
Fundraising

It is the combination of policies, training &
accountability that delivers excellence.

GAMBLING This means very, very few complaints for
COMMISSION BRURSREER X RV QIEEIETE

handle any issues thoroughly.

Accountability

Operational

Excellence




Policies are the foundation that underpins standards & drives
excellence.

We have all the required policies that any charity partner
could want.

That includes data protection but also equality & diversity,
environmental impact & money laundering & modern slavery.

Two of the most important are the Code Of Professional
Conduct & the Sensitivity & Vulnerable Person policy.

These really govern all aspects of how fundraisers behave &
cover all compliance requirements. They are covered
thoroughly in the training programme & tested, & they are
also part of the employment contract for every fundraiser.

Appendix 2a Appendix 2b

the the
fundraising fundraising

partnership :
Code of Professional Conduct pa rtn erSh | p

Detailed codes of practices and policies to be followed and adhered to. Sensitivity & Vulnera ble Persons
Policy

Revision date 07/05/2021 Detailed codes of practices and policies to be followed and adhered to.




POLICIES & =  ES 4

Policies need to be backed up by robust procedures.
We process map our business-critical policies & processes & have full business
continuity plans.

RECRUITMENT

. F
A good example of this is the __—m—

recruitment, selection &
training journey for
fundraisers.

We have devoted
considerable time to
mapping out this process,
reviewing & refining it &
using smart software like
typeform & zappier to ensure
that we provide a great
candidate experience.

e " We also need to complete all of
the required administration such
as right to work & DBS checks &
e oo [0 e T T — e dispatch of equipment, clothing
e B N etc. before anyone starts in the
e = field.
| == == Our process & the dashboard
— o help us stay on top of this &
_— deliver to our standards.
| L T T e e Our charity partners need to
— = have confidence that our

internal systems are robust & fit
for purpose.




Sensitivity & Vulnerability Wy

Sensitivity & Vulnerability are key compliance & reputational concerns for
charities regarding face-to-face fundraising. We have translated all
requirements & guidance into our policies & a specific training module.

/,-\ Appendix 2b
Institute of
\F undraising

the

. fundraising
, partnership
|§ Sensitivity & Vulnerable Persons
Poliey
TREATING

DONORS FAIRLY
FUNDRAISING
WITH PEOPLE

IN VULNERABLE
CIRCUMSTANCES

Excellent fundraising for a better world

Revision date 07/05/2021

The conversational sales style we use is all about seeking consent to talk &

getting engagement in order to assess vulnerability. We don't pitch “at” people or
use “selling tricks”.

We specifically train people not just how to detect vulnerability but how to leave
non-supporters positively & how to walk away from a potential sale.

We require fundraisers to have positive verification of the 3 Ms (below) within
each conversation.

- tion hant entive
\ aqoals""w“h acﬂon el re ‘mwlln mon

success, et Mambition a Ion dﬂ" 7 Vation yyigh swe
“ﬁ*~'°"in i i OTESM~
""‘m e, Nive dreams dream ve

M i

CAPACITY TO
MAkE THE  CAUSE AFFINITY

DECISION & MOTIVATION MEANS T0 PAY
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