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FUNDRAISING STRATEGY

2010 – 2014

By Ian Walkden, Emma Ives and Mark Collyns
This plan needs to be updated for the period 2011-16
EXECUTIVE SUMMARY
Background- Numbers in this section need updating for 2011-16
Habitat for Humanity GB’s income has reduced since 2007 from £5.5m to £2.6m in 2010. The period 2005-7 income was heavily influenced by the impact of the 2004 tsunami in SE Asia.
An analysis of income sources demonstrates that we have relied in the past too heavily on large amounts of income from too few sources, notably corporates, institutions and foundations (see Appendix 1 for some examples). In addition, most funding from companies, institutions and foundations is restricted, providing us with limited flexibility in spending the funds and also requires cross subsidy to carry its full cost.
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[image: image2.emf][image: image3.emf]Our funding pyramid currently looks like the one on the left – in 2009, £2006k (67%) of our income came from institutional sources – corporates, foundations, institutions, grant making bodies, churches. Of this income, 71% was restricted income. 
£943k (31%) of our 2009 income was from individuals, whether on GV teams or donating generally – of this, just 27% was restricted income.
By 2014, we will move to the model on the right. £2172k (40%) of our income will come from institutional sources. £3136k (58%) of our income will come from individuals, contributing to a total income of £5,368k.
As a result, our unrestricted income as a whole will rise from 36% in 2010 to 43% of total income in 2014. 

In the pages that follow, we will: 
· Summarise the current situation – our strengths, weaknesses, opportunities and threats, including broader issues

· Where we need to get to (our fundraising objectives)

· How we are going to get there (our fundraising strategy)

Our strategy has been informed by the following sources:

· The overall HFHI organisational strategy

· Our own experience, internal statistics and analysis

· External reports/analysis by other fundraising experts including support from HFHI
Key Highlights
· Growth in individual fundraising and broad public support, including cross selling into the donor base, legacy programme and Global Village and a new income line in the form of a major donor programme.
· Supported by rise in use of online methods/products (cheap, quick, high impact, VIRAL, measurable)
· Better and bolder telling of our story via a greater range of well designed supporter materials with a consistent and strong core message
· Better supporter care for existing individual donors + online technology + better storytelling = supporters that become catalysts, recruiting new donors for us

· We will also continue to acquire donors through a variety of direct methods (DM, inserts, etc) 
· An initiative to “break through” in institutional giving (started)
· Growth (but not as dramatic) of corporate, church/schools.
· Greater range (more diverse) of income sources.
FUNDRAISING OBJECTIVES
Numbers in this section need updating for 2011-16
	
	2010 (£’000)
	2014 (£’000)
	Increase (%)

	Corporates inc Gift in Kind + GV
	847
	1165
	+318 (+38%)

	Churches, other orgs
	203
	460
	+ 257 (+127%)

	FOI
	375
	620
	+245 (+65%)

	Individuals inc legacies, Gift Aid + GV
	1119
	2463
	+1344 (+120%)

	Major Donors
	50
	600
	+550 (+1100%)

	Interest
	10
	60
	+50 (+500%)

	TOTAL
	2,604
	5,368
	+2,764 (106%)


[image: image4.emf](Forecasting Global Village is notoriously difficult, but we have assumed a breakout of 30% corporate, 20% churches/schools, 40% open teams, 10% closed teams) 
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SWOT ANALYSIS

This is in essence a summary of where we are now. Strengths and Weaknesses are internal factors, whilst Opportunities and Threats are external factors.
Strengths

· Tangibility of the HFH offering

· Long term solutions

· Working in partnerships

· Empowerment of beneficiary communities/demonstration of MDGs

· Sustainability (of many programmes) – hand up not hand out

· Part of international network but with local reach

· Vision – simplicity

· The name says what we do

· Global Village volunteering/other existing ‘products’

· Connections to US HFH and HFHI
· Long term financial commitment from US

· Influential and committed GB board

· Committed staff

· External investment

· Flexibility/entrepreneurial spirit
Weaknesses

· Silo approach between departments and with HFHI
· Shifting roles/responsibilities and lack of training to undertake them

· Some lack of focus/prioritisation

· Lack of resources inc staff and unrestricted funding

· Lack of brand recognition in the UK
· No fundraising representation on the GB Board

· Unclear branding/messaging influenced by US. Worked on independently.
· Lack of history of donors on database

Opportunities

· FOI and large/medium sized grant funding (started)
· New media channels (See Appendix 2)
· Cross selling into a growing donorbase
· Major donors (new)
· Legacies (new)
· Partnerships with other NGOs

· SMEs

· Ambassadors/activists

· Rise in interest in volunteering

· Domestic programme revitalisation
· Market demographics (see Appendix 2)
Threats

· Market demographics (see Appendix 2)

· Recession and poor performing economy (corporate income especially)

· Losing donors

· Maintaining income from existing sources whilst managing strategic fundraising shift

· Challenge to “involve” supporters with overseas beneficiaries in particular

· Over reliance on institutional/corporate income

· Negative media attention

· Changing GB strategy ahead of other countries

· Fluctuating exchange rate

· Institutional funding commitments coming to an end

· Large donors pulling out from commitments

· Focus by UK public on UK charities (during recession)

· Disincentives to travel (strikes, economy, exchange rates)

· Global Village questioned as a credible programme by professional international development outfit

FUNDRAISING AND MARKETING STRATEGY
Major Shifts (See Appendix 1 for more detail)

Donor acquisition



Donor development

One off income



Lifetime value

Short term tactical



Long term strategic

Corporate 
             


Individual

Big funds from few donors

Smaller funds from many donors


Donor-beneficiary link weak

Donor-beneficiary link strong
Doing it ourselves



Doing it through our supporters

Individuals and Major Donors
We need to recruit more individual supporters – we currently have only around 20,000 active supporters on our database. But our focus in the short term will be to develop the supporters that we already have:
· Actively seek out and engage with those individuals who are catalysts – i.e. have good networks and want to take an active role in helping create a ‘movement’ against poverty housing. They are similar to major donors, except they are leveraging other people’s money.
· Actively identify major donors and engage with them individually (we have not had an active major donor programme until now, but are currently recruiting a Leadership Development Director to specifically undertake this role).
· From the rest, intentionally encourage regular giving, increasing size/frequency of gifts where possible, and encouraging viral onward promotion of Habitat for Humanity through new media (email, NetCommunity, Facebook, Twitter etc)
For ALL of our individual supporters, we will provide:

· more routes for them to support us (e.g. sponsored events, redevelopment of products like HopeBuilders, more active legacy programme, regular giving products)
· better and more extensive fundraising support materials/means (including web-based)

· better feedback on how donations have helped beneficiaries, including more case histories, video footage, photo galleries (after all, our ‘product’ is wonderfully tangible, so we need to make more of this)

· better opportunities for engagement and engendering loyalty, e.g. through maximising use of web-based media, running of ‘roadshows’ to bring what we do to life, etc
· better cross selling of engagement opportunities – domestic vs international, regular giving versus Global Village and Hope Challenge type events
For Global Village volunteers in particular, we will:
· Reduce costs through simplifying our offering. promoting build events and seeking to increase the number of Open Teams
· Provide better fundraising support through use of new media and providing a wider range of materials redeveloped with the new messaging
· Provide a more intentionally service and learning focused volunteering experience, to benefit both them and us
· Support them better as they raise their sponsorship – they are acting as ‘catalysts’ and mobilising their networks as they fundraise, and there is an opportunity for us to engage with their supporters.
· Provide better means of engagement on return from trips, when they are at their most enthusiastic, to support us in other ways (including but not exclusively financial)
Here’s a visual summary:












FOI Income
We still intend to grow FOI income at a steady rate. We need a “break through” here. Whilst the ‘universe’ for FOI funding is limited, there is nonetheless scope to double it from £375k in 2010 to at least £620k by 2014, and with our new Programme Department we are well set up now to do this.
Currently FOI is focussed on large grants and "low hang fruit" grants like the Island funders.  The focus needs to remain on large grants (DFID, Comic Relief, EJAF, Lottery funding) but the real opportunity is to add new funding streams particularly in humanitarian aid (disasters), mid ranged funders, and to develop a streamlined small grants programme.
FOI will be the biggest source of restricted income but needs cross subsidy.
Corporate Income
Although we will grow corporate income from £847k to £1165k between 2010 and 2014, it will not grow at the same rate as individual income. We need to reduce our reliance on corporate income because:
· It is very vulnerable in a recession

· Companies often require us to shape our programme to suit them, which doesn’t always suit us.
· They require much investment up front but do not tend to support longterm, so need constant replacement.
· Larger companies in particular pigeonhole us under ‘volunteering’ and it is hard to break into their CSR (corporate social responsibility) programmes for project support.

· Requires stronger domestic programme than we have at the moment.

However, we do believe that there is a big opportunity with SMEs and “charity of the year” proposals, who do not currently have established CSR programmes, and who are often owned by one or two individuals, who can in some ways be treated as individual/major donor supporters, and who are therefore more loyal than, for example, large international corporates.

Church Income
Churches are part institutional, part individual, hence quite high forecast growth from £203k in 2010 to £460k in 2014. Churches tend to either get involved with us because an individual in the congregation is advocating on our behalf and either mobilising their congregation or providing us with an opportunity to speak to the congregation (or sometimes both). In either case, there is room for individuals to support us personally, or the congregation to support us corporately.

To maximise church income, we will:

· Increase our universe of churches (currently only 480 out of a UK universe of 28,000+) through 
· Actively recruit advocates from within churches (who tend to have the time and enthusiasm to rally their congregations in a way that ministers do not) and equip them to promote within their church (much as per individuals, but with a message that is more focussed on our Christian heritage/values)

Schools/Universities

Schools and universities are not likely to be a major source of direct funding income as they do not have the capacity to donate large amounts and require much work for little return. 
However, given the development of our Service and Learning aspects of Global Village, and the fact that it may potentially possible to obtain funding from FOI sources, a view may be taken to put the development of schools/universities relationships within the Service and Learning area.

Community Groups

Community Groups (e.g. Rotary Groups) would not be proactively developed, but Fundraising would service such relationships as needed. 

OVERCOMING KEY BARRIERS
Human Resources
The new fundraising strategy will require the seamless integration of our Sector Marketing Team and our Donor Development Team (completed in 2010), and also much stronger teamwork across departments, particularly with Programme.

Currently, our Sector Marketing Team look after Corporates, Churches, Global Village marketing, our fledgling Ambassador programme, fundraising events and all the marketing materials and initiatives that go with this. Our Donor Development Team look after all mass marketing (appeals, newsletters, our database, donor recruitment events). These two areas currently operate in silos, and need bringing together.
We will need to restructure around the following areas:
· Strategic direction and brand guardianship (keeping the boat on course)

· Face to face development/support of major donors, activists, groups 

· Mass marketing/fundraising
· FOI

· Technical resource and expertise to assist with the above areas – e.g. social media, direct marketing, emarketing, design and print production, supporter services – including working with the Programme more closely to get better/more beneficiary case histories, video footage, photos etc. (We may choose to outsource this to external experts)
We will need to establish processes for passing donor care from one part of the fundraising team to another as appropriate. For example, Supporter Services (new) may identify donors with high potential. There needs to be a clear process to pass the lead onto the Face to Face team to further qualify through a meeting. Equally, if a donor being handled by the Face to Face team turns out to have less potential than hoped, there needs to be a reverse process to pass back to mass marketing contact only.

We will also need to make more use of volunteers. We anticipate this to be in three key areas:
· Interns – to help bolster internal capacity
· “Fundraiserpreneurs” – most notably, those volunteers going on GV trips – who are one kind of ‘catalyst’ supporter
· Ambassadors – these may be past GV volunteers, or team leaders, or just supporters who are key catalysts

By equipping and briefing them properly, they can become powerful advocates to spread our mission message and help us call others to action. They will also allow our Face to Face staff to focus on donors of highest potential value, and our Mass Marketing/fundraising staff to focus on key roles requiring greater technical knowledge or experience.
Quality Control
At this stage in our growth, we need to set up a proper infrastructure, including processes and procedures, which we propose to do in the following key five areas:
· Analysis: In order to prioritise, we need to know what is working for us in raising funding/support and what is not. In order to do this, we need to be much more intentional about measuring the success or failure of initiatives – not just in direct marketing where such analysis is more established, but across all our fundraising/marketing.

· Knowledge Base: Needs establishing in order to enable the sharing of information on planning, processes and outcomes in fundraising initiatives (e.g. Hope Challenge).

· Liaison within the HFHI network: We will establish better procedures for liaising with our colleagues in the GB affiliates (once the Domestic Strategy has been completed) and with HFHI, and sharing/obtaining information for use in fundraising initiatives.

· Infrastructure and quality control: We need to improve our IT capacity in order to improve storage infrastructure. We need a proper photolibrary, video library and case history library. We also need a messaging suite, and a policy on storing of information so that it is easy to locate. Finally, we need proper documented approval processes, to ensure quality control on messaging and branding on any items for use in the public domain.
Messaging, Branding and Impact
There are five easy and cost effective ways in which we can make our supporter communications work harder for us:

· Clarify and institutionalise new messaging: We need to finalise our new messaging in line with the new organisational strategy – including how we position ourselves as a Christian organisation.

· Clarify branding: Because external materials have been produced across a number of departments, we do not have a consistent ‘house style’. At best, this reduces the impact of our materials. At worst, it confuses supporters. A design agency will be commissioned to look at bringing our various sub brands together, across a range of media.

· Communicate need and outcome better and bolder: Emotively, via visual imagery and beneficiary stories – whether obtained via GV volunteers, from within HFHI or via outsourcing; and experiential opportunities (as per Hope Challenge, for example). Scientifically, via programme impact studies and evaluations. 

· Brand guardianship: To avoid confusion of messaging/branding arising again in future, all supporter communications materials should go through an internal signoff process.

· New media: Recent technological developments have opened up a variety of new ways to communicate with supporters cheaply, quickly, and with high impact – such as ezines, Facebook, Twitter, and of course website with integrated database facility. They are particularly suited to communication with ‘catalysts’ who tend to be media-savvy.  We plan to make the most of these new channels and the viral/onward communications opportunities they bring. This process has already begun, with the launch of NetCommunity and a Facebook Fan Page.
MARKETING & FUNDRAISING PLAN
AN OVERVIEW
Individuals

Our priority in the next 18 months will be donor development. We plan to acquire around 6,295 new donors, but the main focus will be increased loyalty, increased frequency of donations and increased donation amount.

We plan to continue recruiting existing supporters to committed giving. Our committed giving programme has generated 600 new committed givers since July 2009, giving a total of 1100 so far.

Donor Development Channels:
Newsletter

· Continues to have its place in keeping supporters informed, educated and enthusiastic about our work.
· Provide donors with more emotive feedback on projects they have funded – more photos, more personal stories (both donor and beneficiary), more about outcomes and how lives have been changed. This in turn supports our credibility amongst all our supporterbase.

· Provide regular committed giving opportunities.

· Get out of the way of the relationship between supporter and beneficiary – less from the angle of HFHGB, more personal stories from supporters and why they are involved, more personal stories from beneficiaries and how their lives have changed, what home means to them, etc

· Continue to use to cross sell different support opportunities – Global Village, fundraising events, regular giving, domestic volunteering, being an Ambassador etc.

· We will continue to run 4 times a year for now, but will in due course test greater frequency.

· We will start to segment to audience – initially just by covering letter, then with appropriate inserts. Ultimately, we will test the benefits of moving to segmenting and targeting the newsletter itself.

Appeals

· Will continue as a key fundraising mechanism.

· As per newsletters, will continue to alternate with newsletters (which report on appeal outcomes)

· Continue to incorporate successful format of presenting the stories of people impacted by poverty housing, including strong visual imagery, and qualifying how donations will make a difference not just to houses but the lives of those living there. 

· Appeals will continue to run committed giving as an option. We will make it a stronger option but not the main option as experience has shown that taking this latter route reduces our appeal income.

Telefundraising

· Excellent results in converting existing donors to committed giving, in spite of its cost. All potential supporters on our database have been through this process, but we will continue to phone newly acquired supporters with an upgrade to committed giving ask.

· We will continue to explore cold telefundraising as an option, but we need to see the results improve before we could consider this as a main stay of our committed giving development.

NetCommunity
· NetCommunity will become the backbone of our online infrastructure. It will allow us to run multiple online appeals at the same time and reach out to our supporters through email and the internet far more effectively than before.

· It is worth noting that NetCommunity is just the infrastructure and the marketing it allows is covered under headings such as Social Media, Facebook and Ezines.

Facebook

· Facebook is a cost effective medium for keeping supporters posted on the latest news and mobilising them to take action.
· Can also be used to highlight updates to the website (Facebook should, wherever possible, be used to drive traffic to our website).

· It also allows supporters the ‘right of reply’, encouraging them to respond to issues and requests for support, thus helping to promote relationships with individuals, and enable us to identify those who might be key catalysts or ambassadors.

· Also the right place to highlight other sites featuring news from other sources of interest to all those keen to engage with the issues of poverty housing (Southwark are already doing this, via Twitter, see below).

· Very important to maintain momentum via regular posts – should be assigned to one member of staff to manage, although others should be able to contribute.

· We will continue to advertise our Facebook Fan Page in our newsletter and on ezines.

Ezines

· We will continue a programme of ezines, to dovetail with our newsletters and appeals. Likely to be 6-12 ezines a year, focused around calls to action (e.g. volunteers needed for events, roadshow events, post disaster appeals, regional meetings).

· We will begin to include streaming video to bring appeal stories to life.

· Ezines are ideal for using in combination with Facebook to call supporters to action, and keep them informed of time-sensitive news (e.g. disaster response, close dates of events).

· They are also the best mechanism for allowing us to contact supporters when our website has been updated, to encourage them to visit.

Twitter

· Best utilised for recruiting new supporters, but can also be a medium for promoting links relating to our work and the issues surrounding it. Most effective when linked in to our Facebook page.
Blog
· Provides an opportunity to build relationships between supporters and key ‘personalities’ at HFH with whom supporters can engage.

· Also provides an opportunity for ‘thought leadership’ – to demonstrate our expertise in the realm of shelter, and to provide supporters with the opportunity to learn more, thereby strengthening our links with them.
Events/Roadshows

· We will bring the experience of Habitat for Humanity and poverty housing, particularly in the developing world, to donors through ‘roadshows’ and events which will aim to educate and involve donors in a fun, enjoyable way.

· In certain circumstances, such roadshows/events can also be utilised as a means of raising funds, as Hope Challenge does already.

Legacies

· We will continue to promote legacy giving to our existing supporters. The newsletter will carry an alternation between a legacy promotion insert and a supporter story speaking of why they have decided to leave a legacy gift. Supporters will be encouraged to send for the free legacy giving booklet through all methods. This way we can record who is considering leaving a legacy and treat them accordingly.
· We will also start to run targeted 'Free will writing services' where we join together with a national team of will writing solicitors and offer our supporters a free will. This also encourages many to leave a legacy.
· We will take the opportunity to suggest legacy giving whenever we can do so without distracting from the main ask of the moment, so the promotion of legacy giving will become a common sight among our promotional materials. 

Special Donor Development Channels – Global Village
· Global Village is a unique means of developing Fundraiserpreneurs, who mobilise their networks to raise funds for us. 

· In the past, we have recruited new supporters direct onto Global Village, but as our supporterbase grows over the next five years, it is anticipated that the majority of GV participants will be recruited from amongst existing supporters.

· But for the next two years at least, we will continue to promote our Open Teams to new supporters through highly targeted events e.g. Outdoors Show, and seek seminar presentation opportunities at such events.

· We propose to cut current costs and improve operational efficiencies through:

· A simplification of the travel arrangements – either 9 days or 12 days in country will be offered, and no leisure activities (although ‘tailor made’ itineraries can be developed at an extra cost, e.g. for certain corporates).

· Inclusion of one Build Event a year (larger size team, Desmond Tutu Building on Faith being an example). Initially we propose to run DTBOF every other year, and a non-faith Event in the intervening years until demand

· Migrating application and information distribution processes onto NetCommunity

· We propose to increase effectiveness of GV as a fundraising tool through:

· Enabling GV volunteers to set up online ‘communities’ within NetCommunity

· Enabling them to raise sponsorship online from their networks within NetCommunity, which will in turn increase the proportion of funding we receive, and also enable us to develop relationships direct with their supporters.

· Providing online fundraising workshops via webcasts

· Updating all of our fundraising support materials to have a stronger, consistent message, images consistent with this message, and better beneficiary case histories

· Providing an efficient support materials order system via web, phone and email.

· We propose to increase the impact of the experience for participants, and encourage them to become ambassadors for the cause of poverty housing, by:

· Introducing a new Service and Learning Programme integral to each volunteering trip
· Providing returning volunteers with a range of options for involvement on their return (not necessarily fundraising in the early stages as they will have just used their networks to raise considerable funds for their trip)
Special donor development channels - Ambassadors

· Ambassadors constitute any supporter that offers us above-average support through:

· Raising or donating extraordinary amounts of money (in this respect, all GV volunteers are effectively ambassadors)

· Mobilising their networks (online, via work, via social networks, church, etc) to support us

· Becoming knowledgeable enough about who we are and what we do to represent us, e.g. as a GV team leader, giving talks on our behalf to groups, 

· We will identify key supporters for potential development into Ambassadors, through Facebook, analysis of Raiser’s Edge, personal knowledge of staff, team leaders, returning GV volunteers.

· Ensure that they are adequately equipped with:

· Comprehensive information on the range of opportunities where they can support us, e.g. giving talks, making presentations, sharing their videos and photos, providing testimonials, writing articles, helping at events, regular giving, developing fundraising groups, creating their own fundraising events. Choice will be key to garnering their longterm support.

· A range of communications/fundraising materials and a simple system by which to order them
· Access to Habitat for Humanity staff to answer questions and provide support
· Up to date information about the charity

· Appropriate training where necessary

· Up to date information on the latest opportunities to help us

· Ensure we personally and proactively contact them on a regular basis to make them feel appreciated and encourage them.

· Develop a recognition/award scheme for Ambassadors.

Donor Acquisition Channels
Our focus will be on lifetime value, not on number acquired. This in turn requires careful targeting of the more expensive acquisition routes, e.g. inserts, events.
Inserts

· Past tests show that best results are obtained from inserts in Christian press. We therefore propose to run a broadscale acquision campaign via inserts in Christian press on a regular basis over the next 18 months.

Events

· Events are the one medium where the economics allow us to acquire new donors immediately to committed giving. We will continue to attend existing events, monitor their success, and test new ones.
Ezines
· We plan to test these in near future. They are likely to be highly cost effective, high impact (we can for example run video appeals for donations/committed giving), and highly viral – we would actively encourage existing supporters to share with their networks. But they are still an unknown quanitity.
Mailings

· Whilst we intend to lead with inserts in terms of direct marketing acquisition, we are not abandoning cold mailings. We will be using the learning from the insert audiences to identify the best performing lists for cold mail.

Facebook
· We will use our Facebook Fan Page to encourage supporters to share Habitat for Humanity events and news with their networks, making the most of its viral capacities. New supporters much more likely to respond to something sent by a friend or other known contact than cold by Habitat for Humanity.
· Testing of advertising on Facebook in 2010 has proven excellent value for money. It has proven to work well in generating interest for Hope Challenge and Desmond Tutu, and we believe it will also be highly effective in acquiring more supporters interested in Global Village open teams. We will continue to test and refine the creative routes, and increase level of spend in this area in 2011-12.

Twitter

· Best utilised to identify potential new supporters that are already interested in the issues that we engage with.

· Highly viral – ideal for ‘spreading the word’ and engaging with self-selecting potential supporters.

· Requires an ongoing commitment and for this role to be assigned to one person internally, although others can contribute (e.g. via Co-Tweet).
Advertising/PR

· Our awareness in the UK is still very low.

· Use of networks has historically proven a better, more cost-effective means of recruiting new supporters than for example press advertising, which has so far yet to demonstrate an adequate return on investment.

· What we do is better suited to video/TV, but the costs of TV advertising are prohibitive. We  should investigate cheaper, viral methods that use video – e.g. posting videos on YouTube with links to drive viewers to our website.

· Facebook advertising has proven successful in the past, and we should continue to run Facebook advertisements (see ‘Facebook’ section above).

· With such a tangible, experiential product as Global Village, we should also investigate, in due course, the feasibility of TV programming utilising the vehicle of GV. However, this is time consuming and high risk (as we found when trying to set up such a projects in the past) and so is a low priority in the short term, unless a specific opportunity comes along.
Fundraising Products
· Our main focus for individuals will remain on committed giving, increasing size and frequency of gifts. New committed giving product required.
· But we recognise that we need to develop a range of other ways to give.

· We will revamp our HopeBuilders product to reflect new messaging and to reflect the fact that committed giving is only one element.

· We will continue with no-cost fundraising mechanisms such as Ecards, ebay for charity, Everyclick, Switchandgive, Insure4charity, Recycle4charity, SewSublime 

· We will research and, where appropriate, implement a range of alternative methods of donation, for example:

· Eclector – sales of books online

· Ethictrade – sales of clothing and gifts

· We will develop alternative creative ways to donate, along the lines of Buy a Brick posters, or the online HopeBuilders ‘house graphic’ that build a home as people give

· We will investigate philanthropic websites such as TheBigGive and put together project sponsorship packages for major donors, perhaps offering leveraging as an incentive.

· We will continue with Hope Challenge, Royal Parks Half Marathon, Just Walk and Just Bike, and aim to grow the portfolio of such events.

· Global Village volunteering will continue to be key
Companies

Acquisition

· Proactively seek out and identify new corporates for support utilising fundraising databases such as Corporate Fundraiser from the Directory of Social Change, and web research.
· More focus on SMEs and companies outside of the financial/construction sectors, and more recruitment of industry bodies (like the CML and the HBF) who can help us reach wider audience at little or no cost to us.

· Develop a rolling programme of corporate recruitment, to replace relationships that are coming to an end.

· New team under LDD.

Donor Development

· Develop longterm relationships through creating new products that provide a mutual benefit to companies and Habitat for Humanity alike – such as Teams that Perform, Hope Challenge, HopeBuilders.

· Work more closely with our affiliates (including establishing appropriate systems and protocols) to share information on corporate relationships and develop attractive domestic partnership propositions for funding and volunteering.

· Continue to classify corporates by priority, and focus greatest attention on high priority.

· Develop a direct marketing programme for regular contact with the entire corporate database.

· Through database segmentation, ensure corporate recipients of newsletters and ezines receive appropriately tailored messages.

· Investigate the need/demand for a Service and Learning GV programme specifically aimed at the corporate market.
· Continue with Hope Challenge as a means of building individual relationships with staff and developing them into Ambassadors,

· Investigate/research other event propositions that help to raise funds and strengthen relationships within company networks.

Fundraising Products
· HopeBuilders (for SMEs and interdepartmental ‘competitions’

· PBF project sponsorship

· Project sponsorship where project has been tailored to reflect donor interest (e.g. Citi Financial Education Project)

· Hope Challenge

· Global Village including Build Events

· Learning and Development products such as Collaborate!, Teams that Perform.

· Dragon boats (via Southwark)

· Develop further products depending on demand/opportunity

Churches
Donor Acquisition
· Utilise targeted marketing (e.g. via Christian press, websites, events) to build awareness and recruit advocates.

· Utilise networks (e.g. LICC, UCB) that can help us reach our audience en masse.

· Direct marketing campaign in Christian press has in the past proven successful and should be utilised again to recruit new supporters and ultimately advocates/ambassadors within churches.

Donor Development

As per the general ‘individuals’ plan, but with additions:

· Utilise mass market materials, e.g. newsletter, appeals

· Augment with specifically Christian messaged materials (e.g. home group packs, prayer letter, creative materials for services) designed to engage a specifically Christian audience. It is important that these are properly researched before being produced, to ensure that they are what is required and will meet the marketplace needs.
· Develop Christian messaged Service and Learning angle for GV volunteering

· Research the marketplace in order to refine existing ‘products’ (e.g. Desmond Tutu Building on Faith) also UK events such as a Habitat Day (in partnership with other Christian organisations?) – is there a market, is it sustainable, what elements does such an event need to have to make it successful?

· Target newsletters to Christian audience through covering letter and insert e.g. prayer letter

· Recruit church advocates through mass market channels to our existing supporterbase, e.g. newsletter, ezines, websites, Facebook ads.
· Seek seminars/speaking engagements at Christian events.
Fundraising Products
· HopeBuilders

· Global Village

· Desmond Tutu Building on Faith

· Hope Challenge

· Research/develop further fundraising products with a Christian focus

FOI- see Programme strategy
Acquisition

· Develop long term relationships with existing funders such as EJAF, the Island funders 

· Development of relationships with DFID and CHASE that will impact DRR and DR funding 

· Continue to develop expertise in DFID CS funding, especially with CSCF, development education and other CS streams 

· Develop close working relationships with DEC members that can lead to working partnerships especially in DRR and DR situations 

· Develop a streamlined small grants programme that can be very cost effectively rolled out 

· Develop research capacity especially into medium sized funders 

· Develop suitable appeals that can be used with medium sized funders.
· Develop PM and E capability.
Fundraising Products
· PBF projects

· Or projects specifically developed to reflect funder interests/requirements

· Critical interventions

 APPENDIX 1: MAJOR SHIFTS IN FUNDRAISING

Donor acquisition


Donor development
One off income



Lifetime value

Short term tactical


Long term strategic

In the past, our success has been measured through short term means.

The success of direct marketing programmes was measured on the number of donors acquired, and not on their lifetime value. Consequently, we focused on quantity acquired, not quality. Many donors only gave once and, in spite of our best efforts, have not given again since.

We believe that it is better to measure success of acquisition in terms of lifetime value. This may mean acquiring fewer new donors, but ensuring that they are better quality donors.

And then we need to look after them better.

For example, volunteers returning from a Global Village trip are at their most enthusiastic. But as some of them have sadly observed, there has been nowhere for that enthusiasm to go – and so eventually they drift away. They may not be in the position, on their return, to fundraise. But they have great stories to tell, and the passion with which to tell them. Properly equipped, they can become great ambassadors for us and recruit more new donors to our cause.

Acquiring fewer, better quality donors and looking after them better will strengthen our unrestricted income and gain us new followers.
Corporate     



Individual

Big funds from few donors

Smaller funds from many donors

Relying on large amounts of funding from a few institutional donors has been one key reason for our seesawing income the last few years. For example, funding from DEC and Christian Aid accounted for 45% of our income in 2007. This then tailed off, and was effectively replaced for a short time by corporate income, which accounted for 54% of our income in 2009 (much of this being funding from two companies, Citi and Diageo). But with the recession, this too has tailed off, leaving us vulnerable.
Institutional funding requires a lot of investment up front, and the returns, though large, are often only short term and constantly need replacing. Much of this kind of funding is also restricted, giving us limited flexibility in how we can use it.

This leads to a culture of short-termism, preventing us from planning and adopting a strategic approach to our fundraising. We are constantly focused on just trying to achieve our targets for the next year.

By contrast, individual supporters tend to support long term, and their funding is unrestricted. Fluctuations in donations tend to have less impact, as smaller amounts are coming from many sources. Having a bedrock of this kind of income will make us much better able to plan, give us more flexibility, enabling us to focus on the longer term objectives and outcomes, and ultimately grow Habitat for Humanity GB. 
Donor-beneficiary link weak

Donor-beneficiary link strong
Donors are requiring charities to become increasingly accountable about how their donations are helping beneficiaries (see Appendix 2, relating to the shift in donor demographics). We must recognise this and rise to the challenge. 
We have always struggled to obtain good images, video footage and stories about beneficiaries from our Programme, in part because the Programme internationally is not charged with accountability for such support. Now, with our change in messaging, with the focus on mass audience, and with the rise of the more demanding donor. we need to find a way to obtain such items, even if this requires us to invest in outsourcing the task.

Doing it ourselves



Doing it through our supporters

Habitat for Humanity GB is limited in both people and financial resource. If we are to really combat poverty housing, we need to mobilise our supporters to help us.
In order to do this, we need to equip them properly; they need to understand the issues, and have good fundraising and promotional materials at their disposal. We also need to encourage a two way dialogue with them, and ensure that they feel both needed and appreciated.
APPENDIX 2: MARKET DEMOGRAPHICS
· Most charities’ individual supporters are now 70+ years old (Seniors and some Silents)

· Believed in institutions and trusted them – including charities

· Younger generations believe in the product not the company. If a better product comes along, they will switch – not loyal. This is increasingly pronounced, the younger the person.
· We increasingly need to communicate the benefits of our charity ‘product’, both to the beneficiary and the sponsor, to win and keep them.
· They use new technology, don’t like a lot of reading, expect good design. Like ‘storytelling’ and outcomes, not theory and verbosity. “Show me”.

· Can be some big potential wins – the rise of the ‘fundraiserpreneur’ who leverages their networks to raise large amounts of funds – for example in support of a charity ‘Challenge’.

· The charities that will win will need to closely align programme and marketing/fundraising departments, and make full use of online social media – web, YouTube, Flickr, Twitter, etc.

“Generational Fundraising and Generation Y Planning”

by John Baguley, International Fundraising Consultancy, Oct 2009
A summary of donor styles and preferred communication media, according to one of the UK’s leading fundraising experts.

Seniors - Born 1901-1924

· The ‘greatest’ generation - leaders

· Gives from duty

· No waste or expensive literature.

· No phone calls.

· Takes advice from respected friends.

· Expects polite thanks.

Silent - Born 1925-1945

· Worker ants…

· Now retired. 

· Wealth in property.

· Join with others to give.

· Similar to seniors in attitude to fundraising.

· Not leaders…
Baby Boomers - Born 1946-1964

· Economic power - numerous

· Now very wealthy – generous

· Enterprising - individualistic

· Inquisitive about charity

· Intrusive in charity

· Fickle

· Direct mail – leaflets – door-to-door – telephone (not mobile)
Gen X - Born 1965-1977

· No experience of poverty. 

· Have material possessions.

· Comfortable with technology.

· Expect good design.

· Won’t read heavy text.

· Need convincing of problem.
Gen Y - Born 1978-1998rn:
· Gen C = Community.

· 100 mobile txts a day

· Hive mind.

· Facebook YouTube etc.

· Gap year third world experience.

· Comfortable with debt.

· Give on line / face-to-face/

· QR codes / Crowd funding – can be great champions of your cause
· Celebrity – created not earned.

Use of Medium by Generations
	
	Print
	Phone
	Street
	Internet
	Mobile

	Seniors
	X
	
	
	
	

	Silent Generation
	X
	
	
	
	

	Baby Boomers
	X
	X
	
	X
	

	Generation X
	
	X
	X
	X
	

	Generation Y
	
	
	X
	X
	X


Extract from “The 8 Online Fundraising Changes You Must Make in 2010” 
by Network for Good (US Nonprofit)

Whilst online donations are not yet truly significant, they are rising fast.
Fundraising trends in the US tend to pave the way for trends in the UK, so are worth noting. A recent survey undertaken by the University of Indiana’s Centre for Philanthropy reported that 13% of US charities received over 50% of their income online – but almost half (47.4 percent) of the fundraisers said that online contributions currently account for only 1 percent to 5 percent of their nonprofit’s total contributions.
Doubtless it will become more important in the coming years, as the Senior and Silent generations are replaced by Baby Boomers and the rise of Generation X and Generation . 
Network for Good is a leading US Nonprofit organization, that supports other non-profits with online marketing services and advice:
· Individual donors contribute 75% of all charitable giving. More and more of them are donating/taking action on line.
· While online giving is currently only around 10 percent of overall giving, it is growing fast, about 50% per year.

· According to Convio, 39% of consumers reported making an online donation after visiting a charity website in 2009. 
· According to a Kintera study, over 60% of all donors – online and offline – did research online before giving. Donors are not only researching your organization on your website, but also all over the Internet, from blogs to rating organisations, thanks to the increasing power of search engines. How well you are positioned online affects all of your fundraising efforts. 
· In 2009, nonprofits that were raising money online raised around 20% more than 2008 (according to Network for Good’s own data as well as Blackbaud’s reporting) in a year when overall giving was down about 10%. 
· Email and direct mail from nonprofits now have the same influence on consumers’ decisions to give at 27% and 28% respectively. Email closed a 10% gap from 2008 to 2009, according to a Convio study.

· Meanwhile, direct mail response rates continue to decline. Nonprofits raising money online had a median increase in online donors of 315% over the past five years, while offline donors declined a median -6% over the same period, according to the donorCentric study by Target Analytics.
· Other charities are already using social media. A study by Common Knowledge and The Port found that 74% of nonprofits have a presence on Facebook – with an average community size of 5,391 – and 80% are committing at least one quarter of an employee’s time to social media.

· Moreover, the Internet is where donors turn first during crisis. After the tragic earthquake in Haiti, the vast majority of donations in response to the crisis were made online or by phone. This is a rapidly growing trend.
Office for National Statistics: Internet Access Households and Individuals 2009

70% of UK households (over 18 million households) had access to the internet in 2009. Of these, 63% have broadband (90% of total with internet access)

By age, those accessing the internet in the last 3 months equals:

65+ - 30% (52% almost every day)

55-64 – 70% (65% using every day or almost every day)

45-54 – 80% (71% using every day or almost every day)

25-44 – 92% (75% every day or almost every day)

16-24 – 96% (86% using every day or almost every day)

Summary from the report, “21st Century Donor”, by nfpSynergy, September 2007
nfpSynergy is a leading UK think tank in the field of fundraising. This report confirms that, even if online fundraising isn’t yet the key means of raising funds, that day is not far away. It also confirms many of the other strategies in this Fundraising and Marketing Strategy paper:
To raise money from the 21st Century donor effectively the successful 21st Century Charity will need to… 
· Become as distinct, competitive and appealing as the best commercial brands. Charities compete with an individual’s personal and leisure spending as much as with other charities. 

· Demonstrate and communicate value-for-money and impact, so that donors can see how their contribution makes a difference to clients and beneficiaries. 
· Engage donors by motivation and giving ‘products’, as much as on the basis of demography and wealth. Donors like and respond to opportunities to give where the price, the rewards, the package and the relationship are all clearly set out.

· Offer a wider choice of giving products which match donors’ motivation. For example, some donors want giving centred around social interaction such as challenge events and others around the impact of their donation. 
· Blur the boundaries between giving and living – create more active and rewarding lifestyle events, from fun runs to peak challenges, from dinner parties to midnight walks. The best social fundraising makes it unclear whether people are primarily fundraising or primarily having a great time. 
· Make donors stakeholders, with a real say in how they give and how their money gets spent. While this does not mean that donors have the final say in how the money gets spent (unless they are government!) it does mean that their views are really important. Therefore dialogue between donors and service deliverers becomes more important. 
· Stress what a donor can expect out of the giving experience: this might be about the emotional return of giving, the recognition process or the involvement. The more money people give, the more they want to be involved. 
· Appeal intensely to specific, defined target audiences. A lukewarm appeal to the general public is worth far less than a burning passion amongst a key demographic or attitudinal group. 
· Woo more big givers, corporate and individual, via the offer of recognition and the opportunity to change both their own lives and the lives of beneficiaries. 
· Integrate the experience of giving time, money or activism so as to retain loyal supporters able to give different things at different life stages, from nursery to nursing home. Giving and volunteering are better seen as one activity which focuses on giving time or money, depending on life-stage, circumstances and wealth. 

STEEPLE ANALYSIS

A STEEPLE analysis looks at the external factors that could become the THREATS in a SWOT analysis. So, whilst not all of them will appear in our SWOT currently, they are elements worth reviewing regularly.

Social Impacts
· Changing donors – see Appendix 1

· Make Poverty History and its legacy – interest esp in Africa

· Industrial action e.g. on flights for volunteers, postal services for DM

· Trends towards volunteering esp in companies

· Interest in sustainable projects

· Trend towards self improvement, teambuilding, personal development

· Religious sensitivities
Technical Impacts
· The rise and rise of social media (web, emarketing, Facebook, Twitter)

· Digital print
· Database technology
· Ability to segment markets accordingly

Environmental Impacts
· Concerns about direct mail and waste?

· Concern about overseas flights (GV)
· Environmental impact of the homes we build/renovate, carbon neutrality

· Use of recycled paper in DM

· Major natural disasters – impact on our programme, esp in Asia Pacific
Economic Impacts
· Global recession esp impact on financial/construction sectors, two of our key corporate support areas
· Exchange rates – both for overseas volunteering, and cost of programme

· VAT changes

· Microfinance – partnerships enabling us to get money back quicker and do more
Political Impacts
· Government policy on overseas funding

· Change of government = impact on public support for charity?
· Eastern Europe becoming part of EU – those projects less attractive to funders now?

· Attitudes to America – e.g. Bush negative, Obama generally positive
· Tax changes e.g. to Gift Aid, tax deductability of donations to corporates
Legal Impacts
· Data protection regulation, especially with reference to new communications channels (web, SMS etc)
· Changing charity legislation

· DM legality changes – e.g. opt out versus opt in on DM

Ethical Impacts
· What kind of organisations or individuals will we NOT accept funding from?
· What measures will we take to check them out?

· How far will we go to shape programmes to our institutional donor requirements?

· Personal conflict of interest with trustees

· What fundraising methods would we NOT use because of public/donor disapproval – e.g. ‘chugging’, telephone cold calling
BOSTON MATRIX
	RISING STARS

Hope Challenge
HopeBuilders
Legacies
Regular Giving products
Major donors

Ambassadors
Social media
Ezines
Inserts
Telefundraising
Big build events (part of Global Village)
Roadshows
FOI (especially humanitarian/disaster)

	PROBLEM CHILDREN

Corporates
Domestic programme
Global Village (still falling)
Desmond Tutu Building on Faith
Churches and schools
Non-fundraising events e.g. New Wine

	CASH COWS

Appeals
Regular giving
HopeBuilders
Individual donors
Royal Parks Half Marathon/Just Walk (fundraising events organised by third parties)

	DEAD DOGS

Traditional advertising (e.g. press)
Community groups (e.g. Rotary)
Traditional acquisition by mail



STAKEHOLDER ANALYSIS TEMPLATE

	STAKEHOLDER GROUP
	IMPACT/INTEREST/EXPECTATIONS/
NEEDS/RIGHTS
	IMPORTANCE
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	Corporates
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	Volunteers (GV)
	
	

	Volunteers (office)
	
	

	Ambassadors
	
	

	Referees and ‘recommenders’
	
	

	Advisors and consultants
	
	

	Suppliers
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	International communities
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2010 Income Split





 “We need to tear down the walls of our organizations’ technology, marketing, fundraising and communications departments and rebuild the organization in a way that creates a completely supporter-centric experience. A supporter is a real person, not a volunteer vs. an online donor vs. an offline donor, and she expects to be treated as such”


Katya Andresen, author of “Robin Hood Marketing: Stealing Corporate Savvy to Sell Just Causes and COO of Network for Good





Income by source
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Individual income (inc gift aid, open GV teams, closed teams non-institution)
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Income Split Change over Time
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