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Bentley’s Power on Ice

This was another campaign we worked on. It was a smaller, 

experimental campaign, ahead of something bigger so we could learn 

about conversion rates, average gifts, and test the effectiveness of 

different messaging.

The homepage for the Care2Save and Bentley Power on Ice campaign.

Bentley gave a three-day winter driving experience to a hospice 

charity called Care2Save, associated with a hospice. 

The audience was the hospice’s existing donor and contact database 

and Bentley’s wider social media audience.

People could have a chance to win this experience by making a 

donation of just £1 with their credit or debit card online.

However, we wanted to see the effect of giving people more chances 

to win the more they donated. So £10 didn’t give you 10 entries, 
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but 12, and so on. As donations got higher, we also offered other 

incentives, such as a Bentley factory tour if someone donated 

£1,000. An entrant took advantage of this option too.

The competition was run as a “free prize draw, with paid entry 

option”, so there was a ‘enter for free’ link in the footer.

The competition was open for seven weeks over the quiet Christmas 

period—not the ideal time—but this was a test and we needed a fast 

turnaround. 

The conversion rate was a little under 5%, and the average gift was 

£15.09—both extremely high. The total raised was just into five 

figures.

Martha Payne’s NeverSeconds

Do you recognise this young lady? No? You might recognise her blog.

Martha Payne’s blog, ‘Never Seconds‘.

Her name is Martha Payne and in 2012, aged 9 years-old, she was 

set a writing project at her school in Argyll, Scotland. While most 
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kids would write about their favourite cartoons or what they want 

to be when they grow up, there was something that bugged Martha: 

the dinners that her school offered. So she took the project as an 

opportunity to say something about them. With the help of her dad, 

she set up a blog called NeverSeconds and started writing about and 

taking pictures of her school meals.

Martha’s surprisingly mature writing style and the novelty of 

the situation quickly caught the attention of the local press who 

subsequently ran headlines about the story. For seven weeks 

NeverSeconds was a fairly local story until Argyll and Bute council, 

fearing the negative press, banned her from updating it. People 

were outraged. They began spreading the news on Twitter where it 

reached celebrity chef Nick Nairn who protested the ban. It became 

a trending topic across the UK and came to the attention of Jamie 

Oliver who tweeted his support. That’s when the national newspapers 

picked it up. It became a story known all across the world. 

Where did that leave Martha and the council? The council quickly 

rescinded their ban, noting it was a mistake. Martha happily started 

blogging again and  started raising money for Mary’s Meals – a 

Scottish-based hunger relief charity. With the newfound attention, 

she raised  £143,00072

So was this all down to luck? Was it just a fluke? Let’s have a look.

Martha set up her blog because she felt there was some injustice, and 

she wanted somewhere to express how she felt about that. She posted 

interesting, funny, and shocking content about how horrible her 

some of her school dinners were. She posted about it on social media. 

And worked up relationships with influencers (the local media) who 

then promoted it. At this point she became well-known locally. 
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Argyll and Bute council then added further injustice. At this point 

though, she had an audience and influencers. She, along with her 

fans (including Nick Nairns and Jamie Oliver) took to Twitter to 

express outrage.  Then, when her popularity was at its peak, she 

decided to set up a page to raise money for a school canteen in Africa. 

She used the audience she’d developed to promote the campaign to 

them. That’s how a small blog from Argyll managed to raise nearly 

£150,000.

So, it seems we could all learn a thing or two from a 9 year-old about 

fundraising!

Alzheimer’s Research UK doing it well, all the time

ARUK have a site that maximise donations every day.
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While campaigns are the more exciting way to raise funds, there’s a 

lot to be said for what you do day-to-day. 

We wanted to include an example of a charity who maximised their 

donations process – Alzheimer’s Research UK (ARUK). 

We worked on ARUK’s new website in 2015, helping them to create a 

site that would help them in their quest to find a cure for dementia.

This site is a clear example of maximising all of the areas we have 

discussed throughout this book. 

It increased conversion rates, by considering user journeys in detail, 

taking on board a lot of what we spoke about in chapter three. The 

site features tailored call-to-actions throughout, which meant the 

donation process was promoted at key moments, with messaging 

bespoke to each step in the user’s journey. 

At the same time, research found that storytelling and sharing 

knowledge were two content elements that were crucial to gaining 

new supporters and donations. So we made sure ARUK had a 

platform from which to share their stories, using custom design 

layouts to immerse their users in the cause.

Given the growing popularity of mobile fundraising (30% of those 

who made donations on their mobile phones wouldn’t have made 

them otherwise), we also made sure that text giving was featured 

prominently throughout the site, even more so when accessed by a 

mobile phone.

As covered in chapter six, Google Analytics was implemented so that 

ARUK can track their income and monitor what is working for them, 

and what isn’t. This kind of information informs their fundraising 

strategy, not just digitally, but across the organisation, helping them 
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to make better decisions in the future. 

A key element that ARUK does very well is content. The fundraising 

area, which features plenty of ideas, a calendar, and a map, gives 

supporters no excuse not to get involved. And ARUK is able to fully 

establish itself as a thought leader in this area of research, with many 

research projects looking into causes, diagnosis, risks, symptoms and 

treatments; all available for the general public to see. 

Yes, it may not be as exciting as a campaign involving bucket loads 

of ice and celebrities, but if you don’t concentrate on the day-to-day 

that’s a little bit like waiting all year for Christmas. There’s plenty 

that happens in-between, and even if your conversion rate only goes 

up by a fraction of a percentage, that’s still a fair bit of money when 

you consider there’s another 364 days in a year.

#NoMakeUpSelfie and The Ice Bucket Challenge 

No doubt many of you had your interest in digital fundraising re-

ignited by seeing the stunning, unexpected success of the Ice Bucket 

Challenge. Or perhaps for some of you it was the #NoMakeUpSelfie 

phenomenon a few months earlier. 

The Ice Bucket challenge raised over $100 million for the ALS 

Association in the US, and its UK counterpart, the MND Association, 

raised £7 million off the back of it.73

Everyone involved with a charity has, at some point, wondered: “How 

can we make our digital fundraising campaign go viral like the Ice 

Bucket Challenge?” The truth is, that would almost be impossible to 

engineer. 

Your efforts would be much better spent building the best 
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Digital Fundraising Planning 

A guide to developing and 
implementing a digital/online 

fundraising plan

Use this guide as a basis to help you create an online 

fundraising strategy for your general income generation 

activity and for specific, targeted campaigns.

You can download this strategy online at  

www.reasondigital.com/books/fundraising
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Situational analysis 

Write a summary about what you already know about your online 

fundraising situation. Think about: why you are looking to boost 

online income? How will you spend that income? Why do you need 

the money? What’s in your favour? What obstacles do you face?

Objectives

My digital fundraising target is:     

      £

Set this as 10% of your offline income if you’re unsure.

 

By:   dd/mm/yyyy  
 

A year is good, or give yourself two if you haven’t got much groundwork in place.  



152 The Digital Fundraising Book

Strategies

To boost your online fundraising income you can focus on one or all 

three of these income streams. Set an objective for each strategy you 

will pursue, bearing in mind the digital fundraising target you’ve set.

If you’re unsure how to work these figures out, consult the appropriate 

sections below for help.

Strategy #1 - Boost ongoing, general donations

I expect to raise    £   from general digital

giving through my website / fundraising tool / text codes during that 

period, (i.e. not via campaigns).

Strategy #2 - Boost ongoing, general sponsorship

I expect to receive    £   from peer-to-peer

                            
sponsoring from digital fundraising platforms during that period (i.e. not 

via campaigns).
    

Strategy#3 - Run campaigns to boost income activity

This means I have    £   I need to raise through

campaign(s). Overall target=(General giving + General sponsorship) 

I have the resources to run    campaigns this period.

So on average I need to raise   £   through 

each.
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Audiences and target audiences

List the specific groups and types of people you have or wish to 

develop access to online. Give some insight into these groups, 

state where they might be online, and estimate how warm their 

relationship is with you.

If you want to plan at an advanced level, then estimate the number of 

people you may be able to reach, as well as the expected ‘conversion 

rate’ (the percentage of visitors to your site who donate to your cause). 

Finally, calculate what you expect the average gift amount to be, 

using past donations as a reference if possible.

General Advanced bit

Audience 
group

Insight Channels or 
hangouts

Rela-
tionship 

Level

Est’ 
No. You 
Could 

Reach?

Con-
version 

%

Av Gift 
/ Spon-
sorship

Families 
of 

service 
users

Believe 
in our 

services. 
High 

conversion 
and 

average gift.

Our 
website, 

Facebook, 
Twitter and 
newsletter.

Hot 300 10 55

Local 
gym 
users

Unlikely 
to give 

but may 
fundraise 

in a race for 
a local 
charity.

Facebook.
Google 

“keep fit” 
terms.
Gym 

website.
Running 
forums.

Cold 100 1 500
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Channels & influencers

You reach an audience digitally through a ‘channel’. List the channels 

you have access to, and think about what audiences might be 

reachable through that channel.

Also consider ‘influencers’; people who have a large following or 

mailing list of the audiences you would like to reach.

General Advanced bit

Audience 
group

Type 
(mailing 

list, 
social,  

website, 
etc)

Your 
Channel 

Y/ N

Audiences Est’ 
No. You 
Could 

Reach?

Con-
version 

%

Av Gift / 
Spon-

sorship

Our 
website

Website Y Families 
of service 

users, 
service 
users, 

supporters.

12000 0.25 25

Newsletter Mailing 
list

Y Supporters, 
service 
users, 

families 
of service 

users

350 0.5 30

Sally’s 
(volunteer) 

Twitter

Social N Sally’s 
friends, 

local and 
national 
arts and 

crafts 

11000 Low? Low?
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Assets

An asset is a valuable item, experience, person or story that could be 

useful in incentivising people to give, or to give more.

Asset Description Provided by
 (If applicable)

Appeals to 
(Audience)

Expires 
(Date)

Bread 
making 

day

Local bakery will 
teach two people 

how to make bread.

Tippingtons 
Family 
Bakery.

Families of 
service users, 
Bake Off fans, 

craft and 
cooking.

Donald 
Smith

UK record holder 
for oldest person to 

run a marathon.

n/a Fundraisers, 
sporty, 

gym goers, 
journalists

n/a
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Strategy #1

Improving ongoing donation activity

First work out your baseline by looking at how many monthly visits 

you have to your website, your conversion rate and the average gift. 

Then, we’ll look at tactics to improve each of these.

Our Monthly Visits are    

Our Conversion rate is                      %   

Our Average Gift is           £   

Our Total Monthly ongoing donation is  

Notes:

• Get Monthly Visits to website for Google Analytics

• Work out Conversion Rate by:

       
Number of donations NOT FROM CAMPAIGNS

Total number of visits to donation page    x 100

•  Work out Average Gift by:

       
Total amount given

Number of donations

• Work out Total Monthly ongoing donations by: 

        
Monthly visits x Conversion rate% x £ Average gift

• Get total number of donations and total donation amount from 
fundraising platform/payment gateway.
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Tactics & actions

Think about how you can improve each metric and use the space 

below to set a time limit and assign responsibility for the task.

We will increase visitor numbers to our site by:

Task Date Person

Encouraging people to visit the site from 
newsletters and social media.

Regularly adding interesting and/or useful 
posts to the website.

Placing calls-to-action on printed materials, 
which include the website address.

Placing links to the website in consistent 
email signatures for all staff.
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We will increase conversion rate by:

Task Date Person

Ensuring people can give online without a 
printable form or a phonecall.

Adding calls to action through out the 
website pointing to the ‘donate now’ page.

Improving the messaging in our “donate 
now” page.

Trying persuasion techniques such as clear 
impact, social proof, donor benefits.



159Digital Fundraising Planning

We will increase our average gift by:

Task Date Person

Suggesting what different donation 
amounts could buy.

Incentivising higher value donors with 
things that cost us little/nothing.

Writing content that appeals to audiences 
that tend to give more and promoting it to 
them via relevant channels.

Register for Gift Aid and input the number 
on our fundraising platform settings.
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Strategy #2

Improving ongoing donation activity
First work out your baseline by looking at how much you are likely to 

receive in ongoing sponsorship donations.

Number of people who choose to raise money for us    

Average donation per person                                                £   

Our Total Monthly sponsorship income                           £  
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Tactics & Actions

Think about how you can improve each metric and use the space 

below to set a time limit and assign responsibility for the task.

We will increase the number of people that choose our charity by: 

Task Date Person

Registering our charity on the two main 
platforms (JustGiving and Virgin Money 
Giving), so people can find us when 
setting up a fundraising page 

Registering our charity on other 
fundraising platforms so people can find 
us there (Local Giving, BT MyDonate).

Set up a “do a fundraising event” page(s):

Publish useful or interesting content about 
fundraisers and/or for fundraisers on your 
website and share them on your other 
channels to attract relevant audiences.
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We will increase the number of people that choose our charity by: 

Task Date Person

Emailing everyone that chooses us as a 
charity to encourage them.

Putting pages on our site reminding 
fundraisers to share their fundraising 
page with their social media and email 
contacts.

Signposting fundraisers to content about 
how they can create content for us such as 
video training diaries on YouTube?

Offering to share the above content on 
our own channels to incentivise them 
to do this and boost the traffic to their 
fundraising pages.
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We will increase the number of people that choose our charity by: 

Task Date Person

Emailing everyone that chooses us as a 
charity to encourage them.

Putting pages on our site reminding 
fundraisers to share their fundraising 
page with their social media and email 
contacts.

Signposting fundraisers to content about 
how they can create content for us such as 
video training diaries on YouTube?

Offering to share the above content on 
our own channels to incentivise them 
to do this and boost the traffic to their 
fundraising pages.

Resources

We estimate we need to allow for    days of staff or volunteer 

time to complete these actions and 

  £   of a budget, which we will spend on:  
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Strategy #3

My Campaign

(Create/print as many sheets as you have campaigns)

Campaign Target

Work out roughly how many donations you need to reach your 

campaign target, and how many people you need to see your 

campaign to generate that number of donations.

We want to raise    £   

We think the rough conversion rate of those exposed to the campaign 

would be:                     %   

This means we need to get 
Target

Average gift
 =                       donations

This means we need to generate 
Target number of donations

Conversion rate

=                        views to out campaign

And that they will, on average, give (or raise in sponsorship)  

  £   each (include a boost for Gift Aid if relevant).  
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Audiences and channels

We will use our access to the following audiences to generate the interest we 

need above:

Audience 
Group

How will they 
find out?

Why they 
will engage?

How will they sup-
port?

Families 
of service 
users

Our website.

Our Facebook.

Our Twitter.

Our newsletter.

People like their 
parents and 
grandparents are 
facing this issue.

Give money.

Share on Facebook.

Tweet.

Local 
journalists

Twitter, 
personal email.

They want local, 
topical stories.

Publish campaign 
story on local paper 
website/social feeds.
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Mechanic, Tools and Assets

What is the campaign mechanic and what tool(s) are needed to 

support this?

A campaign mechanic is a way someone interacts with your 

campaign to give you money. The main campaign mechanic types 

are listed below. Circle the one(s) you will use for this campaign.

Examples of campaign mechanics are:

Single / Regular / Text / Matched giving / Crowdfunding / 

Competitions & Lotteries / Cost-free / eCommerce & auctions 

/ Traditional Sponsorship / Novel Sponsorship / Grassroots 

fundraising phenomena.

What tools will you need to support your mechanics, and promote, 

measure or manage your campaign?

Tool Mechanic Type Already using? 
Y/N

Cost?

JustGiving Fundraising platform Y 5% transaction 
fee

ThunderClap Social media tool N None

Google Analytics Visitor measurement Y None
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The assets we will use are:

Which 
Asset?

How will 
you use 
them?

Why will 
they 

agree?

What effect will it have 
on the campaign?

Risks

Bread-
baking 
day

Give 
attendance 
away as a 
prize.

Bakery is 
an existing 
supporter.

Increased number and 
value of donations. 

Increased engagement 
from social media.

New donors.

We raise 
less than 
auctioning 
the ticket at 
the charity 
ball.
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Key message(s) and call to action

What is the key campaign message?

What are you asking people to do?

What will be the wording of the call-to-action?
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Campaign Content

What kind of content would support your campaign and on  

which channels?:

Content Primary 
Channel

Promotion 
channel(s)

Formats Per-
son in 

charge 
of

Time / 
budget 
needed

Call to 
action

Inter-
views 
with 

service 
users at 

local food 
bank who 
have high 

energy 
bills.

Our 
website.

Twitter, 
Facebook, 
newsletter, 
local paper 

website.

Video, 
shocking 
quotes on 

Twitter

Sally 
Smith

10 
hours 
volun-

teer 
time.

“Give 
now” link 
in video 
(through 
YouTube 
NFP pro-
gramme.)
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Resources

We estimate we need to allow for      days’ staff or volunteer time

to run this campaign and generate the content, and  

  £   of a budget which we will spend on:
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Campaign and activity calendar

Populate the calendar below with a rough idea of when you will run 

each campaign you’re planning. Also, mark major actions, events or 

pieces of content on the calendar.

Jan Feb Mar Apr

May Jun Jul Aug

Sep Oct Nov Dec
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