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Introduction

‘WE ARE FAR MORE UNITED AND HAVE
FAR MORE IN COMMON WITH EACH
OTHER THAN THINGS THAT DIVIDE US$’

Jo Cox
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Introduction
What will you get out of today?

In_this session, we'll cover:

e The key challenges both community tundraising and
communications teams have.

« Strategies for how fundraisers and comms staff can
overcome these issues, together.

e Practical examples from charities of these issues and
their solutions.



Scene setting
What are the issues?

« Differences in team-specitic cultures

e Lack of shared strategy/mandate

« Misunderstanding each other’s expertise

e Unrealistic oudience—eng(qgemen’r goals

e Missing technology/tools

e Territoriality

e Lack of trust

« Too many giving input

 Navigating distributed/remote/hybrid environments



Scene setting

What we don’t see eye to eye on - the detail

Issues comms have with fundraising

e Lack of commitment to the brand

o Thinking supporters are the only
audience the chorit{ has

 Not understanding lead times/
workloads

e Involving comms at the last
minute

 Not appreciating social media
as a specialism

Issues fundraising_ have with comms

« Not being involved in
important decisions
impacting supporters (e.g.
a rebrand|

o ‘Computer says no’ culture

e Prioritising brand and
campaigning over
tundraising



Scene Setting

Shared objectives

COMMS

e Increase
brand
awareness

o Achieve wide
range of
organisatonal
objectives

BOTH
 Engage

audiences
. Inspire

action
 Build

authentic

connections

FUNDRAISING

« Generate
income that
allows charity
to achieve
goals




Project planning
What tools do | need?

Fundraising campaign/event/activity project plan template

Activity name

Project lead

Who is the main person project managing this?

Activity / Event overview:

Description of the project.

in brief, what is the background, history and reason for doing this
activify?

Date(s) & Times

These may be proposed dates af this sfage. Remember to allow
enough time for marketing, project planning and sign offs.

A good rule of thumb should be min 6 weeks marketing, and ideally
closer to 12 and 4-8 weeks planning and sign off time.

Objectives

What do you want this actiity to achieve? Ensure your objectives

are SMART - Speaifc, Measurable, Achievable, Relevant and Time- Th | S fe m p | d 'I'e ( by S ard h GOd d @ rd )
!J"-ETEPSLSSFJGUM link to the objectives. How will you know if your Wi | | be OVG i | G b | e i n th e d e | eg O te bq g

objective was achieved? What are the measurements of success?

This might include marketing responses, participant feedback efc.
This is your benchmark against what you're trying achieve i.e.
"Recruit 10% new donaors” or "905% positive feedback from

aitendess”
Who else will be involved? Responsible (who is project managing?)
This is called the RASCI system. It helps you think about the Accountable (who needs to make sure it
different ways pecple may be involved. ' - .
happens? Sometimes called “project sponsor’)

Different stages or parts of the project may have a different RASCI. Su ppnn (who do you need to do the doing to
make this happen?)




Project planning

Answer the questions betore they’re asked

Initial marketing ideas

Overview and objectives

Budget (Income & expenditure)

Why this and why now?

Who, what, when, where

Key audiences and insights
Key messages & CTA Concerns & Contingencies

Link to work/story to be used

Thanking & Stewardship




Council of Elrond
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Kick off meeting

Get everyone around the table

For the Comms Team this means highlighting:

« The audience insights

e The initial marketing ideas

« Key messages/CTA

« Story or links to areas of the work

The prep/questions/insight you may want them to bring:

« What data do we have that is relevant to this project?
« Do we know anything else on the key audiences?

« Are there any audiences we've not ’rhough’r about?

« How do we best reach those audiencess



Kick off meeting

Get everyone around the table

Agenda

e Top line run through of the project plan (why this/why now, the objective)
o Introduce thoughts on who the audience is, key messaging and why

e Invite additional insight on these from comms

o Creative session (is ﬁ)ere anything else we can do better/ differently)

e Talk through who is responsible tor what areas

o Assign actions and ensure clarity on next steps



RASCI

Who is responsible and for what?

Responsible Accountable Consulted

: _ Who needs to make Who needs to be
Who is project sure it happens? m/hg dr? y%unr:gﬁce:l ’rtl?isdo Who's opinion and kept up to date on
managing?® Sometimes called X & O'neg insight would help you? progress or

“project sponsor” appens decisions?

« Community
Fundraising Officer
Community Fundraising Head of Fundraising & « Comms Manager
Manager Comms « Comms Executive
« Supporter Care
Manager

Director of

e In-memory
' Fundraising and

fundraismg?v\officer

o Database Manager

Comms

A RASCI Cheatsheet (by Sarah Goddard)
will be available in the delegate bag



Social media

Introduction

Actual footage of a social media manager
during his "holidays"

Your new BFF Actual footage of your Social Media Manager


https://mrbenchmarks.com/#fundraising

Social media

Content pillars

« Value: This content meets the
audience’s needs without explicit
asks being made of them, makes
them feel part of a community,
and sparks meaningful Action: 20%
conversations.

o Impact: This content focuses on
demonstrating the impact of
services and campaigns, by
telling powertul stories.

e Action: This content asks the
audience to do something - e.g.
get more involved in
volunteering, campaigning, or
fundraise.

Impact: 40% Value: 40%



https://mrbenchmarks.com/#fundraising

Social media
Adding value organically

A\ Shelter &
SETE 25 May 2023 - Q

180 Team Shelter runners took to the streets of the capital on
Sunday for the Hackney Half 2023.

Their incredible efforts have raised nearly £70,000 (and
counting) for the Fight For Home. Thank you! <

Sit back and enjoy the emotion of the day captured in our photo
album.... See more

_HOME S
" EVERYTHING §

SHELTER

A Shelter added 99 new photos to the album Team
" ghelter at the Hackney Half 2023.
25 May 2023 - @



Social media
Adding value - supporter pack

WINTER APPEAL TOOLKIT

OUR APPEAL
Thi en will be g KEY HOHENTS

I'M RUNNING

LINKEDIN

Handle: @shelter-uk

Home [s a human right. It's our foundation,
and where we thrive. Yet over 120,000
children will be waking up homeless this
Christmas. This iz something we
can'tignora.

Donate to Shelter today, and you could help
a family find a safe place to call home this
winter: https://shitr.org.uk/md&Tg.

INSTAGRAM

Handle: @ShelterCharity

Home is a human right. It's cur foundation,
and whare we thrive. Yet over 120,000
children will be waking up homeless thjis
Christmas. This is something we can’t
ignore.

Donate to @sheltercharity today, and you
could help a family find a safe place to call
R this winter:

https://shitr.org.uk/ 1d98K.

te button: b

FACEBOOK

Handle: @ShelterUK

Horme is a human right. It's our foundation,
and where we thrive. Yet over 120.000
children will be waking up homeless this
Christmas. This is something we can'tignore.

Donate to Shelter today, and you could help a
tamily find a safe place to call home this
winter: hittps://shitr.org.uk/Dd93.J.

TWITTER

Handle: @shelter

Home is a human right. It's where we
thrive, Yet over 120,000 children will be
waking up homeless this Christmas. This
is something we can't ignore.

Donate to @Shelter today, and you
could help a family find a safe place to
call home: https://shitr.org.uk/nd930.

FOR HOME




Social media

Demonstrating impact organically - storytelling

@ Children’s Hospices Across Scotland & .
23 October 2024 - 3

To celebrate significant birthdays this year, Morag and her father George agreed to take on a
meaningful journey together — the West Highland Way, raising funds for CHAS in loving memory of
their niece and granddaughter, Ava.

“Ava, and her mum and dad spent many happy years at Rachel House where they were treated
with love and compassion, as were all the family who visited. A couple of years ago, Morag said we
should do something to mark my 80th and her 50th birthdays. Without much discussion, we
decided to do the West Highland Way in memory of Ava,” said George.

Ava was referred to Rachel House in Kinross at just two years old, and from the very start, the
whole family cherished their visits. Her smile lit up when she arrived, knowing she’d be spoiled with

all her favourite activities—from the sensory room and jacuzzi to music therapy. The hospice was
Ava's happy place.

Despite four days of tough weather and challenging terrain, the father-daughter duo found great
satisfaction in completing the well-loved long-distance hike. But what meant even more was
raising over £6,000 in Ava's memory, helping support children and families across Scotland.

“We met so many lovely people on our walk and many asked about the picture of Ava on our

rucksacks - some very generously contributed to our fundraising and our challenge helped
highlight the work CHAS does,” said George.

Well done on the incredible trek, Morag and George. Thank you so much for fundraising in Ava’s
memory. '



https://mrbenchmarks.com/#fundraising

Social media

Demonstrating impact - social listening + UGC

; g Peter Levy e ™. #Nine4Norah
"F " Today we remember the loss in 1981 of all the volunteer crew from the & It's Movember time. Only time you'll ever find me clean shaven! It’s all in
Penlee lifeboat off Mousehole in Cornwall. Also respecting all the RNLI aid of two great charities, @ProstateUK & @MindCharity
volunteers around the country who risk their lives to keep us safe. Amazing
If you would like and able to donate, please check out

ML G WALLES

Prostate Cancer UK %

Sounds like you're going to have a 'fan-tache-tic' month @
RNLI

Thank you for remembering these selfless, fearless men who gave their all .. We'll let ourselves out.
- and for thinking of all our crews who volunteer to save lives at sea.

-
Lifeboas

'ﬂ’ Craig Sedgwick
/A ick198:

Final 10km runs for ¢ United @] { representin afc
31x 10km runs done [ thanks to everyone who has donated. Feel free
to continue with sponsorship.

Brierey

Upper
Cudwarth

Grimethorpe

6.27 mi 8:39 /mi

54:17 213 ft

767 Cal 128 bpm

1,321

Prostate Cancer UK £ : , 202
What an achievement, Craig §§ Thank you so much for helping to beat
prostate cancer @

London Marathon next?! b d

RNLI Prostate Cancer UK
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Social media

L L

prostate Cancer Uk @
published by Sprout Social @ 5 October S
er, and a very good boy e

g March

meet Alfie. Alfie is
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| whilst gporting a
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nd lifesaving resea

Everyone,

Together with his own
over 400,000 steps, al
1in 8 men will be diagnnsed wi
supporters like Alfie, we can fu
peat it, onNce and for all &
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Social media

Inspiring action organically

neoe Ayrshire Hospice e
"% 16 March at 14:30 - @ ih
LE R ]
Team MotivB are back for Kiltwalk 2025! Slg tsavers &
16 Apr - &

Motiv8.fitness is a group of fitness friends are taking on the Saturday Big Stroll and are looking

forward to the new day added by Kiltwalk. Avid Klltwalkers and supporters of the Hospice, they are Challenge time!
well underway with their training and their fundraising and it's great to have them on the team

again this year — thank you! @

Jain them and our other hospice heroes on Saturday 26th April for the Big Stroll! Free places are Coeliac UK S8 Could you walk 100 miles in May? [

limited so don’t miss out on the walking event of the year. @ .- https://thekiltwalk.co.uk/ Y @
ay -

Fundraise your way this Coeliac Awareness Month
and raise vital funds for those who need it.

#kiltwalkkindness #hospicehero #kiltwalk2025

' Join the i . g1 Challenge yourself and create a new walking habit.

Join hundreds of others walking and fundraising
for #Sightsavers &

1in 100 people have coeliac disease, but only 36%
of people are diagnosed in the UK, which leaves a
staggering 64% living undiagnosed, often with

debilitating symptoms. Bake 64 cupcakes,

Using the theme of 64, join our virtual challenge run 64 mlles, blow
from 1-31 May and help us raise awareness, so no up 64 balloons

one will have to face coeliac disease alone. Or anything you like, do it your
way and get involved!

https://givp.nl/register/YPLgjF1]

This Coeliac Awareness Month, fundraise your way
for the 64%. Walk 64 miles, bake 64 cakes, read

64 books or smash 64 star jumps a day — whatever
your challenge, every effort helps raise awareness,

. : Find out how you can get involved

fund support services, and fight for faster Help us to reach the 64% of people that don't know they have coeliac disease

diagnosis. =
coeliac.org.uk/64challenge coeliacuk

Visit our Fundraising co-ordinator Amy ablog to
find 64 ways you can get involved: htt
www.coeliac.org.uk/blog/join-the-64-c

make-a-difference-this-may/

Coeliac UK

Sightsavers

Ayrshire Hospice



Social media

Calls to action: what are the priorities?

For most charities, this is likely to be:

1.Campaigning

2.Fundraising appeals

3.Individual giving: cash, monthly, lottery
4.

legacy
5.In-memory event fundraising

6.Volunteer recruitment
/.Eundraising_event + product recruitment
8.Retail

9. Staff recruitment

10.DIY fundraising
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Social media

Facebook groups

GET STARTED AND CLAIM
B YOUR FUNDRAISING PAGE S e
* BVCLICKINGEEATURED' = mmn

e — —r - = LICKING

Group by Edinburgh Dog and Cat Home

Group by Edinburgh Dog and Cat Home

Craft Every Day in May
Cold Dip Challenge
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Group by Edinburgh Dog and Cat Home

Run 50k in March

Edinburgh Dog and Cat Home



Social med

Paid social

10

Crisis Alzheimer's Society
I:ar:‘esgur;e uK Sponsored Sponsored
ponsore : .
i : Library ID: 959711709432906
Library ID: 2065944110594921 Library ID: 1910828299735319 /
: - . , Bake a difference this summer and raise money for Running for change “ Challenge yourself to run 50 or
Hike Hadrian's Wall, with early bird 20% off .y = .
registrations, for Marie Curie, for a better end of life, Crisis. 100 miles n 30 d:ays to b””g help and hope to
whatever the illness. everyone living with dementia.
Host a bake sale at your workplace, school or - o

organisation and bring everyone together to help
people build their lives beyond homelessness.

For that

¢ Alzheimer’s Society
Run

fordementia

Sign up today for
20% off registration

Marie Curie Crisis Alzheimer’s Society



Social media

Consider your colleagues

POOR RELATIONSHIPS BETWEEN
TEAMS BENEFIT NO ONE - LEAST
OF ALL YOUR SUPPORTERS.
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Graphics

Using Canva collaboratively

Tom from Sales:

®.‘1 Whatdo

you think?
Do you think ’r;we idea

is a good one?
: D‘

Actual charity example!




Graphics

Using Canva collaboratively

PROFESSIONAL | SUPPORTTOHELP | 3 MALE & 2 FEMALE

PARTNER & DANCE # YOUWITHYOUR + CONTESTANTS
LESSONS PROVIDED | FUNDRAISING ! REQUIRED

SATURDAY 11TH FEBRUARY
EMPRESS BALLROOM
WINTER GARDENS

BLACKPOOL

-~ +CORPORATE SPONSORSHIP —+— SHELTER COLOUR RUN

CONTACT US TO DISCUSS THE CORPORATE SPONSORSHIP PACKAGES Witton Park. Blackburn

AVAILABLE FOR THIS EVENT
- Sunday 13 July 2025 | 2pm A\
PAULINE_COX@SHELTER.ORG.UK @ i Tickets £8 SHELTER

Useful resources:
Further training_on how best to use
Canva Pro across teams.

Canva Pro is free for registered UK charities,
and is a great place to easily resize images,
plus create graphics etc.



https://www.youtube.com/watch?v=_NOPwtKrgNM
https://www.youtube.com/watch?v=_NOPwtKrgNM
https://www.youtube.com/watch?v=_NOPwtKrgNM
https://www.canva.com/canva-for-nonprofits/

Conclusion

Just be human

« Great communication first and foremost

« Remember shared obijectives

« Use project planning tools but not as a
replacement for talking and meeting

o Clarity on who does what - being kind
about everyone's shortage of time

o Utilise shared skills - don't get territorial

o Allow space for creativity!



https://www.youtube.com/watch?v=_NOPwtKrgNM
https://www.youtube.com/watch?v=_NOPwtKrgNM
https://www.youtube.com/watch?v=_NOPwtKrgNM

Conclusion

Keep in touch

ul hi@rebeccacurtismoss.co.uk

L T%_-, :"J

69 www.rebeccacurtismoss.co.uk

B 5

www.linkedin.com/in/rcurtismoss



mailto:hi@rebeccacurtismoss.co.uk
http://www.rebeccacurtismoss.co.uk/
http://www.linkedin.com/in/rcurtismoss

Conclusion

Any questions?




